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ABSTRACT

Timothy Teriswan Amiantu (2023). The Influence of Brand Awareness,
Brand Image, and Brand Trust Through E-WOM Mediation on Purchase Intentions
of Ms Glow's Consumers in Banjarmasin. Management Study Program. Faculty of
Economics and Business. Lambung Mangkurat University. Supervisor: Nuril Huda

This research aims to test and analyze: (1) The influence of brand
awareness on purchase intention, (2) The influence of brand awareness on E-
WOM, (3) The influence of brand image on E-WOM, (4) The influence of brand
trust on purchase intention, (5) The influence of brand trust on E-WOM, (6) The
influence of E-WOM on purchase intention, (7) The influence of brand awareness
on purchase intention through E-WOM mediation, (8) The influence of brand image
on purchase intention through E-WOM mediation. WOM, (9) Effect of Brand Trust
on Purchase Intentions through E-WOM mediation.

This research uses quantitative research. The population used in this study
were all consumers aged 17 years and over who wanted to buy MS Glow products
in Banjarmasin. The number of samples in this study were 168 respondents by
collecting data through a purposive sampling technique. The data analysis
technique used in this research uses a Structural Equation Model (SEM) approach
based on Partial Least Square (PLS) version 4.0.

The results of this research show that (1) Brand Awareness has a significant
effect on Purchase Intention, (2) Brand Awareness has no significant effect on E-
WOM, (3) Brand Image has a significant effect on E-WOM, (4) Brand Trust has a
significant effect on Intention Purchase, (5) Brand Trust has a significant effect on
E-WOM, (6) E-WOM has a significant effect on Purchase Intention, (7) Brand
Awareness has no significant effect on Purchase Intention through E-WOM
mediation, (8) Brand Image has a significant effect on Purchase Intentions through
E-WOM mediation, (9) Brand Trust has a significant effect on Purchase Intentions
through E-WOM mediation.

Keywords: Brand Awareness, Brand Image, Brand Trust, Purchase Intention,
Electronic-Word of Mouth, E-WOM.
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ABSTRAK

Timothy Teriswan Amiantu (2023). Pengaruh Kesadaran Merek, Citra
Merek, dan Kepercayaan Merek Melalui Mediasi £-WOM Terhadap Niat Beli Pada
Konsumen Ms Glow di Banjarmasin. Program Studi Manajemen. Fakultas
Ekonomi dan Bisnis. Universitas Lambung Mangkurat. Pembimbing: Nuril Huda

Penelitian ini bertujuan untuk menguji dan menganalisis: (1) Pengaruh
Kesadaran Merek terhadap Niat Beli, (2) Pengaruh Kesadaran Merek terhadap
E-WOM, (3) Pengaruh Citra Merek terhadap E-WOM , (4) Pengaruh Kepercayaan
Merek terhadap Niat Beli, (5) Pengaruh Kepercayaan Merek terhadap E-WOM, (6)
Pengaruh E-WOM terhadap Niat Beli, (7) Pengaruh Kesadaran Merek terhadap Niat
Beli melalui mediasi E-WOM, (8) Pengaruh Citra Merek terhadap Niat Beli melalui
mediasi E-WOM, (9) Pengaruh Kepercayaan Merek terhadap Niat Beli melalui
mediasi E-WOM.

Penelitian ini menggunakan penelitian kuantitatif. Populasi yang digunakan
pada penelitian ini adalah seluruh konsumen yang ingin membeli produk MS Glow
di Banjarmasin berusia 17 tahun keatas. Jumlah sampel pada penelitian ini
sebanyak 168 responden dengan mengumpulkan data melalui teknik purposive
sampling. Teknik analisis data yang digunakan pada penelitian ini menggunakan
pendekatan Structural Equation Model (SEM) berbasis Partial Least Square (PLS)
versi 4.0.

Hasil penelitian ini menunjukan bahwa (1) Kesadaran Merek berpengaruh
signifikan terhadap Niat Beli, (2) Kesadaran Merek tidak berpengaruh signifikan
terhadap E-WOM, (3) Citra Merek berpengaruh signifikan terhadap E-WOM, (4)
Kepercayaan Merek berpengaruh signifikan terhadap Niat Beli, (5) Kepercayaan
Merek berpengaruh signifikan terhadap E-WOM, (6) E-WOM berpengaruh
signifikan terhadap Niat Beli, (7) Kesadaran Merek tidak berpengaruh signifikan
terhadap Niat Beli melalui mediasi E-WOM, (8) Citra Merek berpengaruh
signifikan terhadap Niat Beli melalui mediasi E-WOM, (9) Kepercayaan Merek
berpengaruh signifikan terhadap Niat Beli melalui mediasi £-WOM.

Kata Kunci: Kesadaran Merek, Citra Merek, Kepercayaan Merek, Niat Beli,
Electronic-Word of Mouth, E-WOM.
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