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ABSTRAK 
 

E-commerce dalam industri kuliner telah memasuki aplikasi dalam 

smartphone. Hadirnya layanan pesan antar makanan menyediakan kenyamanan 

bagi konsumen dalam memperoleh produk makanan yang mereka inginkan. Salah 

satu layanan pesan antar makanan yang paling sering digunakan di Indonesia adalah 

GoFood, yang merupakan layanan milik GoJek. Penting bagi GoFood untuk 

menyediakan eWOM dan interactivity, agar konsumen dapat merasakan perceived 

relevance yang berhubungan dengan diri mereka, yang akan mengarah pada 

timbulnya purchase intention. EWOM dalam GoFood berbentuk rating yang 

diberikan oleh konsumen setelah mereka membeli dan mencoba makanan dari 

sebuah restoran. Rating tersebut merupakan penilaian atas layanan yang diberikan 

oleh driver GoJek yang mengantar makanan serta restoran yang menyediakan 

makanan. 
Penelitian ini bertujuan untuk menguji apakah eWOM dan interactivity dapat 

mempengaruhi purchase intention melalui perceived relevance pada pengguna 

aplikasi GoFood di Surabaya. Penelitian ini mengambil sampel sebanyak 150 

responden. Teknik pengambilan sampel yang digunakan adalah purposive 

sampling. Kuesioner disebarkan dalam bentuk Google Form. Teknik yang 

digunakan untuk menganalisis data adalah SEM (structural equation modeling) 

dengan menggunakan program LISREL 8.80. 

Hasil penelitian ini menyatakan bahwa eWOM berpengaruh signifikan positif 

terhadap perceived relevance, interactivity berpengaruh signifikan positif terhadap 

perceived relevance, perceived relevance berpengaruh signifikan positif terhadap 

purchase intention, eWOM berpengaruh signifikan positif terhadap purchase 

intention melalui perceived relevance, dan interactivity berpengaruh signifikan 

positif terhadap purchase intention melalui perceived relevance.  

 

  

Kata Kunci: eWOM, Interactivity, Perceived Relevance, Purchase Intention 
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THE IMPACT OF EWOM AND INTERACTIVITY TOWARD PURCHASE 

INTENTION THROUGH PERCEIVED RELEVANCE  

ON GOFOOD APPLICATION IN SURABAYA 
 

ABSTRACT 
 

E-commerce in the culinary industry has entered the application in 

smartphones. The presence of food delivery provides convenience for consumers in 

obtaining the food products they want. One of the most frequently used food delivery 

service in Indonesia is GoFood, which is GoJek’s service. It is important for 

GoFood to provide eWOM and interactivity, so that consumers can feel the 

perceived relevance associated with themselves, which will lead to purchase 

intention. EWOM in GoFood is in the form of rating given by consumers after they 

bought and tried the foods from a restaurant. The rating is an assessment of the 

service provided by GoJek drivers who deliver the food and the restaurants that 

provided the food. 

This study aimed to analyze whether the eWOM and interactivity can 

influence purchase intention through perceived relevance on GoFood application 

users in Surabaya. This study took 150 respondents. The sampling technique used 

is purposive sampling. The questionnaire is distributed in the form of a Google 

Form. The technique used to analyze the data is SEM (structural equation 

modeling) by using the LISREL 8.80 program. 

The result of this study state that eWOM has a significant positive effect on 

perceived relevance, interactivity has a significant positive effect on perceived 

relevance, perceived relevance has a significant positive effect on purchase 

intention, eWOM has a significant positive effect on purchase intention through 

perceived relevance, and interactivity has a significant positive effect on purchase 

intention through perceived relevance. 

 

 

Keywords: eWOM, Interactivity, Perceived Relevance, Purchase Intention
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