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ABSTRAK 

 

Alfiyyah Rizky Shalihah, 1707621015, Pengaruh Viral Marketing, Product 

Quality, dan Perceived Price Terhadap Purchase Intention Melalui Brand 

Image Sebagai Variabel Mediasi Pada Produk Bittersweet By Najla. Skripsi, 

Jakarta: Program Studi S1 Pendidikan Bisnis, Fakultas Ekonomi dan Bisnis, 

Universitas Negeri Jakarta, 2025. 

Penelitian ini bertujuan untuk menganalisis pengaruh viral marketing, product 

quality, dan perceived price terhadap purchase intention melalui brand image 

sebagai variabel mediasi pada produk Bittersweet by Najla. Penelitian ini 

dilatarbelakangi oleh fenomena meningkatnya minat beli konsumen yang 

dipengaruhi oleh strategi pemasaran digital, khususnya viral marketing melalui 

media sosial, serta pentingnya kualitas produk dan persepsi harga yang sesuai. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei. Data 

dikumpulkan melalui kuesioner yang disebarkan kepada 270 responden yang 

merupakan konsumen Bittersweet by Najla di wilayah Jakarta, Tangerang, dan 

Bekasi. Analisis data dilakukan dengan menggunakan Structural Equation 

Modeling (SEM) berbasis Partial Least Square (PLS) melalui aplikasi SmartPLS 

3.0. 

Hasil penelitian menunjukkan bahwa viral marketing, product quality, dan 

perceived price berpengaruh positif dan signifikan terhadap brand image. Selain 

itu, brand image terbukti berpengaruh positif dan signifikan terhadap purchase 

intention. Brand image mampu memediasi pengaruh viral marketing dan product 

quality terhadap purchase intention secara signifikan. Namun, brand image tidak 

mampu memediasi pengaruh perceived price terhadap purchase intention. Temuan 

ini menunjukkan bahwa strategi viral marketing yang kuat dan kualitas produk yang 

baik dapat membentuk citra merek yang positif sehingga meningkatkan minat beli 

konsumen, sedangkan persepsi harga lebih berpengaruh langsung terhadap 

purchase intention tanpa melalui brand image.  

Kata Kunci: Viral marketing, Product quality, Perceived price, Brand image, 

Purchase intention, Bittersweet by Najla. 
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ABSTRACT 

 

Alfiyyah Rizky Shalihah, 1707621015, The Effect Of Viral Marketing, Product 

Quality, And Perceived Price On Purchase Intention Through Brand Image As A 

Mediation Variable On The Product Bittersweet By Najla. Thesis, Jakarta: 

Bachelor of Business Education Study Programme, Faculty of Economics and 

Business, State University of Jakarta, 2025. 

This study aims to analyze the influence of viral marketing, product quality, and 

perceived price on purchase intention through brand image as a mediating variable 

for Bittersweet by Najla. This research is motivated by the phenomenon of 

increasing consumer purchasing interest influenced by digital marketing strategies, 

particularly viral marketing through social media, as well as the importance of 

product quality and appropriate price perception. 

This study used a quantitative approach with a survey method. Data were collected 

through questionnaires distributed to 270 respondents, Bittersweet by Najla 

consumers in Jakarta, Tangerang, and Bekasi. Data analysis was performed using 

Partial Least Squares (PLS)-based Structural Equation Modeling (SEM) using the 

SmartPLS 3.0 application. 

The results showed that viral marketing, product quality, and perceived price had a 

positive and significant effect on brand image. Furthermore, brand image was 

shown to have a positive and significant effect on purchase intention. Brand image 

significantly mediated the influence of viral marketing and product quality on 

purchase intention. However, brand image did not mediate the influence of 

perceived price on purchase intention. These findings indicate that a strong viral 

marketing strategy and good product quality can build a positive brand image, 

thereby increasing consumer purchasing interest. While price perception has a 

more direct influence on purchase intention without going through brand image. 

Keywords: Viral marketing, Product quality, Perceived price, Brand image, 

Purchase intention, Bittersweet by Najla. 
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“Pengaruh Viral marketing, Product quality, dan Perceived price terhadap 

Purchase intention melalui Brand image sebagai Variabel Mediasi pada Produk 

Bittersweet by Najla.” 
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