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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh ewom dan social media 

marketing terhadap purchase intention produk Eiger melalui brand image pada 

mahasiswa Universitas Muria Kudus. Pendekatan yang digunakan adalah pendekatan 

kuantitatif. Sampel yang digunakan dalam penelitian ini adalah 120 responden yang 

dipilih menggunakan teknik propotional sampling. Teknik pengumpulan data 

menggunakan metode kuesioner. Teknik analisis data menggunakan menggunakan 

analisis structural equation model (SEM) AMOS. Hasil yang diperoleh ialah: ewom 

dan social media marketing berpengaruh positif dan signifikan terhadap brand image, 

Social media marketing dan brand image berpengaruh positif dan signifikan terhadap 

purchase intention, ewom tidak berpengaruh signifikan terhadap purchase intention, 

brand image mampu memediasi pengaruh ewom dan social media marketing terhadap 

purchase intention. 

Kata kunci: Ewom, Social Media Marketing, Brand Image, dan Purchase Intention. 
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ABSTRACT 

This study aims to analyze the influence of EWOM and social media marketing 

on purchase intention for Eiger products through brand image among Muria Kudus 

University students. The approach used is a quantitative approach. The sample used 

in this research was 120 respondents selected using proportional sampling technique. 

The data collection technique uses a questionnaire method. The data analysis 

technique uses AMOS structural equation model (SEM) analysis. The results obtained 

are: ewom and social media marketing have a positive and significant effect on brand 

image, Social media marketing and brand image have a positive and significant effect 

on purchase intention, ewom has no significant effect on purchase intention, brand 

image is able to mediate the influence of ewom and social media marketing on purchase 

intention. 

Keywords: Ewom, Social Media Marketing, Brand Image, and Purchase Intention. 
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