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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh Electronic Word Of Mouth  dan 

Brand Image terhadap Minat Beli Konsumen. Penelitian ini menggunakan metode 

pengumpulan data dengan menyebarkan kuesioner. Populasi dan sampel yang digunakan 

dalam penelitian ini konsumen yang berminat terhadap suplment merek Imboost force pada 

Apotek Kimia Farma Cabang Tabing di Kota Padang yang berjumlah sebanyak 60 

responden. Metode analisa data dalam penelitian ini adalah PLS dan SPSS. Hipotesis dalam 

penelitian ini diuji dengan menggunakan metode analisis meliputi: Measurement Model 

Assessment , Analisis Deskriptif, R Square, Q square dan Structural Model Assessment. Dari 

hasil pengujian dapat disimpulkan bahwa Electronic Word Of Mouth berpengaruh terhadap 

Minat beli. Brand Image tidak berpengaruh positif terhadap Minat beli Konsumen pada 

suplment merek Imboost force Apotek Kimia Farma Cabang Tabing di Kota Padang. 
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ABSTRAK 

This study aims to determine the effect of Electronic Word Of Mouth and Brand 

Image on Consumer Purchase Interest. This study uses data collection methods by 

distributing questionnaires. The population and sample used in this study were consumers 

who were interested in the Imboost force brand supplement at Kimia Farma Pharmacy 

Tabing Branch in Padang City, totaling 60 respondents. The data analysis methods in this 

study were PLS and SPSS. The hypotheses in this study were tested using analytical methods 

including: Measurement Model Assessment, Descriptive Analysis, R Square, Q Square and 

Structural Model Assessment. From the test results it can be concluded that Electronic Word 

Of Mouth has an effect on buying interest. Brand Image does not have a positive effect on 

consumer buying interest in the Imboost force brand supplement Apotek Kimia Farma 

Tabing Branch in Padang City. 
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