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Abstrak

Rifky Hidayat (2024)The Influence of Social Media Marketing and E-WOM
on Purchase Decisions through Brand Image as an Intervening Variable in Coffee
Shop Consumers in Banjarmasin City Supervisor: Nuril Huda. This study aims to
analyze the influence of Social Media Marketing and Electronic Word of Mouth (E-
WOM) on purchase decisions through brand image as an intervening variable on
coffee shop consumers in Banjarmasin City.

The research method used is a quantitative approach with the Partial Least
Square (PLS) analysis technique. Data was collected through a questionnaire
distributed to 140 respondents who were consumers from four leading coffee shops
in Banjarmasin, namely Janji Jiwa, Kopi Kenangan, Kulo, and Fore Coffee.

The results of the study show that Social Media Marketing and E-WOM have
a positive and significant effect on brand image and purchase decisions. In addition,
brand image has been proven to mediate the influence of Social Media Marketing
and E-WOM on purchase decisions. These findings indicate that marketing
strategies through social media and E-WOM can improve brand image which
ultimately drives consumer purchase decisions.

Keywords : Social Media Marketing, E-WOM, Brand image, Purchase Decision
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Abstrak

Rifky Hidayat (2024)Pengaruh Social Media Marketing Dan E-WOM
Terhadap Keputusan Pembelian Melalui Brand image Sebagai Variabel Intervening
Pada Konsumen Kedai Kopi Di Kota Banjarmasin Pembimbing: Nuril Huda.
Penelitian ini bertujuan untuk menganalisis pengaruh Social Media Marketing dan
Electronic Word of Mouth (E-WOM) terhadap keputusan pembelian melalui brand
image sebagai variabel intervening pada konsumen kedai kopi di Kota Banjarmasin.
Metode penelitian yang digunakan adalah pendekatan kuantitatif dengan
teknik analisis Partial Least Square (PLS). Data dikumpulkan melalui kuesioner
yang disebarkan kepada 140 responden yang merupakan konsumen dari empat
kedai kopi terkemuka di Banjarmasin, yaitu Janji Jiwa, Kopi Kenangan, Kulo, dan
Fore Coffee.

Hasil penelitian menunjukkan bahwa Social Media Marketing dan E-WOM
berpengaruh positif dan signifikan terhadap brand image dan keputusan pembelian.
Selain itu, brand image terbukti memediasi pengaruh Social Media Marketing dan
E-WOM terhadap keputusan pembelian. Temuan ini mengindikasikan bahwa
strategi pemasaran melalui media sosial dan E-WOM dapat meningkatkan citra
merek yang pada akhirnya mendorong keputusan pembelian konsumen.

Keywords : Social Media Marketing, E-WOM, Brand image, Keputusan
Pembelian
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