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ABSTRAK 

Penelitia in ini bertujuain untuk menga ina ilisis penga iruh braind imaige dain e-

WOM terhaidaip keputusain pembelia in konsumen mairketplaice Shopee. Penelitiain 

tida ik terba ita is pa ida i sa itu tempa it tertentu, mela iinka in daipait mencaikup berba iga ii loka isi 

yaing relevain denga in fokus studi (penggunai ma irketplaice shopee). Penga imbila in 

saimpel yaing diguna ika in daila im penelitia in ini aidaila ih non-probaibility sa impling 

dengain mengguna ika in teknik purposive saimpling terdaipait 150 responden.  Daita i 

penelitia in ini diperoleh da iri kuesioner. Teknik a inailisis ya ing digunaikain daila im 

penelitia in ini a ida ila ih metode regresi lineair berga inda i. Ha isil ainailisis daita i denga in 

baintuain Sta itistica il Product aind Service Solutions (SPSS) Versi 26. Berdaisairka in 

haisil uji F menujukkain nila ii Fhitung 120.781 dengain nilaii Fta ibel sebesair 3,056 

sehinggai nila ii Fhitung > Fta ibel (120.781 > 3,056) dengain tingka it signifika insi 0,000 > 

0,05 maika i da ipa it disimpulka in baihwa i Braind Imaige (X1), e-WOM (X2) berpengairuh 

dain signifika in secaira i bersa ima i-sa ima i terha ida ip Keputusain Pembeliain (Y). 

Berdaisa irka in ha isil uji t menujukka in ba ihwai Braind Ima ige dengain nila ii sig Bra ind 

Imaige (X1) terha ida ip Keputusain Pembeliain (Y) a ida ila ih sebesair 0,000 < 0,05 da in 

nila ii t hitung > t ta ibel aida ilaih sebesa ir 4,885 > 1,976. Maikai da ipa it disimpulka in baihwa i 

vairiaibel Braind Imaige berpengairuh da in signifika in terha ida ip Keputusain Pembelia in. 

E-WOM dengain nilaii sig e-WOM (X2) terha ida ip Keputusa in Pembelia in a ida ila ih 

sebesair 0,000 < 0,05 dain t hitung > t ta ibel aidailaih sebesa ir 4,984 > 1,976 maika i da ipa it 

disimpulka in baihwa i vairia ibel e-WOM berpenga iruh dain signifika in terhadap 

Keputusan Pembelian. Sedangkan hasil koefisien korelasi (R) brand image, e-wom 

terhadap keputusan pembelian konsumen memperoleh nilai koefisien nilai kolerasi 

sebesar 0,788 pada taraf signifikansi α 5%. Sedangkan hasil koefisien deteminasi 

(R2) diperoleh nilai 0.617. Hal ini menunjukan bahwa Brand imgae dan e-WOM 

mampu menjelaskan tentang variabel Keputusan pembelian sebesar 0.617 atau 

61,7%. Serta sisanya sebesar 38,3% bisa dijelaskan/dipengaruhi oleh variabel lain 

yang tidak termasuk dalam penelitian ini. 

 

Kata Kunci: Brand Image, e-WOM, Keputusan Pembelian Konsumen 
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ABSTRACT 

This study aims to analyze the effect of brand image and e-WOM on consumer 

purchasing decisions for the Shopee marketplace. Research is not limited to one 

specific place, but can include various locations that are relevant to the focus of the 

study (shopee marketplace users). The sampling used in this study was non-

probability sampling using purposive sampling technique, there were 150 

respondents.  This research data was obtained from a questionnaire. The analysis 

technique used in this research is multiple linear regression method. Based on the 

results of the F test, the Fcount value is 120.781 with a Ftable value of 3.056 so 

that the Fcount> Ftable value (120.781> 3.056) with a significance level of 0.000> 

0.05, it can be concluded that Brand Image (X1), e-WOM (X2) have a jointly 

significant effect on Purchasing Decisions (Y). Based on the results of the t test, it 

shows that Brand Image with a sig value of Brand Image (X1) on Purchasing 

Decisions (Y) is 0.000 <0.05 and the value of t count> t table is 4.885> 1.976. So 

it can be concluded that the Brand Image variable has a significant effect on 

Purchasing Decisions. E-WOM with a sig value of e-WOM (X2) on Purchasing 

Decisions is 0.000 <0.05 and t count> t table is 4.984> 1.976, it can be concluded 

that the e-WOM variable has an effect and is significant on Purchasing Decisions. 

Meanwhile, the results of the correlation coefficient (R) of brand image, e-wom on 

consumer purchasing decisions obtained a correlation coefficient value of 0.788 at 

a significance level of α 5%. While the result of the detemination coefficient (R2) 

obtained a value of 0.617. This shows that Brand imgae and e-WOM are able to 

explain the purchasing decision variable by 0.617 or 61.7%. And the remaining 

38.3% can be explained / influenced by other variables not included in this study. 

 

Keyword: Brand Image, e-WOM, Consumer Purchase Decision 
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