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ABSTRACT

Miftahul Jannah (2026). The Role of Word of Mouth, Religiosity, and
Perceived Behavioral Control on Purchase Intention of Kahf Facial wash Products
with Attitude as a Mediating Variable.

Advisor: Dr. RR Yulianti Prihatiningrum, SE, M.Si, CMA, CPM (Asia).

This study aims to analyze (1) the effect of word of mouth on attitude Kahf
facial wash products, (2) the effect of word of mouth on purchase intention, (3) the
effect of religiosity on attitude, (4) the effect of religiosity on purchase intention, (5)
the effect of attitude on purchase intention, (6) the effect of perceived behavioral
control on purchase intention, (7) the effect of word of mouth on purchase intention
through attitude as a mediating variable, and (8) the effect of religiosity on
purchase intention through attitude as a mediating variable.

This research uses a quantitative approach. The population in this study
consists of consumers in Banjarmasin City who are aware of and interested in Kahf
facial wash products. The sampling technique used in this research is purposive
sampling with a total sample of 110 respondents. The data analysis technique
employed is Partial Least Square (PLS). The results of the study indicate that (1)
word of mouth has a positive and significant effect on purchase intention, (2)
religiosity has no direct effect on purchase intention, (3) perceived behavioral
control has no direct effect on purchase intention, (4) word of mouth has a positive
and significant effect on attitude, (5) religiosity has a positive and significant effect
on attitude, (6) attitude has a positive and significant effect on purchase intention,
(7) attitude mediates the effect of word of mouth on purchase intention, and (8)
attitude mediates the effect of religiosity on purchase intention of Kahf facial wash
products.

Keywords: Word of Mouth, Religiosity, Perceived Behavioral Control, Attitude,
Purchase Intention.
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ABSTRAK

Miftahul Jannah (2026). Peran Word of Mouth, Religiosity, dan Perceived
Behavioral Control terhadap Purchase Intention Produk Facial wash Kahf dengan
Attitude sebagai Variabel Mediasi (Studi pada Konsumen di Kota Banjarmasin).
Pembimbing: Dr. RR Yulianti Prihatiningrum, SE, M.Si, CMA, CPM (Asia).

Penelitian ini bermaksud menganalisis (1) pengaruh word of mouth terhadap
attitude pada produk facial wash Kahf, (2) pengaruh word of mouth terhadap
purchase intention, (3) pengaruh religiosity terhadap attitude, (4) pengaruh
religiosity terhadap purchase intention, (5) pengaruh attitude terhadap purchase
intention, (6) pengaruh perceived behavioral control terhadap purchase intention,
(7) pengaruh word of mouth terhadap purchase intention melalui attitude sebagai
variabel mediasi, dan (8) pengaruh religiosity terhadap purchase intention melalui
attitude sebagai variabel mediasi.

Penelitian ini menerapkan pendekatan kuantitatif. Populasi penelitian ini
yaitu konsumen di Kota Banjarmasin yang mengetahui dan memiliki ketertarikan
terhadap produk facial wash Kahf. Teknik pengambilan sampel yang digunakan
yaitu purposive sampling dengan sampel berjumlah 110 responden. Teknik analisis
datanya yang digunakan adalah Partial Least Square (PLS). Hasil temuan
memperlihatkan bahwa (1) word of mouth berpengaruh positif dan signifikan
terhadap purchase intention, (2) religiosity tidak memberi pengaruh langsung
terhadap purchase intention, (3) perceived behavioral control tidak langsung
memengaruhi purchase intention, (4) word of mouth berpengaruh positif dan
signifikan terhadap attitude, (5) religiosity berpengaruh positif dan signifikan
terhadap attitude, (6) attitude berpengaruh positif dan signifikan terhadap purchase
intention, (7) attitude mampu memediasi pengaruh word of mouth terhadap
purchase intention, dan (8) attitude mampu memediasi pengaruh religiosity
terhadap purchase intention produk facial wash Kahf.

Kata Kunci: Word of Mouth, Religiosity, Perceived Behavioral Control, Attitude,
Purchase Intention.
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