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INTISARI 

Penelitian ini bertujuan untuk mengetahui pengaruh Electronic Word of Mouth 
(E-WOM) yang disampaikan oleh influencer pakar Kripto terhadap niat beli masyarakat 
dalam menggunakan platform investasi Kripto di Indonesia. Penelitian ini menggunakan 
pendekatan kuantitatif dengan metode survei dan menyebarkan kuesioner kepada 412 
responden berusia diatas 18 tahun yang pernah terekspos konten influencer  pakar 
Kripto di media sosial. Variabel yang digunakan mencakup Digital Influencers, Word of 
Mouth, Trust in the Brand, Reasons, Attitudes, Frequency of Use, Perceived Usefulness, 
Ease of Use, dan Purchase Intention. Pengolahan data dilakukan menggunakan metode 
Structural Equation Modeling-Partial Least Square (SEM-PLS). Hasil penelitian 
menunjukkan bahwa seluruh jalur hubungan antar variabel signifikan, baik secara 
langsung maupun tidak langsung. Digital influencer terbukti memengaruhi niat beli dan 
persepsi kegunaan. Kemudahan dan persepsi manfaat juga memengaruhi niat beli 
pengguna. Temuan ini mendukung integrasi model TAM dan UTAUT dalam menjelaskan 
adopsi teknologi dan keputusan investasi berbasis E-WOM dari pakar Kripto. 

 
Kata Kunci: cryptocurrency; e-WOM; digital influencer; perceived usefulness; purchase 
intention 
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ABSTRACT 

This study aims to examine the influence of Electronic Word of Mouth (E-WOM) 
delivered by cryptocurrency experts on consumers’ purchase intention to invest in 
crypto assets in Indonesia. The research uses a quantitative approach with a survey 
method and collects responses from 412  individuals aged 18 and above who have been 
exposed to crypto expert content on social media. The variables include Digital 
Influencers, Word of Mouth, Trust in the Brand, Reasons, Attitudes, Frequency of Use, 
Perceived Usefulness, Ease of Use, and Purchase Intention. Data were analyzed using 
Structural Equation Modeling-Partial Least Square (SEM-PLS). The results show that all 
hypothesis paths are statistically significant, both directly and indirectly. Digital 
influencers significantly affect both purchase intention and perceived usefulness. Ease 
of use and usefulness perceptions also influence users' intention to invest. These 
findings support the integration of TAM and UTAUT models in explaining technology 
adoption and investment decisions based on expert-driven E-WOM. 

 
Keywords: cryptocurrency; e-WOM; digital influencer; perceived usefulness; purchase 
intention 
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