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ABSTRACT 

 

ANALYZING THE IMPACT OF FOOD BLOGGER REVIEWS AND BRAND 

IMAGE TOWARDS CUSTOMERS’ PURCHASE INTENTION IN JAKARTA, 

INDONESIA 

 

By 

 

Stephanie Danella Dwianthy 

Irma Martlani Nawangwulan, B.Sc., MBA, Advisor 

 

 

SWISS GERMAN UNIVERISTY 

 

The growth of information technologies allows the potential customers to easily 

accessed the information regarding the product. Restaurant owners are forces the 

establishment to be aware of the needs of the customers and to give a detailed 

information regarding their product in order to receive a positive response from the 

customers. In order to survive within the restaurant competition, a good marketing 

strategy are needed, one of them is to give an information regarding the products 

through advertising. By using food blogger to make a positive review regarding the 

restaurant, it is hoped to attract the customers and increased their purchase intention. 

The main goal of this research is to analyze the impact of food blogger reviews and 

brand image towards customers’ purchase intention. Samples are being gathered from 

the people who uses the review and/or follow the food blogger on their social media 

within Jakarta area, with the total of 130 respondents. The result of the multiple linear 

regression analysis shows that food blogger’s credibility and brand image have a 

positive and significant impact towards customers’ purchase intention. 

 

Keywords : Food Blogger Review, Food Blogger Credibility, Brand Image, Purchase 

Intention 
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