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ABSTRAK 

PENGARUH KUALITAS PRODUK, E-WOM, BRAND TRUST TERHADAP 

MINAT BELI ULANG PRODUK SEPATU LARI AIRWALK PADA 

SHOPEE di DKI JAKARTA 

 

Oleh: 

Amaliatul Mukaromah 

NPM: 223402516184 

Tugas Akihr, dibawah bimbingan bapak Dr. Ir. Tri Waluyo, M.Agr. 

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk, Electronic 

Word Of Mouth (E-WOM), dan brand trust terhadap minat beli ulang produk sepatu 

lari Airwalk pada Shopee di DKI Jakarta. Penelitian ini menggunakan pendekatan 

kuantitatif dengan analisis deskriptif dan inferensial. Penelitian dilakukan terhadap 

100 responden yang merupakan konsumen sepatu lari Airwalk di Shopee wilayah 

DKI Jakarta. Data penelitian berupa data primer yang diperoleh melalui penyebaran 

kuesioner dan selanjutnya dianalisis menggunakan SPSS versi 23. Hasil penelitian 

menunjukkan bahwa kualitas produk, Electronic Word Of Mouth (E-WOM), dan 

brand trust secara parsial dan simultan berpengaruh positif dan signifikan terhadap 

minat beli ulang produk sepatu lari Airwalk. 

 

Kata kunci: Kualitas Produk, Electronic Word Of Mouth (E-WOM), Brand Trust, 

Minat Beli Ulang. 
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ABSTRACT 

THE EFFECT OF PRODUCT QUALITY, ELECTRONIC WORD OF 

MOUTH (E-WOM), AND BRAND TRUST ON REPURCHASE INTENTION 

OF AIRWALK RUNNING SHOES ON SHOPEE IN DKI JAKARTA 

By: 

Amaliatul Mukaromah 

NPM: 223402516184 

This study aims to examine the effects of product quality, Electronic Word Of Mouth 

(E-WOM), and brand trust on the Repurchase Intention of Airwalk running shoes 

on Shopee in DKI Jakarta. The study employs a quantitative approach with 

descriptive and inferential analyses. The research was conducted with 100 

respondents who are consumers of Airwalk running shoes on Shopee in the DKI 

Jakarta area. The data used in this study are primary data collected through 

questionnaires and analyzed using SPSS version 23. The results of the study show 

that product quality, Electronic Word Of Mouth (E-WOM), and brand trust 

partially and simultaneously have a positive and significant effect on the interest in 

repurchasing Airwalk running shoes. 

Keywords: Product Quality, Electronic Word Of Mouth (E-WOM), Brand Trust, 

Repurchase Intention  
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