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ABSTRAK 

Muhammad Syah Naufaly Aziz. 202110325175. Perkembangan teknologi 

digital telah mengubah lanskap pemasaran, menciptakan peluang baru bagi merek 

untuk menjangkau konsumen secara lebih efektif. Erigo, sebagai merek fashion 

Indonesia yang terus berkembang, memanfaatkan strategi pemasaran modern 

seperti Electronic Word of Mouth (eWOM), Social Media Marketing, dan Brand 

Ambassador untuk menarik perhatian generasi muda. Penelitian ini bertujuan 

untuk: (1) menganalisis pengaruh eWOM terhadap keputusan pembelian produk 

Erigo, (2) mengevaluasi pengaruh Social Media Marketing terhadap keputusan 

pembelian produk Erigo, (3) mengidentifikasi pengaruh Brand Ambassador 

terhadap keputusan pembelian produk Erigo, dan (4) mengeksplorasi pengaruh 

kombinasi ketiga strategi tersebut terhadap keputusan pembelian. Penelitian 

menggunakan metode kuantitatif dengan data yang dikumpulkan melalui kuesioner 

daring dari 171 responden mahasiswa Program Studi Manajemen Angkatan 2021 

Universitas Bhayangkara Jakarta Raya. Data dianalisis menggunakan SPSS. Hasil 

penelitian menunjukkan bahwa eWOM membangun kepercayaan konsumen 

melalui ulasan positif, Social Media Marketing memperkuat keterlibatan emosional 

konsumen, dan Brand Ambassador menciptakan citra positif yang memengaruhi 

loyalitas. Secara kolektif, ketiga strategi ini berpengaruh signifikan terhadap 

keputusan pembelian produk Erigo. Penelitian ini menegaskan pentingnya integrasi 

strategi digital dan personalisasi dalam membangun hubungan konsumen di era 

modern. Temuan ini memberikan wawasan strategis bagi merek fashion dan pelaku 

industri lain yang ingin memanfaatkan pemasaran digital untuk meningkatkan daya 

saing. 

Kata kunci : Electronic Word Of Mouth, Social Media Marketing, Brand 

Ambassador, dan Keputusan Pembelian.  
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ABSTRACT 

Muhammad Syah Naufaly Aziz. 202110325175. Developments in digital 

technology have changed the marketing landscape, creating new opportunities for 

brands to reach consumers more effectively. Erigo, as an Indonesian fashion brand 

that continues to grow, utilizes modern marketing strategies such as Electronic 

Word of Mouth (eWOM), Social Media Marketing, and Brand Ambassador to 

attract the attention of the younger generation. This research aims to: (1) analyze 

the influence of eWOM on Erigo product purchasing decisions, (2) evaluate the 

influence of Social Media Marketing on Erigo product purchasing decisions, (3) 

identify the influence of Brand Ambassadors on Erigo product purchasing 

decisions, and (4) explore the influence a combination of these three strategies on 

purchasing decisions. The research used quantitative methods with data collected 

through online questionnaires from 171 respondents from the 2021 Management 

Study Program students at Bhayangkara University, Jakarta Raya. Data were 

analyzed using SPSS. The research results show that eWOM builds consumer trust 

through positive reviews, Social Media Marketing strengthens consumer emotional 

involvement, and Brand Ambassadors create a positive image that influences 

loyalty. Collectively, these three strategies have a significant influence on 

purchasing decisions for Erigo products. This research emphasizes the importance 

of integrating digital strategies and personalization in building consumer 

relationships in the modern era. These findings provide strategic insights for 

fashion brands and other industry players who want to leverage digital marketing 

to increase competitiveness..  

Keywords: Electronic Word Of Mouth, Social Media Marketing, Brand 

Ambassador, and Purchasing Decisions. 
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