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THE EFFECT OF PROMOTIONS AND ONLINE CUSTOMER REVIEWS
ON PURCHASE DECISIONS MEDIATED BY BRAND IMAGE ON ERIGO
PRODUCTS ON SHOPEE E-COMMERCE

Melati Desi Novelayanti'
Anna Wulandari?
Adibah Yahya*

ABSTRACT

This study aims to analyze the effect of promotions and online customer
reviews on purchase decisions mediated by brand image on Erigo products in
Shopee e-commerce. Data were collected through questionnaires distributed to
Erigo consumers who shop through Shopee. The data analysis method used is
Partial Least Squares (PLS) with the help of SmartPLS application. The conclusion
of this study is that promotions and online customer reviews directly influence
purchase decisions;, however, brand image is not a significant mediator in this
relationship. These findings imply that effective promotion strategies and online
customer review management can enhance purchase decisions, even though brand
image does not directly mediate this relationship for Erigo products on Shopee.

Keywords: Promotion, Online Customer Reviews, Brand Image, Purchase
Decision.
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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh promosi dan ulasan
pelanggan online terhadap keputusan pembelian yang dimediasi oleh citra merek
pada produk Erigo di e-commerce Shopee. Data dikumpulkan melalui kuesioner
yang disebarkan kepada konsumen Erigo yang berbelanja melalui Shopee. Metode
analisis data yang digunakan adalah Partial Least Squares (PLS) dengan bantuan
aplikasi SmartPLS. Kesimpulan dari penelitian ini adalah promosi dan ulasan
pelanggan online secara langsung mempengaruhi keputusan pembelian, namun
citra merek tidak menjadi mediator yang signifikan dalam hubungan tersebut.
Temuan ini memberikan implikasi bahwa strategi promosi dan pengelolaan ulasan
pelanggan online yang efektif dapat meningkatkan keputusan pembelian, meskipun
citra merek tidak secara langsung memediasi hubungan ini pada produk Erigo di
Shopee.

Kata Kunci: Promosi, Ulasan Pelanggan Online, Citra Merek, Keputusan
Pembelian
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