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ABSTRAK

Annisa Ferda Yanti, 1910414320054. 2023. Pengaruh Electronic Word Of
Mouth dan Brand Image Terhadap Minat Beli Konsumen di Esteh Indonesia
(Studi Pada Konsumen Usia 20-24 Tahun di Kota Banjarbaru). Dibawah
bimbingan Achmad Bayu Chandrabuwono.

Penelitian ini bertujuan untuk (1) menjelaskan pengaruh electronic word of
mouth (EWOM) terhadap minat beli konsumen Esteh Indonesia (2) menjelaskan
pengaruh brand image terhadap minat beli konsumen Esteh Indonesia. (3) menjelaskan
pengaruh electronic word of mouth dan brand image terhadap minat beli konsumen
Esteh Indonesia.

Metode penelitian yang digunakan yaitu kuantitatif ekplanatif. Populasi pada
penelitian ini yaitu masyarakat kota Banjarbaru dengan usia 20-24 tahun sebanyak
24,361. Teknik sampling yang digunakan yaitu simple random sampling dengan
jumlah 342 sampel. Instrumen pada penelitian ini yaitu menggunakan kuesioner dalam
bentuk google formulir. Teknik analisis data yang digunakan menggunakan model
regresi linear berganda dengan program SPSS 26.

Hasil penelitian menunjukkan bahwa 1. Electronic Word Of Mouth berpengaruh
positif terhadap minat beli hal tersebut dibuktikan dengan hasil uji T yaitu t hitung
sebesar 10,176 lebih besar dari t tabel 1,966. 2. Brand image berpengaruh positif
terhadap minat beli ini dibuktikan dengan hasil uji T yaitu t hitung sebesar 8,888 lebih
besar dari t tabel 1,966. 3. Electronic Word of Mouth dan Brand Image secara bersama-
sama berpengaruh terhadap minat beli hal tersebut dibuktikan dengan hasil uji F yaitu
F hitung sebesar 318,728 lebih besar dari F tabel 3,03. Dilihat dari hasil Koefisien
determinasi Electronic Word Of Mouth dan Brand Image dapat mempengaruhi minat
beli sebesar 0,653 atau 65,3% sehingga 34,7% dipengaruhi oleh variabel lain yang
tidak dilakukan pada penelitian ini.

Kata Kunci : Electronic Word of Mouth, E-WOM, Brand Image, Minat Beli

111



ABSTRACT

Annisa Ferda Yanti, 1910414320054. 2023. The Effect of Electronic Word Of
Mouth and Brand Image on Consumer Purchase Intentions in Esteh Indonesia
(Study on Consumers Aged 20-24 Years in Banjarbaru City). Under the guidance of
Achmad Bayu Chandrabuwono.

This research aims to (1) explain the influence of electronic word of mouth
(EWOM) on the purchase intention of Esteh Indonesia consumers (2) explain the effect
of brand image on the purchase intention of Esteh Indonesia consumers. (3) to explain
the influence of electronic word of mouth and brand image on the bpurchase intention
of Esteh Indonesia consumers.

The research method used is explanative quantitative. The population in this
study is the people of the city of Banjarbaru with the age of 20-24 years as many as
24,361. The sampling technique used was simple random sampling with a total of 342
samples. The instrument in this study was using a questionnaire in the form of Google
form. The data analysis technique used is a multiple linear regression model with the
SPSS 26 program.

Based on the research results showed that 1. Electronic Word Of Mouth has a
positive effect on purchase intention. This is evidenced by the results of the T test,
namely t count of 10.176 greater than t table 1.966. 2. Brand image has a positive effect
on purchase intention. This is evidenced by the results of the T test, namely t count of
8.888, greater than t table of 1.966. 3. Electronic Word of Mouth and Brand Image
together influence purchase intention, this is evidenced by the results of the F test,
namely the F count of 318.728, greater than the F table of 3.03. Judging from the
results of the coefficient of determination Electronic Word Of Mouth and Brand Image
can affect purchase intention by 0.653 or 65.3% so that 34.7% is influenced by other
variables which were not carried out in this study.

Keywords: Electronic Word of Mouth, E-WOM, Brand Image, Purchase Intention
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