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ABSTRAKSI 

Penelitian ini bertujuan untuk menguji brand image dan electronic word of 

mouth terhadap keputusan pembelian dengan kepercayaan konsumen sebagai 

variabel intervening. Penelitian ini dilakukan pada masyarakat yang pernah 

melakukan pembelian satu kali dan menggunakan smartphone Xiaomi di Kebumen. 

Teknik pengumpulan data menggunakan kuesioner. Teknik pengambilan sampel 

menggunakan teknik non probability sampling dengan jumlah 100 responden. 

Analisis data menggunakan uji validitas, uji reliabilitas, uji asumsi klasik, uji 

hipotesis, analisis korelasi, analisis jalur, uji sobel dengan program  SPSS 25 for 

windows. Hasil penelitian menunjukkan bahwa brand image berpengaruh 

signifikan terhadap kepercayaan konsumen, electronic word of mouth tidak 

berpengaruh signifikan terhadap kepercayaan konsumen, brand image dan 

electronic word of mouth berpengaruh signifikan terhadap keputusan pembelian, 

kepercayaan konsumen berpengaruh signifkan terhadap keputusan pembelian, 

kepercayaan konsumen mampu memediasi brand image terhadap keputusan 

pembelian, kepercayaan konsumen mampu memediasi electronic word of mouth 

terhadap keputusan pembelian. 

 

Kata Kunci: brand image, electronic word of mouth, kepercayaan konsumen, 

keputusan pembelian. 
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ABSTRAKSI 

This study aims to examine brand image and electronic word of mouth on 

purchasing decisions with consumer trust as an intervening variable. This research 

was conducted on people who had made one-time purchases and used  Xiaomi 

smartphones in Kebumen. Data collection techniques using questionnaires. The 

sampling technique uses a non-probability sampling technique  with a total of 100 

respondents. Data analysis using validity test, reliability test, classical assumption 

test, hypothesis test, correlation analysis, path analysis, sobel test with SPSS 25 for 

windows program. The results showed that brand image has a significant effect on 

consumer trust, electronic word of mouth does not have a significant effect on 

consumer confidence, brand image and electronic word of mouth have a significant 

effect on purchasing decisions, consumer trust has a significant effect on 

purchasing decisions, consumer trust is able to mediate Brand image on purchasing 

decisions, consumer trust is able to mediate electronic word of mouth on 

purchasing decisions. 

 

Keywords: brand image, electronic word of mouth, consumer trust, purchase 

decision. 
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“Susah, tapi bismillah” 
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