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ABSTRAK

Komunikasi Electronic Word Of Mouth (EWOM) Di Media Sosial Twitter.
Dalam penelitian ini penulis meneliti mengenai bagaimana Komunikasi Electronic
Word Of Mouth Dalam Autobase Di Media Sosial Twitter @ohmybeautybank.
Tujuan dari penelitian ini yaitu untuk mendeskripsikan Komunikasi Electronic
Word Of Mouth Dalam Autobase Di Media Sosial Twitter @ohmybeautybank.
Penelitian ini  menggunakan pendekatan kualitatif. Dengan paradigma
konstruktivis. Dalam teknik pengumpulan data penulis menggunakan observasi

online.

Peneliti menemukan 5 tema pada hasil reduksi data, tema-tema tersebut
terlihat dalam jenis menfess yang dikirimkan, yaitu: rekomendasi produk,
preferensi, ulasan produk, general question, dan persuasif. Ada 5 dimensi
Electronic word of mouth (E-WOM) menurut Humaira (2016) dalam lingkup sosial
media atau Social Networking Sites (SNS), yaitu tie strength, homophily, trust,
normative influence, dan informational influence. Berdasarkan hasil analisa dan
pembahasan penelitian pada akun Twitter autobase @ohmybeautybank yaitu dapat
disimpulkan bahwa terjadi komunikasi electronic word of mouth dalam akun
Twitter @ohmybeautybank melalui sebuah menfess dan balasan dari menfess itu

sendiri.

Kata Kunci: Komunikasi EWOM, Media Sosial, Twitter.
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ABSTRACT

Electronic Word Of Mouth (EWOM) Communication on Social Media
Twitter. In this study the authors examine how Electronic Word Of Mouth
Communication in Autobase on Twitter @ohmybeautybank Social Media. The
purpose of this study is to describe Electronic Word Of Mouth Communication in
Autobase on Twitter @ohmybeautybank Social Media. This study uses a qualitative
approach. With a constructivist paradigm. In the data collection technique the

author uses online observation.

The researcher found 5 themes in the data reduction results, these themes
were seen in the types of menfess sent, namely: product recommendations,
preferences, product reviews, general questions, and persuasion. There are 5
dimensions of Electronic word of mouth (E-WOM) according to Humaira (2016) in
the scope of social media or Social Networking Sites (SNS), namely tie strength,
homophily, trust, normative influence, and informational influence. Based on the
results of the analysis and discussion of research on the Twitter account autobase
@ohmybeautybank, it can be concluded that electronic word of mouth
communication occurred on the Twitter account @ohmybeautybank through a

menfess and replies from the menfess itself.

Keywords: EWOM Communication, Social Media, Twitter.
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