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PENGARUH E-WOM TERHADAP BRAND IMAGE, BRAND 

ATTITUDE DAN CONSUMER BEHAVIOR PADA KEPUTUSAN 

PEMBELIAN DI E-COMMERCE SHOPEE  

 (Muhamad Ridho Al Qodari) 

ABSTRAK 

 

Perkembangan teknologi informasi dan internet telah mengalami kemajuan 

dengan pesat sampai saat ini. Perkembangan tersebut telah merubah trend 

masyarakat termasuk dalam transaksi jual beli. Transaksi seperti ini dikenal 

dengan istilah e-commerce. Saat ini, e-commerce telah menjadi usaha yang 

sangat populer di Indonesia. Persaingan usaha e-commerce sangatlah ketat, 

khususnya di Indonesia, melihat dari jumlah e-commerce yang terus 

bertambah dan berkembang dalam menarik minat consumer agar 

mengunjungi e-commerce tersebut. Berdasarkan data yang dikeluarkan oleh 

iPrice, pada kuartal IV/2020 Shopee berhasil menjadi urutan pertama e-

commerce dengan jumlah kunjungan situs terbanyak di Indonesia. Dalam 

memenangi persaingan dan keberlangsungan usaha e-commerce dapat 

bertahan, sebuah e-commerce harus memiliki kelebihan tersendiri sehingga 

mampu menarik consumer behavior. Rekomendasi berdasarkan ulasan dari 

consumer lain dianggap lebih dapat dipercaya daripada hanya melihat dari 

kegiatan promosi yang berasal dari perusahaan e-commerce itu sendiri dan 

dapat sangat mempengaruhi keputusan orang lain untuk menggunakan (atau 

menghindari) suatu jasa. Oleh karena itu, penelitian ini dilakukan untuk 

mengetahui seberapa besar pengaruh E-WOM terhadap brand image, brand 

attitude dan consumer behavior pada e-commerce Shopee. Hasil penelitian 

yang telah dilakukan terhadap masyarakat mengenai pengaruh Electronic 

Word of Mouth terhadap brand image, brand attitude dan consumer behavior 

pada shopee yaitu pada variabel electronic word of mouth terhadap brand 

image, responden memberikan persepsi yang positif. Pada variabel electronic 

word of mouth terhadap brand attitude, responden memberikan persepsi yang 

positif. Pada variabel electronic word of mouth terhadap consumer behavior, 

pengguna shopee berdasarkan hasil penelitian yang dilakukan dengan analisis 

regresi linear berganda diperoleh kesimpulan bahwa electronic word of mouth 

memiliki pengaruh positif terhadap consumer behavior pengguna shopee. 

Kata kunci: E-WOM, Brand Image, Brand Attitude, Consumer Behavior, 

Keputusan Pembelian. 
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THE EFFECT OF E-WOM ON BRAND IMAGE, BRAND 

ATTITUDE AND CONSUMER BEHAVIOR ON PURCHASING 

DECISIONS IN E-COMMERCE SHOPEE 

 (Muhamad Ridho Al Qodari) 

 

ABSTRACT (English) 

 

The development of information technology and the internet has progressed 

rapidly until now. These developments have changed the trend of society, 

including in buying and selling transactions. Transactions like this are known 

as e-commerce. Currently, e-commerce has become a very popular business 

in Indonesia. Competition in the e-commerce business is very tight, especially 

in Indonesia, seeing from the number of e-commerce that continues to grow 

and develop in attracting consumers to visit the e-commerce. Based on data 

released by iPrice, in the fourth quarter of 2020 Shopee managed to become 

the first e-commerce site with the highest number of website visits in 

Indonesia. In winning the competition and the continuity of the e-commerce 

business to survive, an e-commerce must have its own advantages so that it 

can attract consumer behavior. Recommendations based on reviews from 

other consumers are considered more trustworthy than just looking at the 

promotional activities that come from the e-commerce company itself and can 

greatly influence the decision of others to use (or avoid) a service. Therefore, 

this study was conducted to determine how much influence E-WOM has on 

brand image, brand attitude and consumer behavior in Shopee e-commerce. 

The results of research that has been conducted on the public regarding the 

influence of Electronic Word of Mouth on brand image, brand attitude and 

consumer behavior on shopee, namely on the variable electronic word of 

mouth on brand image, respondents gave positive perceptions. In the 

electronic word of mouth variable on brand attitude, respondents gave a 

positive perception. On the variable electronic word of mouth on consumer 

behavior, shopee users based on the results of research conducted with 

multiple linear regression analysis concluded that electronic word of mouth 

has a positive influence on consumer behavior of shopee users. 

Keywords: E-WOM, Brand Image, Brand Attitude, Consumer Behavior, 

Purchasing Decisions. 
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