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ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis pengaruh influencer marketing 

dan online customer review terhadap Keputusan pembelian melalui brand image 

sebagai variabel intervening pada kosmetik Wardah dengan pembelian via 

Tokopedia di Kudus. Jenis penelitian ini adalah penelitian kuantitatif. Teknik 

pengambilan sampel penelitian ini menggunakan Teknik purposive sampling. 

berdasarkan perhitungan pengambilan sampel diperoleh 100 responden. Penelitian 

ini menggunakan Teknik analisis Structrual Equation Modeling Partial Least 

Square (SEM PLS) melalui program SmartPLS 3.2.9. Hasil penelitian ini adalah 

sebagai berikut: 1) Influencer marketing berpengaruh positif dan signifikan 

terhadap Keputusan pembelian; 2) Online customer review tidak berpengaruh 

signifikan terhadap keputusan pembelian; 3) Influencer marketing berpengaruh 

positif dan signifikan terhadap brand image; 4) Online customer review 

berpengaruh positif dan signifikan terhadap brand image; 5) Brand image 

berpengaruh positif dan signifikan terhadap Keputusan pembelian; 6) Brand 

image mampu memediasi influencer marketing terhadap Keputusan pembelian; 7) 

Brand image mampu memediasi online customer review terhadap Keputusan 

pembelian. 

 

Kata kunci: influencer marketing, online customer review, brand image, 

Keputusan pembelian 
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ABSTRACT 
 

This study aims to analyze the effect of influencer marketing and online 

customer reviews on purchase decisions through brand image as an intervening 

variable on Wardah cosmetics with purchases via Tokopedia in Kudus. This type 

of research is quantitative research. The sampling technique for this study uses 

purposive sampling technique. based on the calculation of sampling, 100 

respondents were obtained. This study uses the Structural Equation Modeling 

Partial Least Square (SEM PLS) analysis technique through the SmartPLS 3.2.9 

program. The results of this study are as follows: 1) Influencer marketing has a 

positive and significant effect on purchasing decisions; 2) Online customer 

reviews do not have a significant effect on purchasing decisions; 3) Influencer 

marketing has a positive and significant effect on brand image; 4) Online 

customer reviews have a positive and significant effect on brand image; 5) Brand 

image has a positive and significant effect on purchasing decisions; 6) Brand 

image is able to mediate influencer marketing on purchasing decisions; 7) Brand 

image is able to mediate online customer reviews on purchasing decisions. 

 

Keyword: influencer marketing, online customer review, brand image, purchase 

decision 
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