ABSTRACT

This study aims to analyze the factors that influence trust and implications for the
purchase intention in Female Daily situs in Semarang Regency. This study
consisted of two independent variables, one intervening variable, and one
dependent variable. The independent variables in this study are electronic word-
of-mouth and consumer rating. The intervening variable in this study is trust,
while the dependent variable in this study is the purchase intention.

The population in this study were visiters of Female Daily situs in Semarang
County. The sample used was 128 respondents. The data collection technique is
carried out using questionnaires. The data analysis used in this study is Structural
Equation Modeling (SEM) which is operated through the AMOS 22.0 program.

The results of this study show that electronic word-of-mouth and consumer rating
have positive impact on trust. Electronic word-of-mouth and consumer rating
have positive impact on purchase intention, and trust have positive impact on
purchase intention
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