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ABSTRAK 

PENGARUH ENDORSMENT INFLUENCER, ELECTRONIK WORD OF 

MOUTH, DAN BRAND IMAGE TERHADAP KEPUTUSAN PEMBELIAN 

FLAT SHOES FIONI DI JAKARTA SELATAN 

Oleh : 

 

ANISA MAULIDA ALI 

203402516181 

 

Tugas akhir dibawah bimbingan bapak Dr.Elwisam,S.E.,M.M. 

 

Penelitian ini bertujuan untuk mengetahui Pengaruh Endorsement Influencer, 

Electronic Word Of Mouth, Dan Brand Image Terhadap Keputusan Pembelian Flat 

Shoes Fioni Di Jakarta Selatan. Data ini menggunakan data primer dengan bentuk 

penyebran kuesioner kepada konsumen yang sudah pernah membeli fat shoes fioni 

minimal satu kali terhadap 100 responden, dengan menggunakan metode purposive 

sampling. Teknik analisis data menggunakan WarpPls 7.0. Hal tersebut menunjukan 

bahwa endorsement influencer dan brand image berpengaruh positif dan signifikan 

terhadap keputusan pembelian sedangkan untuk variable electronic word of mouth 

tidak berpengaruh positif dan signifikan terhadap keputusan pembelian. Nilai koefisien 

determinasi (R Square) sebesar 0.708 hal ini menunjukan bahwa persepsi endorsement 

influencer, electronic word of mouth, dan brand image memberikan kontribusi sebesar 

70.8% terhadap keputusan pembelian sedangkan sisanya 29.2% dipengaruhi oleh 

variabel yang tidak teliti. 

 

Kata Kunci: Endorsement Influencer, Electronic Word Of Mouth, Brand Image dan       

Keputusan pembelian 

 



 
 

ABSTRACT 

THE INFLUENCE OF INFLUENCER ENDORSEMENT, ELECTRONIC 

WORD OF MOUTH, AND BRAND IMAGE ON PURCHASING DECISIONS 

FOR FIONI FLAT SHOES IN SOUTH JAKARTA. 

 

By: 

ANISA MAULIDA ALI 

20340256181 

 

The final assignment under the guidance of Dr.Elwisam,S.E.,M.M. 

 

This study aims to determine the effect of influencer endorsement, electronic word of 

mouth, and brand image on purchasing decisions for Fioni Flat Shoes in South Jakarta. 

This data uses primary data in the form of distributing questionnaires to consumers 

who have bought fat shoes fioni at least once to 100 respondents, using purposive 

sampling method. The data analysis technique uses WarpPls 7.0. This shows that 

influencer endorsement and brand image have a positive and significant effect on 

purchasing decisions, while the electronic word of mouth variable has no positive and 

significant effect on purchasing decisions. The coefficient of determination (R Square) 

value of 0.708 shows that the perception of influencer endorsement, electronic word of 

mouth, and brand image contributes 70.8% to purchasing decisions while the 

remaining 29.2% is influenced by variables that are not examined. 

 

Keywords: Influencer Endorsement, Electronic Word Of Mouth, Brand Image and 

Purchase Decision. 
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