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ABSTRAK 

Penggunaan pengelolaan electronic word of mouth untuk menciptakan 

percakapan di dunia maya marak terjadi. Salah satu contoh yang ramai 

diperbincangkan adalah terkait produk lokal Carasun Beauty yang diketahui 

mengarahkan pembicaraan terkait produknya di media sosial menggunakan buzzer 

untuk pengelolaan electronic word of mouth-nya. Percakapan dari mulut ke mulut di 

media sosial ini sering juga disebut dengan istilah electronic word of mouth. Penelitian 

ini berusaha melihat apakah electronic word of mouth kemudian dapat berpengaruh 

terhadap brand image dari Carasun Beauty. Penelitian ini merupakan penelitian 

kuantitatif bersifat eksplanatif, dan data dikumpulkan dengan menggunakan survei 

online di media sosial Twitter. Dengan teknik non-probability purposive sampling, 

didapatkan 201 responden yang kemudian datanya diolah menggunakan analisis 

regresi. Hasil dari penelitian ini bahwa terdapat pengaruh electronic word of mouth 

terhadap brand image Carasu Beauty di Twitter sebesar 64.7% dan sisanya sebesar 

35.3% dipengaruhi faktor lain. 

Kata Kunci: Electronic Word of Mouth, Brand Image, Twitter, Buzzer 
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ABSTRACT 

Electronic word of mouth usage management for creating conversation online is 

often occured lately. One brand that often mentioned is a local brand "Carasun 

Beauty". Carasun is known directing online conversation to discuss it's product on 

social media and using buzzer for it's electronic word of mouth management. 

Conversation through word of mouth on social media is often referred to as "Electronic 

Word of Mouth". This study seeks to see whether Electronic Word of Mouth can affect 

the Brand Image of Carasun Beauty. This research is an explanatory quantitative 

research, and the data was collected using an online survey on Twitter. With the non- 

probability purposive sampling technique, 246 respondents were obtained which were 

then processed using regression analysis. The results of the study concluded that there 

was an influence of Electronic Word of Mouth on the Carasun Beauty Brand Image on 

Twitter by 16.4% and 83.6% influenced by other factors. 

Key Words: Electronic Word of Mouth, Brand Image, Twitter, Buzzer 
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