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ABSTRAK 

 

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh Electronic word 

Of Mouth (Ewom ) dan Brand Image terhadap Minat Beli sepatu Airwalk 

dengan sikap konsumen sebagai variabel  mediasi . Penelitian ini dilakukan 

pada mahasiswa/i Fakultas Ekonomi dan Bisnis dengan jumlah sampel 

ditetapkan sebanyak 90 responden, dengan pengumpulan data dilakukan 

melalui penyebaran kuesioner secara tidak langsung melalui sosial media. 

Teknik analisis data yang digunakan adalah teknik analisis metode sem-pls 

dan bedasarkan hasil analisis ditemukan bahwa Ewom  berpengaruh terhadap 

minat beli, brand image berpengaruh terhadap minat beli, Ewom  

berpengaruh terhadap sikap konsumen, brand image berpengaruh terhadap 

minat beli, sikap konsumen berpengaruh signifikan terhadap minat beli, 

Ewom  berpengaruh signifikan terhadap minat beli sikap konsumen, brand 

image berpengaruh signifikan terhadap minat beli melalui sikap konsumen. 

 

Kata kunci: Electronic Word Of Mouth (Ewom ), Brand Image, Sikap 

Konsumen, Minat Beli 
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ABSTRACT 

 

The purpose of this study is to determine the influence of electronic word of 

mouth (Ewom ) and brand image on buying interest in Airwalk shoes with 

consumer attitude as a mediating variable. This research was conducted on 

students of the faculty of economics and business with a sample size set at 90 

respondents, with data collection carried out through the distribution of 

questionnaires indirectly through social media. The data analysis technique 

used is the sem-pls method analysis technique and based on the results of the 

analysis, it was found that Ewom  has an effect on buying interest, brand 

image has an effect on buying interest, Ewom  has an effect on consumer 

attitude, brand image has an effect on buying interest, consumer attitude has 

a significant effect on buying interest, Ewom  has a significant effect on 

buying interest consumer attitude, brand image has a significant effect on 

buying interest through consumer attitude. 

 

Keywords: electronic word of mouth (Ewom ), brand image, consumer 

attitude, buying interest 
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