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ABSTRAK 
Pemasaran produk menggunakan influencer dan consumer review yang berbasis media sosial 

dan e-commerce menjadi hal yang sangat umum di era digital. Keduanya menjadi faktor 

determinan baru selain citra merek (brand image) yang mempengaruhi purchase intention. 

Penelitian ini bertujuan mengkaji tentang pengaruh dari influencer dan consumer review 
terhadap purchase intention dalam kaitannya dengan citra merek (brand image) dari produk 

sepatu sneakers bermerek Compass. Pendekatan penelitian adalah kuantitatif dengan 

instrumen berupa kuesioner yang disebarkan kepada 400 responden sampel melalui media 
sosial. Data yang terkumpul dianalisis dengan teknik Partial Least Square (PLS) 

menggunakan Structural Equation Model (SEM). Hasil penelitian menunjukkan bahwa: 

influencer, consumer review, dan brand image memiliki pengaruh terhadap purchase 

intention. Influencer dan consumer review memiliki pengaruh terhadap brand image, dan 
brand image terbukti berperan sebagai variabel mediasi yang dapat memberi pengaruh 

mediasiantara influencer dan consumer review terhadap purchase intention. 

  

Kata kunci : Influencer, Consumer Review, Brand Image, Purchase Intention 

  



 

v 
 

ABSTRACT 
Phenomenon of product marketing using influencers and consumer reviews based on social 

media and e-commerce is general thing in this digital era. Both are new determinants besides 

a brand image that affect purchase intention. This study aims to examine the influence of 

influencers and consumer reviews on purchase intention in relation to the brand image of the 
Compass brand of sneakers. The research approach is quantitative with an instrument in the 

form of a questionnaire distributed to 400 sample respondents via social media. The 

collected data were analyzed using the Partial Least Square (PLS) technique using the 
Structural Equation Model (SEM). The results showed that: influencers, consumer reviews, 

and brand image affected purchase intention. Influencers and consumer reviews affected 

brand image, and brand image is proven to act as an mediation variable that mediates the 

influence of influencers and consumer review on purchase intention.  
  

Keywords : Influencer, Consumer Review, Brand Image, Purchase Intention   
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