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ABSTRACT 

 

Usage lectronic word of mouth in consumer communications today helped its 

emergence purchase intention on certain products, especially in the field of cosmetics 

for women, brand image existing products also help increase consumer purchasing 

intentions. This research aims to find out whether electronic word of mouth has a 

significant effect on purchase intention Wardah cosmetic products with brand image 

as a mediating variable using techniques of structural equation modeling with the help 

of analytical tools Smart PLS 4. The type of research used is quantitative research with 

a sample size of 120 respondents who meet the sample criteria and were taken using 

techniques of accidental sampling. This research data was obtained through a 

questionnaire in the form of google form which was distributed to students at the 

University of Muhammadiyah Malang. The research results show that electronic word 

of mouth positive and significant effect on purchase intention, electronic word of mouth 

positive and significant effect on brand image, brand image significant effect on 

purchase intention, and electronic word of mouth positive influence on purchase 

intention through brand image as a mediating variable. 
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ABSTRAK 

 

Penggunaan electronic word of mouth dalam komunikasi konsumen pada zaman 

sekarang membantu munculnya purchase intention pada produk tertentu khususnya 

dalam bidang kosmetik bagi perempuan, brand image yang ada juga ikut membantu 

meningkatkan niat beli konsumen. Penelitian ini bertujuan untuk mengetahui apakah 

electronic word of mouth berpengaruh signifikan terhadap purchase intention produk 

kosmetik Wardah dengan brand image sebagai variabel mediasi dengan menggunakan 

teknik structural equation modeling dengan bantuan alat analisis Smart PLS 4. Jenis 

penelitian yang digunakan adalah penelitian kuantitatif dengan jumlah sampel 

sebanyak 120 responden yang memenuhi kriteria sampel dan diambil dengan 

menggunakan teknik accidental sampling. Data penelitian ini diperoleh melalui 

kuesioner dalam bentuk google form yang disebarkan kepada mahasiswi Universitas 

Muhammadiyah Malang. Hasil penelitian menunjukan bahwa electronic word of mouth 

berpengaruh positif dan signifikan terhadap purchase intention, electronic word of 

mouth berpengaruh positif dan signifikan terhadap brand image, brand image 

berpengaruh signifikan terhadap purchase intention, dan electronic word of mouth 

berpengaruh positif terhadap purchase intention melalui brand image sebagai variabel 

mediasi. 

 

Kata kunci: Electronic Word of Mouth, Brand Image, Purchase Intention 
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