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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh promosi dan
elecironic word of mouth terhadap keputusan pembelian melalui frand image
sebagai variabel intervening pada pengguna kosmetik Maybelline di Mustika
Kosmetik Jepara. Penelitian ini melibatkan 105 responden vang merupakan
pengeuna produk Maybelline. Data dikumpulkan melalui kuesioner dan dianalisis
menggunakan AMOS 24. Hasil penelitistn menunjukkan ‘bahwa promosi
berpengaruh positif dan signifikan terhadap brand fmage, electronic word of
mouth berpengaruh positif dan signifikan terhadap brand imgge, promosi tidak
berpengaruh dan tidak signifikan terhadap keputusan pembelian, electronic word
of mouth berpengaruh positif dan signifikan terhadap keputusan pembelian, brawnd
image berpengaruh positif dan signifikan terhadap keputusan pembelian. Bramd
image mampu memediasi pengamuh promosi terhadap keputusan pembelian.
Brand image tidak mampu memediasi pengaruh electronic word of mouth
terhadap keputusan pembelian.

Kata kuncl: promosi, electronic word of mouith, keputusan pambelian, brand
image
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ABSTRACT

This study aims to analyze the influence of promotion and electronic word
af mouth on purchase decisions through brand image as an intervening variable
in Mavbelline cosmetics users af Mustika Cosmetics Jepara. This study-involved
103 respondents who were wsers of Maybelline products. Data were collected
through guestionnaires and analyzed wsing AMOS 4. The resuwlis of the study
showed that promotion had a pesitive and significant effect on brand image,
electronic word of mouth had a positive and significant effect on brand image,
promafion had no effect amd was not significant on purchase decisions, electronic
word of mouth had a positive and significant gffect on purchase decisions, brand
image has @ pasitive and significant effect on :p::rd.ran' decisions. Brand image ix
able to mediate the influence of promotion on purchase decisions. Brand image is
unable o mediate the influence of electronic word of meuth on purchase
decisions.

Keywords:  promotion, electronic word of mouth, purchase decision, brand
lmage
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