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ABSTRAK 

 

 

Perkembangan teknologi digital mengubah pola komunikasi pemasaran menjadi 

berbasis media sosial, di mana Electronic Word of Mouth (E-WOM) berperan 

penting dalam memengaruhi keputusan pembelian konsumen. Selain itu, Brand 

Image dan Brand Awareness turut membentuk persepsi dan minat beli terhadap 

suatu produk. Penelitian ini bertujuan untuk menganalisis pengaruh E-WOM dan 

Brand Image terhadap Keputusan Pembelian, baik secara langsung maupun melalui 

Brand Awareness sebagai variabel intervening pada produk Sharen Bliss Florist. 

Metode penelitian menggunakan pendekatan kuantitatif dengan teknik survei 

melalui penyebaran kuesioner kepada 140 responden yang pernah membeli produk 

Sharen Bliss Florist secara langsung maupun melalui media sosial. Analisis data 

dilakukan menggunakan aplikasi SmartPLS 4.0 dengan uji outer model dan inner 

model. Hasil penelitian menunjukkan bahwa E-WOM dan Brand Image 

berpengaruh positif dan signifikan terhadap Keputusan Pembelian, sedangkan E- 

WOM tidak berpengaruh signifikan terhadap Keputusan Pembelian melalui Brand 

Awareness. Sebaliknya, Brand Image berpengaruh positif dan signifikan terhadap 

Keputusan Pembelian melalui Brand Awareness. Secara simultan, pengaruh E- 

WOM dan Brand Image terhadap Keputusan Pembelian melalui Brand Awareness 

tidak signifikan karena hanya Brand Image yang menunjukkan efek mediasi. 

Kesimpulannya, Brand Image memiliki pengaruh dominan dalam meningkatkan 

Brand Awareness dan mendorong Keputusan Pembelian, sementara E-WOM lebih 

berperan dalam memperluas eksposur merek. 
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ABSTRACT 

 

 

The development of digital technology has changed marketing communication 

patterns to be social media-based, where Electronic Word of Mouth (E-WOM) 

plays an important role in influencing consumer purchasing decisions. In addition, 

Brand Image and Brand Awareness also shape perceptions and purchasing 

intentions towards a product. This study aims to analyze the influence of E-WOM 

and Brand Image on Purchasing Decisions, both directly and through Brand 

Awareness as an intervening variable on Sharen Bliss Florist products. The research 

method uses a quantitative approach with a survey technique by distributing 

questionnaires to 140 respondents who have purchased Sharen Bliss Florist 

products directly or through social media. Data analysis was carried out using the 

SmartPLS 4.0 application with outer model and inner model tests. The results of 

the study indicate that E-WOM and Brand Image have a positive and significant 

effect on Purchasing Decisions, while E-WOM does not have a significant effect 

on Purchasing Decisions through Brand Awareness. Conversely, Brand Image has 

a positive and significant effect on Purchasing Decisions through Brand Awareness. 

Simultaneously, the influence of E-WOM and Brand Image on Purchasing 

Decisions through Brand Awareness is not significant because only Brand Image 

shows a mediating effect. In conclusion, Brand Image has a dominant influence in 

increasing Brand Awareness and driving Purchase Decisions, while E-WOM plays 

a greater role in expanding brand exposure. 
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