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THE INFLUENCE OF SOCIAL MEDIA AND BRAND IMAGE ON 

PURCHASING DECISIONS MEDIATED BY ELECTRONIC WORD OF 

MOUTH (E-WOM) IN PANCONG BALAP CIKARANG UMKM 

IN BEKASI DISTRICT 

  

Febrio Noer Syahdu1) 

R.R Wening Ken Widodasih2) 

 

Abstract 

This research aims to determine how the influence of social media and brand image 

on purchasing decisions is mediated by electronic word of mouth (E-WOM) in 

Pancong Balap Cikarang MSMEs in Bekasi Regency. The sampling method used 

was non-probability sampling using incidental sampling and the sample size was 

125 respondents. Data collection used a questionnaire with a Likert measurement 

scale. The method used in this research is Structural Equation Modeling (SEM) 

analysis with SmartPLS 3.2.9 software. The tests used are outer model analysis, 

inner model analysis, mediation test and hypothesis test. The results of this research 

show that social media has a positive and significant influence on purchasing 

decisions, brand image has a positive and significant influence on purchasing 

decisions, social media has a positive and significant influence on electronic word 

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

of mouth, electronic word of mouth has no influence on purchasing decisions, 

electronic word of mouth has no influence in mediating the relationship between 

social media and purchasing decisions, and electronic word of mouth has no 

influence in mediating the relationship between brand image and purchasing 

decisions. 

 

Keywords: social media, brand image, purchasing decisions, electronic word of 

mouth 
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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui bagaimana pengaruh media sosial 

dan brand image terhadap keputusan pembelian dimediasi oleh electronic word of 

mouth (E-WOM) pada UMKM Pancong Balap Cikarang di Kabupaten Bekasi. 

Metode pengambilan sampel yang digunakan adalah non probability sampling 

dengan menggunakan sampling insidental dan jumlah sampel 125 responden. 

Pengumpulan data menggunakan kuesioner dengan skala pengukuran likert. 

Metode yang digunakan dalam penelitian ini yaitu menggunakan Analasis 

Structural Equation Modeling (SEM) dengan software SmartPLS 3.2.9. Uji yang 

digunakan yaitu analisis outer model, analisis inner model, uji mediasi dan uji 

hipotesis. 

Hasil penelitian ini menunjukkan bahwa media sosial berpengaruh positif 

dan signifikan terhadap keputusan pembelian, brand image berpengaruh positif dan 

signifikan terhadap keputusan pembelian, media sosial berpengaruh positif dan 

signifikan terhadap electronic word of mouth, brand image berpengaruh positif dan 

signifikan terhadap electronic word of mouth, electronic word of mouth tidak 

berpengaruh terhadap keputusan pembelian, electronic word of mouth tidak 

berpengaruh dalam memediasi hubungan antara media sosial terhadap keputusan 

pembelian, dan electronic word of mouth tidak memiliki pengaruh dalam memediasi 

hubungan antara brand image terhadap keputusan pembelian. 

 

 

Kata kunci: media sosial, brand image, electronic word of mouth, keputusan 

pembelian 

 

 

 

 

 


