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ABSTRAK

Muftia Fauziah (24210102), Analisis Pengaruh Influencer Marketing
Terhadap Keputusan Pembelian Tas Merek X Dengan Brand Image Sebagai
Variabel Mediasi di Bekasi

Transformasi digital telah mengubah lanskap pemasaran dengan media
sosial menjadi platform strategis dalam mencari inspirasi dan informasi produk. Tas
Merek X sebagai usaha mikro fashion menargetkan segmen traveling dan religious
tourism mengalami fluktuasi penjualan dalam startegi influencer marketing.
Penelitian ini mengkaji pengaruh pemasaran influencer terhadap keputusan
pembelian produk Tas Merek X di Bekasi dengan brand image sebagai variabel
mediator.

Pendekatan kuantitatif melibatkan 88 partisipan berdasarkan analisis
G*Power, diolah menggunakan PLS-SEM melalui SmartPLS 4.1.1.4. Hasil
penelitian menunjukkan pemasaran influencer berpengaruh positif signifikan
terhadap keputusan pembelian dan brand image. Brand image berpengaruh positif
signifikan terhadap keputusan pembelian dan berperan sebagai mediator parsial
dengan nilai VAF 46%. Temuan ini memberikan hasil bahwa pemasaran influencer
memiliki pengaruh langsung terhadap keputusan pembelian, dengan brand image

sebagai mediator parsial yang berkontribusi pada strategi pemasaran Tas Merek X.

Kata Kunci: influencer marketing, brand image, keputusan pembelian



ABSTRACT

Muftia Fauziah (24210102), Analysis of the Relationship between Influencer
Marketing and Purchasing Decisions of Brand X with Brand Image as a Mediating
Variable in Bekasi

Digital transformation has changed the marketing landscape, with social
media becoming a strategic platform for seeking inspiration and product
information. Brand X, as a micro fashion enterprise specializing in bags and
targeting the traveling and religious tourism segments, is experiencing fluctuations
in sales within its influencer marketing strategy. This research examines the
influence of influencer marketing on the purchasing decisions of Brand X bags in
Bekasi, with brand image as a mediating variable.

The quantitative approach involved 88 participants based on G*Power
analysis, processed using PLS-SEM through SmartPLS 4.1.1.4. Research findings
demonstrate that influencer marketing has a significant positive effect on both
purchasing decisions and brand image. Brand image shows a significant positive
effect on purchasing decisions and functions as a partial mediator with a VAF value
of 46%. The study validates that influencer marketing has a direct influence on
purchasing decisions, with brand image serving as a partial mediator that

contributes to the effectiveness of Tas Merek X marketing strategy.

Keywords: influencer marketing, brand image, purchasing decision
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