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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh social media marketing
dan brand image terhadap keputusan pembelian dengan electronic word of mouth
sebagai variabel intervening. Penelitian ini dilakukan pada konsumen wanita
Scarlett whitening di Kota Malang dengan jumlah responden sebanyak 170 orang.
Jenis penelitian ini menggunakan metode kuantitatif. Teknik sampling pada
penelitian ini menggunakan nonprobability sampling dengan metode purposive
sampling dengan cara mengambil sampel secara sengaja sesuai dengan kriteria
sampel yang ditentukan. Pengumpulan data penelitian ini menggunakan kuesioner.
Teknik analisis data yang digunakan pada penelitian ini yaitu menggunakan rentang
skala dan path analysis. Hasil penelitian menunjukkan bahwa social media
marketing dan brand image berpengaruh positif signifikan terhadap keputusan
pembelian, social media marketing dan brand image berpengaruh positif signifikan
terhadap electronic word of mouth, electronic word of mouth berpengaruh positif
signifikan terhadap keputusan pembelian, electronic word of mouth mampu
memediasi hubungan antara social media marketing terhadap keputusan pembelian,
serta electronic word of mouth mampu memediasi hubungan antara brand image
terhadap keputusan pembelian.

Kata kunci : Pemasaran Media Sosial, Citra Merek, Ulasan Online, Keputusan

Pembelian, Scarlett Whitening.
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THE INFLUENCE OF SOCIAL MEDIA MARKETING AND BRAND
IMAGE ON PURCHASING DECISIONS WITH ELECTRONIC WORD OF
MOUTH AS AN INTERVENING VARIABLE
(Study of Scarlett Whitening Consumers in Malang)
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ABSTRACT

This research aims to determine the influence of social media marketing and
brand image on purchasing decisions with electronic word of mouth as an
intervening variable. This research was conducted on female Scarlett whitening
consumers in Malang City with a total of 170 respondents. This type of research
uses quantitative methods. The sampling technique in this research uses
nonprobability sampling with a purposive sampling method by taking samples
deliberately according to the specified sample criteria. Data collection for this
research used a questionnaire. The data analysis technique used in this research is
using a range of scales and path analysis. The results of the research show that
social media marketing and brand image have a significant positive effect on
purchasing decisions, social media marketing and brand image have a significant
positive effect on electronic word of mouth, electronic word of mouth has a
significant positive effect on purchasing decisions, electronic word of mouth is able
to mediate the relationship between social media marketing and purchasing
decisions, and electronic word of mouth is able to mediate the relationship between

brand image and purchasing decisions.

Keywords: Social Media Marketing, Brand Image, Electronic Word of Mouth,
Purchase Decisions, Scarlett Whitening.
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