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ABSTRAK  

PENGARUH ONLINE CUSTOMER REVIEW DAN BRAND IMAGE 

TERHADAP KEPUTUSAN PEMBELIAN MELALUI MINAT BELI  SEBAGAI 

VARIABEL INTERVENING PADA KONSUMEN PRODUK SKINTIFIC DI E-

COMMERCE JAWA TIMUR; Ajeng Fajrin Nasuha; 3121024; 00 Halaman; 

Program Studi Admnistrasi Bisnis; Fakultas Bisnis, Bahasa, dan Pendidikan; 

Universitas Pesantren Tinggi Darul Ulum.  

Penelitian ini bertujuan untuk menganalisis pengaruh online customer review 

dan brand image terhadap keputusan pembelian, dengan minat beli sebagai variabel 

intervening pada produk Skintific. Fenomena meningkatnya peran ulasan 

konsumen di media sosial dan pentingnya citra merek menjadi alasan utama 

dilakukannya penelitian ini. Sampel dalam penelitian ini adalah 195 responden 

yang merupakan pengguna produk Skintific di wilayah Jawa Timur. Teknik 

pengambilan sampel menggunakan purposive sampling, dan analisis data dilakukan 

dengan menggunakan alat bantu SmartPLS versi 4.0.  

Hasil dari penelitian ini menunjukan bahwa online customer review dan brand 

image berpengaruh langsung terhadap minat beli. Minat beli dan brand image juga 

terbukti berpengaruh langsung terhadap keputusan pemebelian. Sedangkan online 

customer review tidak berpengaruh seacara langsung terhadap keputusan 

pembelian. Terdapat pengaruh tidak langsung online customer review terhadap 

keputusan pembelian melalui minat beli variable intervening. Dan terdapat 

pengaruh tidak langsung brand image terhadap keputusan pembelian melalui minat 

beli variable intervening. 

 

Kata Kunci: Online Customer Review, Brand image, Minat Beli, Keputusan 

Pembelian, Skintific 
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ABSTRACT 

THE INFLUENCE OF ONLINE CUSTOMER REVIEW AND BRAND 

IMAGE ON PURCHASE DECISION THROUGH PURCHASE INTENTION AS 

AN INTERVENING VARIABLE AMONG SKINTIFIC PRODUCT 

CONSUMERS ON E-COMMERCE Ajeng Fajrin Nasuha; 3121024; 00 Pages; 

Business Administration Study Program; Faculty of Business, Language, and 

Education; Universitas Pesantren Tinggi Darul Ulum.  

This study aims to analyze the influence of online customer reviews and brand 

image on purchase decisions, with purchase intention as an intervening variable in 

the case of Skintific products. The increasing role of consumer reviews on social 

media and the importance of brand image are the main reasons this research was 

conducted. The sample consisted of 195 respondents who were users of Skintific 

products in the East Java region. The sampling technique used was purposive 

sampling, and data analysis was carried out using SmartPLS version 4.0.  

The results show that online customer reviews and brand image have a direct 

influence on purchase intention. Furthermore, both purchase intention and brand 

image directly influence purchase decisions. However, online customer reviews do 

not have a direct effect on purchase decisions. Instead, there is an indirect effect of 

online customer reviews on purchase decisions through purchase intention as an 

intervening variable. Similarly, brand image also indirectly influences purchase 

decisions through purchase intention. 

 

Keywords: Online Customer Review, Brand Image, Purchase Intention, Purchase 

Decision, Skintific  
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