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ABSTRAK 

 

Perkembangan transaksi belanja daring di Indonesia menunjukkan peningkatan, 

khususnya pada kategori produk fashion yang didominasi oleh Generasi Z. Gen Z 

ini dikenal aktif menggunakan media sosial dan cenderung terpengaruh oleh konten 

promosi digital, termasuk influencer marketing. Namun, di tengah pertumbuhan 

tersebut, platform e-commerce Lazada mengalami penurunan margin keuntungan. 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh influencer 

marketing terhadap niat beli dimediasi oleh brand image pada e-commerce Lazada 

Pendekatan penelitian yang digunakan adalah metode kuantitatif dengan teknik 

pengumpulan data berupa kuesioner yang disebarkan secara daring melalui google 

form. Objek penelitian ini adalah pengguna e-commerce yang pernah memiliki niat 

membeli produk fashion di Lazada. Jumlah sampel sebanyak 150 responden 

melalui teknik purposive sampling. Analisis data dilakukan menggunakan metode 

Partial Least Squares–Structural Equation Modeling (PLS-SEM) dengan bantuan 

program SmartPLS. Hasil penelitian menunjukkan bahwa influencer marketing dan 

brand image memiliki pengaruh positif dan signifikan terhadap niat beli. Brand 

image memediasi pengaruh influencer marketing terhadap niat beli secara positif 

dan signifikan. Strategi influencer marketing yang efektif mampu meningkatkan 

brand image, yang pada akhirnya niat beli pada produk fashion di e-commerce 

Lazada. Penelitian ini diharapkan dapat menjadi bahan pertimbangan bagi pelaku 

e-commerce dalam merumuskan strategi pemasaran digital yang lebih tepat, 

khususnya dalam menarik niat beli Gen Z. 

Kata Kunci: Brand Image, Influencer Marketing, Niat Beli 
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ABSTRACK 

 

The development of online shopping transactions in Indonesia shows an increase, 

especially in the fashion product category which is dominated by Generation Z. 

Gen Z is known to be active users of social media and tends to be influenced by 

digital promotional content, including influencer marketing. However, amidst this 

growth, the e-commerce platform Lazada has experienced a decline in profit 

margins. This study aims to determine and analyze the influence of influencer 

marketing on purchase intention mediated by brand image on e-commerce Lazada. 

The research approach used a quantitative method with a data collection technique 

in the form of a questionnaire distributed online via google form. The objects of this 

study were e-commerce users who had previously intended to purchase fashion 

products on Lazada. The sample size was 150 respondents through a purposive 

sampling technique. Data analysis was carried out using the Partial Least Squares–

Structural Equation Modeling (PLS-SEM) method with the help of the SmartPLS 

program. The results of the study indicate that influencer marketing and brand 

image have a positive and significant influence on purchase intention. Brand image 

mediates the influence of influencer marketing on purchase intention positively and 

significantly. An effective influencer marketing strategy can improve brand image, 

which ultimately increases purchase intention for fashion products in Lazada e-

commerce. This research is expected to be a consideration for e-commerce players 

in formulating more targeted digital marketing strategies, especially in attracting 

Gen Z's purchasing intentions. 

 

Keywords — Brand Image, Influencer Marketing, Purchase Intention 
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