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INTISARI 

 

Pertumbuhan jumlah pengguna internet di dunia, termasuk di Indonesia 

semakin berkembang pesat. Sebesar 11% pengguna internet di Indonesia 

melakukan transaksi e-commerce ketika mengakses internet. Meskipun e-

commerce memiliki keunggulan, ada beberapa masalah dalam e-commerce. Salah 

satu masalah tersebut adalah  sulitnya mengenali identitas pihak lain dan 

memverifikasi kesesuaian produk yang ditawarkan. Dengan bantuan internet, 

masalah tersebut dapat diatasi, karena semua orang dapat membagikan pikiran 

mereka dengan jutaan pengguna internet dan mempengaruhi keputusan orang lain 

melalui electronic word of mouth. Banyak penelitian telah menunjukkan bahwa 

konsumen termotivasi untuk membaca dan menulis electronic word of mouth 

untuk pengambilan keputusan atau mendapat manfaat sosial, dan tidak diragukan 

lagi mempengaruhi niat beli konsumen. Namun, sangat sedikit yang diketahui 

tentang bagaimana electronic word of mouth mempengaruhi citra merek. Dengan 

demikian, tujuan utama dari penelitian ini adalah untuk menilai dampak dari 

electronic word of mouth, terhadap niat beli konsumen dengan citra merek sebagai 

variabel mediasi pada e-commerce di Indonesia. E-commerce yang dipilih adalah 

Tokopedia. 

Pengumpulan data dilakukan dengan menggunakan kuesioner. Responden 

dalam penelitian ini sebanyak 215 orang konsumen yang pernah bertransaksi pada 

Tokopedia. Metode analisis yang digunakan, meliputi analisis statistik deskriptif 

untuk mengetahui profil responden, analisis regresi sederhana untuk menguji 

pengaruh variabel electronic word of mouth terhadap niat beli, variabel electronic 

word of mouth terhadap citra merek, dan variabel citra merek terhadap niat beli, 

serta analisis regresi mediasi untuk menguji peranan citra merek dalam hubungan 

kausal antara electronic word of mouth dengan niat beli. 

Berdasarkan penelitian yang telah dilakukan, diketahui bahwa citra merek 

sebagai variabel mediasi antara electronic word of mouth dan niat beli. Electronic 

word of mouth memiliki pengaruh yang positif dan signifikan terhadap niat beli 

konsumen. Electronic word of mouth memiliki pengaruh yang positif dan 

signifikan terhadap citra merek. Citra merek memiliki pengaruh yang positif dan 

signifikan terhadap niat beli. Dengan demikian, Tokopedia harus lebih 

meningkatkan lagi aktivitas electronic word of mouth mereka agar mampu 

meningkatkan niat beli konsumen dan juga harus meningkatkan citra merek, salah 

satunya dengan menggunakan strategi electronic word of mouth. 

 

Kata Kunci: electronic word of mouth, citra merek, niat beli, e-commerce, 

mediasi 
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ABSTRACT 

 

The growth in the number of internet users in the world, including in Indonesia, 

was growing rapidly. About 11 percents of internet users in Indonesia conducted 

e-commerce transactions when accessed internet. Although e-commerce has many 

advantages, there were some problems in e-commerce. One of them was the 

difficulty of recognizing the identity of the other party and to verify the suitability 

of the products offered. By internet, that problem can be solved, because everyone 

can share their thoughts with millions of internet users and influence the decisions 

of others via electronic word of mouth. Many studies have shown that consumers 

are motivated to read and write electronic word of mouth for decision making or 

social benefit, and undoubtedly electronic word of mouth affect consumer 

purchase intentions. But, only few studies that shown how the electronic word of 

mouth affect the brand image. Therefore, the main objective of this study was to 

known the impact of electronic word of mouth, towards consumer purchase 

intentions in e-commerce in Indonesia with brand image as a mediating variable. 

E-commerce that has chosen is Tokopedia. 

The data was collected by distributing questionnaires. The number of respondent 

in this research was 350 people who ever conducted transaction in Tokopedia. The 

analytical methods that was used were descriptive statistical analysis to determine 

respondents profile, simple regression analysis to examine the effect of electronic 

word of mouth towards purchase intention, electronic word of mouth towards 

brand image, and brand image towards purchase intention, and also mediation 

regression analysis to examine the role of brand image in causal relationship 

between electronic word of mouth and purchase intention. 

Based on the study results that has been done, it is known that brand image as a 

mediating variable between electronic word of mouth and purchase intentions. 

Electronic word of mouth has a significant positive influence towards consumer 

purchase intentions. Electronic word of mouth has a positive and significant 

influence towards brand image. Brand image has a positive and significant 

influence towards purchase intentions. Therefore, Tokopedia must increase the 

activity of electronic word of mouth in order to raise the consumer purchase 

intentions and Tokopedia must enhance their brand image also, by using 

electronic word of mouth strategies. 

 

Keywords: electronic word of mouth, brand image, purchase intention, e-

commerce, mediation 
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