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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis bagaimana pengaruh promosi online 

dan Online Customer Review terhadap Niat beli Produk melalui Brand Image 

sebagai variabel mediasi. Penelitian ini menggunakan pendekatan kuantitatif. Data 

dikumpulkan dari 160 responden Generasi Z yang merupakan pengguna produk 

Somethinc pertama kali selama 6 bulan terakhir dan yang sudah pernah menonton 

promosi online dan membaca ulasan pelanggan pada Instagram Somethinc di Kota 

Malang melalui pengisian kuesioner. Penelitian ini menggunakan metode SEM-

PLS dengan bantuan perangkat lunak SmartPLS versi 3 untuk mengolah data. Hasil 

penelitian memberikan kesimpulan bahwa promosi online dan Online Customer 

Review terbukti berpengaruh positif dan signifikan terhadap Niat beli Produk 

melalui Brand Image sebagai variabel mediasi. 

 

Kata kunci: promosi online, online customer review, niat beli, brand image 
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ABSTRACT 

This study aims to analyze how online promotion and Online Customer Review 

influence Product Purchase Intention through Brand Image as a mediating 

variable. This study uses a quantitative approach. Data were collected from 160 

Generation Z respondents who were first-time Somethinc product users for the past 

6 months and who had watched online promotions and read customer reviews on 

Somethinc's Instagram in Malang City by filling out a questionnaire. This study 

uses the SEM-PLS method with the help of SmartPLS version 3 software to process 

the data. The results of the study concluded that online promotion and Online 

Customer Review have proven to have a positive and significant effect on Product 

Purchase Intention through Brand Image as a mediating variable. 

 

Keywords— Online Promotion, Online Customer Review, Purchase Intention, 

Brand Image 
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