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Abstrak 

 

Tujuan dari penelitian ini yaitu untuk mengetahui influencer yang meliputi 

attractiveness (daya tarik), trustworthiness (kepercayaan) dan expertise (expertise) 

serta purchase intention, pengaruh attractiveness (daya tarik) terhadap purchase 

intention, pengaruh trustworthiness (kepercayaan) terhadap purchase intention, 

pengaruh expertise (expertise) terhadap purchase intention dan untuk menguji dan 

menganalisis diantara variabel attractiveness (daya tarik), trustworthiness 

(kepercayaan) dan expertise (expertise) yang dominan berpengaruh terhadap 

purchase intention. Jenis penelitian yang digunakan dalam penelitian ini adalah 

explanatory research, dengan populasi yaitu konsumen Tomoro Coffee di Kota 

Malang, dengan jumlah sampel sebanyak 100 responden. Teknik analisis data 

menggunakan analisis regresi linier berganda. Hasil analisis menunjukkan bahwa 

attractiveness (daya tarik), trustworthiness (kepercayaan, expertise (expertise) 

masuk dalam kategori baik dan purchase intention masuk dalam kategori tinggi. 

Attractiveness (daya tarik) berpengaruh terhadap purchase intention, 

trustworthiness (kepercayaan) berpengaruh terhadap purchase intention, expertise 

(expertise) berpengaruh terhadap purchase intention dan trustworthiness 

(kepercayaan) mempunyai pengaruh dominan terhadap purchase intention pada 

produk Tomoro Coffee Malang 

 

Kata Kunci: Attractiveness, Trustworthiness, Expertise (Expertise) dan Purchase 

Intention 
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Abstract 

 

The purpose of this study is to determine the influencers that include attractiveness, 

trustworthiness and expertise and purchase intention, the influence of 

attractiveness on purchase intention, the influence of trustworthiness on purchase 

intention, the influence of expertise on purchase intention and to test and analyze 

between the variables of attractiveness, trustworthiness and expertise that have a 

dominant influence on purchase intention. The type of research used in this study is 

explanatory research, with a population of Tomoro Coffee consumers in Malang 

City, with a sample size of 100 respondents. The data analysis technique uses 

multiple linear regression analysis. The results of the analysis show that 

attractiveness, trustworthiness, expertise are in the good category and purchase 

intention is in the high category. Attractiveness has an effect on purchase intention, 

trustworthiness has an effect on purchase intention, expertise has an effect on 

purchase intention and trustworthiness has a dominant effect on purchase intention 

on Tomoro Coffee Malang products 

 

Keywords: Attractiveness, Trustworthiness, Expertise and Purchase Intention 
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