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Impact Social Media Marketing And Electronic Word Of Mouth On Purchase 

Intention Rice Porang Fukumi Medicition To Intervening Brand Image 

Siti Aisah1)  

Andrianto Prasetya Nugroho2) 

 

Abstract 

 

In social media marketing and electronic word of mouth promotion, the 

relationship with brand image is very important. A positive presence on social 

media, such as testimonials praising a product or service, can significantly 

improve brand image. On the other hand, negative content or comments from 

dissatisfied customers can negatively impact brand image perceptions. And will 

affect purchase intention. The method used in this study to process respondent 

data is Structural Equation Modeling (SEM) using Linear Structural Relations 

(LISREL) software version 8.8. With a total of 200 respondents, social media 

marketing variables partially have a negative or no significant effect on purchase 

intention. The electronic word of mouth variable partially has a significant effect 

on purchasing decisions. Brand image variables partially have a significant effect 

on purchase intention. Social media marketing variables, electronic word of 

mouth and brand image as mediation partially have a significant effect on 

purchase intention. Therefore, it can be interpreted that social media marketing, 

electronic word of mouth and brand image as mediation are important to do in 

order to increase purchasing decisions on Fukumi porang rice products. 

 

Keywords: social media merketing, electronic word of mouth, brand image, 

purchase intention, lisrel 8.8 
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DAMPAK SOCIAL MEDIA MARKETING DAN ELECTRONIC WORD OF 

MOUTH TERHADAP MINAT BELI BERAS PORANG FUKUMI 

MELALUI MEDIASI BRAND IMAGE 

 

Siti Aisah1) 

Andrianto Prasetya Nugroho2) 

 

ABSTRAK 

 

 Dalam social media marketing dan electronic word of mouth, keterkaitan 

dengan brand image sangatlah penting. Kehadiran positif di media sosial, seperti 

testimoni yang memuji suatu produk atau layanan, dapat meningkatkan citra 

merek secara signifikan. Di sisi lain, konten negatif atau komentar pelanggan yang 

tidak puas dapat berdampak negatif terhadap persepsi brand image. Dan akan 

mempengarui dalam minat pembelian. Metode yang digunakan dalam penelitian 

ini untuk mengolah data responden adalah Structural Equation Modelling (SEM) 

dengan menggunakan software Linear Structural Relations (LISREL) versi 8.8. 

Dengan jumlah responden 200, variabel social media marketing secara parsial 

tidak berpengaruh signifikan terhadap minat beli. Variabel electronic word of 

mouth secara parsial berpengaruh signifikan terhadap keputusan pembelian. 

Variabel brand image secara parsial berpengaruh signifikan terhadap minat beli. 

Variabel social media marketing, electronic word of mouth dan brand image 

sebagai mediasi secara parsial berpengaruh signifikan terhadap minat beli. Maka 

dari itu, dapat diartikan bahwa social media marketing, electronic word of mouth 

dan brand image sebagai mediasi menjadi hal yang penting dilakukan guna 

meningkatkan keputusan pembelian pada produk beras porang Fukumi. 

Kata kunci: Social Media Merketing, Electronic Word of Mouth, Brand Image, 

Minat Beli, Lisrel 8.8 


