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ABSTRAK 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh e-wom dan 

brand image terhadap keputusan pembelian produk Erigo pada marketplace 

Shopee. Sampel dalam penelitian ini sebanyak 100 responden yang pernah 

melakukan pembelian produk Erigo pada marketplace Shopee. Teknik pengambilan 

sampel menggunakan purposive sampling dan snowball sampling. Pengumpulan 

data menggunakan kuesioner yang dibagian melalui googleform secara online. 

Teknik analisis data menggunakan uji regresi linier berganda, uji hipotesis, uji 

koefisien determinasi (R2). Hasil penelitian menunjukkan bahwa variabel e-wom 

berpengaruh signifikan positif terhadap keputusan pembelian. Variabel brand 

image juga berpengaruh signifikan positif terhadap keputusan pembelian. Nilai 

koefisien determinasi yang diperoleh sebesar 0,440 atau 44%. Artinya variabel e-

wom dan brand image terhadap keputusan pembelian memberikan pengaruh 

sebesar 44%, dan sisanya 56% dipengaruhi oleh variabel lain yang tidak termasuk 

dalam penelitian ini. 

Katakunci: E-WOM, Brand Image, dan Keputusan Pembelian, Erigo 
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ABSTRACT 

This reaserch aims to examine and analyze the influence of e-wom and brand image 

on purchasing decisions for Erigo products on the Shopee marketplace. The sample 

in this study wa 100 respondents who had purchased Erigo products on the Shopee 

marketplace. The sampling technique used purposive sampling and snowball 

sampling. Data collection used a questionnaire distributed online via Google form. 

Data analysis techniques used multiple linear regression tests, hypothesis testing, 

and coefficient of determination (R2) tests. The results showed that the e-wom 

variable had a significant positive effect on purchasing decisions. The brand image 

variable also had a significant positive effect on purchasing decisions. The 

coefficient of determination obtained was 0.440 or 44%. This means that the e-wom 

and brand image variables on purchasing decisions have an influence of 44%, and 

the remaining 56% is influenced by other variables not included in this study. 

Keywornds: E-WOM, Brand Image, Purchasing Decisions, Erigo


