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PENGARUH NEGATIVE EWOM TERHADAP PURCHASE
INTENTION DENGAN MEDIASI BRAND IMAGE DAN BRAND
INTEGRITY: STUDI KASUS OVERCLAIM AZARINE PADA
GEN Z DI KABUPATEN TANGERANG

(Dea Carolina)

ABSTRAK

Kasus overclaim yang menimpa produk skincare Azarine memicu penyebaran
Negative Electronic Word of Mouth di platform media sosial dimana Generasi Z
yang mendominasi. Kondisi ini berdampak pada melemahnya citra merek serta
menurunnya tingkat kepercayaan konsumen. Penelitian ini bertujuan untuk
menganalisis pengaruh negative electronic word of mouth terhadap purchase
intention dengan peran mediasi brand image dan brand integrity pada produk
skincare Azarine di Kabupaten Tangerang.

Penelitian dilakukan dengan menggunakan pendekatan kuantitatif dengan metode
survei. Data diperoleh dari 200 responden Generasi Z di Kabupaten Tangerang bagi
pengguna Azarine serta mengetahui kasus overclaim produk. Pengolahan data
dilakukan menggunakan metode SEM-PLS melalui aplikasi SmartPLS 4 untuk
menguji hubungan antar variabel dalam model penelitian.

Hasil penelitian menunjukkan bahwa brand image dan brand integrity memiliki
pengaruh positif terhadap purchase intention, di mana brand image juga terbukti
meningkatkan brand integrity. Sementara itu, negative electronic word of mouth
berpengaruh negatif terhadap brand image dan purchase intention, namun tidak
berpengaruh terhadap brand integrity. Hasil pengujian mediasi menunjukkan
bahwa brand image mampu memediasi pengaruh negative electronic word of
mouth terhadap purchase intention, sedangkan brand integrity dan serial mediation
melalui brand image dan brand integrity tidak berpengaruh.

Kesimpulan penelitian ini adalah bahwa negative electronic word of mouth terbukti
menurunkan brand image dan purchase intention. Penelitian ini memberi saran agar
perusahaan menjaga citra dan integritas merek melalui komunikasi yang transparan
dan konsisten, sehingga dapat meminimalkan dampak informasi negatif dan
mempertahankan minat beli konsumen.

Kata kunci: Negative Electronic Word of Mouth, Brand Image, Brand Integrity,
Purchase Intention, Gen Z.
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THE INFLUENCE OF NEGATIVE EWOM ON PURCHASE
INTENTION MEDIATED BY BRAND IMAGE AND BRAND
INTEGRITY: A CASE STUDY OF AZARINE’S OVERCLAIM

ISSUE AMONG GEN Z IN TANGERANG REGENCY
(Dea Carolina)

ABSTRACT (English)

The overclaim case involving Azarine skincare products triggered the spread of
negative electronic word of mouth on social media platforms, where Generation Z
dominates. This situation weakened brand image and reduced consumer trust. This
study aims to analyze the effect of negative electronic word of mouth on purchase
intention, with brand image and brand integrity as mediating variables for Azarine
skincare products in Tangerang Regency.

This research uses a quantitative approach with a survey method. Data were
collected from 200 Generation Z respondents in Tangerang Regency that use
Azarine’s product and aware of the overclaim case. Data analysis was conducted
using the SEM-PLS method through the SmartPLS 4 application to examine the
relationships among variables in the research model.

The results indicate that brand image and brand integrity positively influence
purchase intention, and brand image also strengthens brand integrity. Meanwhile,
negative electronic word of mouth negatively affects brand image and purchase
intention but does not influence brand integrity. Mediation analysis shows that
brand image mediates the effect of negative electronic word of mouth on purchase
intention, whereas brand integrity and serial mediation through brand image and
brand integrity do not show significant effects.

In conclusion, negative electronic word of mouth reduces brand image and
purchase intention. This study suggests that companies should maintain brand
image and brand integrity through transparent and consistent communication to
minimize the impact of negative e-WOM and purchase intention.

Keywords: Negative Electronic Word of Mouth, Brand Image, Brand Integrity,
Purchase Intention, Generation Z.
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