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KONSUMEN YANG DIMEDIASI OLEH BRAND IMAGE
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Adinda Salsabila Margani*l, Marsudi*2, Sri Nastiti Andharini™3
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ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh promosi dan electronic
word of mouth (e-wom) terhadap minat beli konsumen, baik secara langsung
maupun melalui brand image sebagai variabel mediasi. Objek penelitian ini
adalah konsumen produk- skincare The Originote. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode survei. Data dikumpulkan melalui
kuesioner dari 130 responden dan dianalisis menggunakan teknik analisis jalur
(path analysis).

Hasil penelitian menunjukkan bahwa promosi dan e-wom berpengaruh
positif dan signifikan terhadap minat beli. Promosi dan e-wom juga berpengaruh
positif signifikan terhadap brand image. Namun, brand image tidak berpengaruh
signifikan terhadap minat beli, sehingga brand image tidak mampu memediasi
pengaruh promosi dan e-wom terhadap minat beli. Temuan ini mengindikasikan
bahwa konsumen lebih responsif terhadap promosi dan e-wom secara langsung
dibandingkan melalui persepsi merek.

Kata kunci: Promosi, E-WOM, Brand image, Minat Beli
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ABSTRACT

This study aims to examine the effect of promotion and electronic word of
mouth (e-wom) on consumer buying interest, both directly and through brand
image as a mediating variable. The object of this research is consumers of The
Originote skincare products. This research uses a quantitative approach with a
survey method. Data were collected through questionnaires from 130 respondents
and analyzed using path analysis techniques.

The results showed that promotion and e-wom had a positive and
significant effect on purchase intention. Promotion and e-wom also have a
significant positive effect on brand image. However, brand image does not have a
significant effect on purchase intention, so brand image is unable to mediate the
effect of promotion and e-wom on purchase intention. This finding indicates that
consumers are more responsive to promotions and e-woms directly than through
brand perception.

Keywords: Promotion, E-WOM, Brand image, Purchase Intention
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