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ABSTRAK 

Fellysia / 25190005 / 2023 / Efek Mediasi Citra Merek pada Pengaruh Electronic Word of 

Mouth Terhadap Niat Beli Produk Somethinc (Studi Kasus pada Followers Akun TikTok 

@somethincofficial) / Pembimbing: Prof. Dr. Ir. Bilson Simamora, M.M. 

 

Media sosial dianggap sebagai platform yang sangat tepat dalam penyampaian 

electronic word of mouth terkait produk, layanan, dan merek dengan pengguna lainnya. 

Salah satu media sosial yang dapat menimbulkan electronic word of mouth adalah TikTok. 

Komunikasi electronic word of mouth yang terjadi melalui akun TikTok @somethincofficial 

dapat mempengaruhi pandangan konsumen mengenai citra merek suatu perusahaan dan akan 

berdampak pada niat beli konsumen. Namun, masih terbatasnya penelitian yang 

menggunakan TikTok dalam konteks penelitian di Indonesia. Oleh karena itu, penelitian ini 

dimaksudkan untuk menjawab pertanyaan penelitian bagaimana efek mediasi citra merek 

pada pengaruh electronic word of mouth terhadap niat beli produk Somethinc.  

 

Penelitian ini mereplikasi model penelitian Residona (2019) pada konteks yang 

berbeda. Konsep yang digunakan dalam penelitian ini adalah electronic word of mouth, citra 

merek, dan niat beli.  

 

Obyek penelitian ini adalah Somethinc. Data dikumpulkan menggunakan teknik 

komunikasi dengan menyebarkan kuesioner dalam bentuk Google Forms kepada 183 

responden yang direkrut dengan teknik judgement sampling. Data diolah menggunakan 

model persamaan struktural (Structural Equation Modeling) dengan bantuan WarpPLS 8.0.  

 

Penelitian menunjukkan bahwa electronic word of mouth berpengaruh secara positif 

dan signifikan terhadap citra merek, electronic word of mouth berpengaruh secara positif 

dan signifikan terhadap niat beli, citra merek berpengaruh positif dan signifikan terhadap 

niat beli, citra merek mampu memediasi pengaruh electronic word of mouth terhadap niat 

beli.  

 

Perusahaan disarankan untuk meningkatkan electronic word of mouth pada akun 

TikTok @somethincofficial dengan cara membenahi dan mengoptimalkan akun TikTok 

@somethincoffcial guna memberikan informasi yang lengkap mengenai produk Somethinc 

serta melakukan inovasi terhadap desain packaging. Peneliti selanjutnya disarankan untuk 

menggunakan media sosial lainnya seperti Instagram, Facebook, Twitter.  

 

 

Kata Kunci: Electronic Word of Mouth, Citra Merek, Niat Beli. 
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ABSTRACT 

 

Fellysia / 25190005 / 2023 / The Mediating Effect of Brand Image on the Influence of 

Electronic Word of Mouth Towards Purchase Intention for Somethinc Product (Case Study 

on Followers of the @somethincofficial TikTok Account) / Advisor: Prof. Dr. Ir. Bilson 

Simamora, M.M. 

 

Social media is considered as a very appropriate platform in conveying electronic 

word of mouth related to products, services and brands with other users. One of the social 

media that can generate electronic word of mouth is TikTok. Electronic word of mouth 

communication that occurs through the @somethincofficial TikTok account can influence 

consumer views of a company’s brand image and will have an impact on consumer purchase 

intentions. However, TikTok is still limited in the context of research in Indonesia. Therefore, 

this research is intended to answer the research question of how the mediating effect of 

brand image on the influence of electronic word of mouth towards purchase intentions of 

Somethinc products. 

 

This research replicates Residona's (2019) research model in a different context. The 

concepts used in this study are electronic word of mouth, brand image, and purchase 

intention. 

 

The object of this research is Somethinc. Data were collected using communication 

techniques by distributing questionnaires in the form of Google Forms to 183 respondents 

recruited by judgment sampling technique. The data was processed using structural 

equation modeling with the help of WarpPLS 8.0. 

 

Research shows that electronic word of mouth has a positive and significant effect on 

brand image, electronic word of mouth has a positive and significant effect on purchase 

intention, brand image has a positive and significant effect on purchase intention, brand 

image is able to mediate the effect of electronic word of mouth on purchase intention. 

 

Companies are suggested to increase electronic word of mouth on the 

@somethincofficial TikTok account by fixing and optimizing the @somethincoffcial TikTok 

account to provide complete information about Somethinc products and innovating 

packaging design. Future researchers are suggested to use other social media such as 

Instagram, Facebook, Twitter. 

 

Keywords: Electronic Word of Mouth, Brand Image, Purchase Intention.  
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