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ABSTRACT

This study aims to analyze the effect of Electronic Of Mouth and
Promotion on Purchase Intention with Brand Image as a mediating variable on
Colorbox products in Malang City. This study uses a quantitative approach with a
survey method by distributing questionnaires to 120 respondents who intend to
buy Colorbox products. Data were analyzed using the Structural Equation
Modeling-Partial Least Squares (SEM-PLS) method to test the relationship
between variables. The results showed that electronic Of mouth and promotion
have a significant positive effect on brand image and purchase intention and
brand image is proven to mediate the relationship between electronic of mouth
and promotion on purchase intention significantly.
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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Electronik Of Mouth
dan Promosi terhadap Niat Beli dengan Citra Merek sebagai variabel mediasi pada
produk Colorbox di Kota Malang. Penelitian ini menggunakan pendekatan
kuantitatif dengan metode survei melalui penyebaran kuisoner kepada 120
responden yang berniat untuk membeli produk Colorbox. Data dianalisis
mengunakan metode Structural Equation Modeling-Partial Least Squares (SEM-
PLS) untuk menguji hubungan antara variabel. Hasil penelitian menunjukkan
bahwa Electronik. Of Mounth maupun promosi memiliki pengaruh positif
signifikan terhadap citra merek dan niat beli dan citra merek terbukti memediasi
hubungan antara Electronik Of Mounth dan promosi terhadap niat beli secara
signifikan.

Kata kunci: Electronik Of Mouth, Promosi, Niat Beli, Citra Merek
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