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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh social media marketing dan
electronic word of mouth terhadap purchase intention dengan brand image sebagai
variable mediasi. Penelitian ini menggunakan pendekatan kuantitatif dengan
pengambilan data menggunakan metode kuesioner. Populasi dalam penelitian ini
adalah gen-z yang berlokasi di Provinsi Daerah Istimewa Yogyakarta. Teknik
pengambilan sampel menggunakan metode nonprobability sampling dengan
pendekatan purposive sampling. Data diperoleh melalui kuesioner menggunakan
Google Form dengan jumlah 100 responden. Analisis data dilakukan menggunakan
metode Partial Least Square - Structural Equation Modeling (PLS-SEM)
mengunakan software SmartPIs 4. Hasil penelitian menunjukan bahwa: 1) Social
media marketing berpengaruh positif dan signifikan terhadap purchase intention,
2) Electronic word of mouth (E-WOM) berpengaruh positif dan signifikan terhadap
purchase intention, 3) Brand image berpengaruh positif dan signifikan terhadap
purchase intention, 4) Social media marketing berpengaruh positif dan signifikan
terhadap brand image, 5) Electronic word of mouth (E-WOM) berpengaruh positif
dan signifikan terhadap brand image, 6) Social media marketing berpengaruh
positif dan signifikan terhadap purchase intention dimediasi oleh brand image, 7)
Electronic word of mouth (E-WOM) berpengaruh positif dan signifikan terhadap
purchase intention dimediasi oleh brand image.
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ABSTRACT

This study aims to analyze the influence of social media marketing and electronic
word of mouth on purchase intention with brand image as a mediating variable.
This research uses a quantitative approach with data collection through
questionnaires. The population in this study is gen-z located in the Special Region
of Yogyakarta Province. The sampling technique used is nonprobability sampling
with a purposive sampling approach. Data were obtained through questionnaires
using Google Forms with a total of 100 respondents. Data analysis was performed
using the Partial Least Square - Structural Equation Modeling (PLS-SEM) method
using SmartPLS 4 software. The results of the study indicate that: 1) Social media
marketing has a positive and significant effect on purchase intention, 2) Electronic
word of mouth (E-WOM) has a positive and significant effect on purchase intention,
3) Brand image has a positive and significant effect on purchase intention, 4) Social
media marketing has a positive and significant effect on brand image, 5) Electronic
word of mouth (E-WOM) has a positive and significant effect on brand image, 6)
Social media marketing has a positive and significant effect on purchase intention
mediated by brand image, 7) Electronic word of mouth (E-WOM) has a positive
and significant effect on purchase intention mediated by brand image.
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