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PERAN BRAND TRUST DALAM MEMEDIASI PENGARUH BRAND
EXPERIENCE, E-WOM, dan INFLUENCER MARKETING TERHADAP
KEPUTUSAN PEMBELIAN ADIDAS
Reza Nugraha Norsa

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Experience, Electronic
Word of Mouth (E-WOM), dan Influencer Marketing terhadap Keputusan
Pembelian dengan Brand Trust sebagai variabel mediasi pada konsumen Adidas.
Penelitian menggunakan pendekatan kuantitatif dengan metode survei terhadap 150
responden yang pernah membeli produk Adidas. Teknik pengambilan sampel
menggunakan purposive sampling, sedangkan analisis data dilakukan
menggunakan Partial Least Squares-Structural Equation Modeling (PLS-SEM)
dengan bantuan Smart PLS 4. Hasil penelitian menunjukkan bahwa Brand
Experience, E-WOM, dan Brand Trust berpengaruh positif dan signifikan terhadap
Keputusan Pembelian. Selain itu, Brand Experience dan E-WOM juga berpengaruh
positif dan signifikan terhadap Brand Trust, sedangkan Influencer Marketing tidak
berpengaruh signifikan terhadap Brand Trust, meskipun berpengaruh langsung
terhadap Keputusan Pembelian. Hasil pengujian mediasi menunjukkan bahwa
Brand Trust memediasi secara parsial hubungan antara Brand Experience dan
Keputusan Pembelian, serta hubungan antara Electronic Word of Mouth (E-WOM)
dan Keputusan Pembelian, namun tidak mampu memediasi hubungan antara
Influencer Marketing dan Keputusan Pembelian. Temuan ini menunjukkan bahwa
penguatan pengalaman merek, pengelolaan komunikasi digital, dan peningkatan
kepercayaan konsumen merupakan strategi penting dalam meningkatkan keputusan
pembelian produk Adidas.

Kata kunci: Brand Experience, Electronic Word of Mouth, Influencer Marketing,
Brand Trust, Keputusan Pembelian.
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The Role of Brand Trust in Mediating the Influence of Brand Experience, E-
WOM, and Influencer Marketing on Adidas Purchase Decisions

Reza Nugraha Norsa

ABSTRACT

This study aims to examine the effects of Brand Experience, Electronic Word of
Mouth (E-WOM), and Influencer Marketing on Purchase Decision, with Brand
Trust as a mediating variable among Adidas consumers. A quantitative approach
was employed using a survey of 150 respondents who had previously purchased
Adidas products. The samples were selected using purposive sampling, and the data
were analyzed using Partial Least Squares Structural Equation Modeling (PLS-
SEM) with SmartPLS 4. The results indicate that Brand Experience, E-WOM, and
Brand Trust have positive and significant effects on Purchase Decision.
Furthermore, Brand Experience and E-WOM significantly influence Brand Trust,
whereas Influencer Marketing has no significant effect on Brand Trust, despite
having a significant direct effect on Purchase Decision. The mediation analysis
reveals that Brand Trust partially mediates the relationships between Brand
Experience and Purchase Decision, as well as between Electronic Word of Mouth
(E-WOM) and Purchase Decision, but fails to mediate the relationship between
Influencer Marketing and Purchase Decision. These findings highlight the
importance of strengthening brand experience, managing digital word-of-mouth,
and enhancing consumer trust to improve purchase decisions for Adidas products.

Keywords: Brand Experience, Electronic Word of Mouth, Influencer Marketing,
Brand Trust, Purchase Decision.
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