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ABSTRAK

Ketatnya persaingan bisnis antar perusahaan dalam berbagai bidang saat ini
tidak dapat dihindari. Salah satunya pada bidang pemasaran. Perusahaan dituntut
untuk terus melakukan berbagai macam strategi pemasaran dengan cara yang
kreatif guna membangun kesadaran merek yang dapat berakhir pada keputusan

pembelian.

Penelitian ini bertujuan untuk menguji pengaruh antara variabel viral
marketing, celebrity endorser, dan electronic word of mouth terhadap keputusan
pembelian produk Erigo di Shopee yang dimediasi oleh kesadaran merek.
Penelitian ini menggunakan metode penelitian kuantitatif dengan jenis metode
survei. Jumlah sampel dalam penelitian ini sebanyak 250 responden yang diperoleh
melalui teknik pengambilan sampel simple random sampling. Penelitian ini
menggunakan pendekatan Partial Least Square (PLS) yang merupakan model
persamaan Structural Equation Model (SEM) yang diolah melaui software
SmartPLS 3.2.9. Metode analisis yang digunakan adalah analisis jalur.

Hasil dari penelitian ini menunjukkan bahwa variabel viral marketing,
celebrity endorser, dan electronic word of mouth memiliki pengaruh signifikan
terhadap keputusan pembelian. Peran variabel mediasi terhadap variabel viral
marketing dalam penelitian ini memiliki pengaruh secara full mediation, yang
menunjukkan bahwa variabel' viral marketing ‘memiliki'pengaruh secara tidak
langsung terhadap keputusan pembelian produk Erigo di Shopee yang dimediasi
oleh kesadaran merek. Sedangkan variabel celebrity endorser dan electronic word
of mouth dalam penelitian ini memiliki pengaruh secara partial mediation, yang
menunjukkan bahwa variabel celebrity endorser dan electronic word of mouth
memiliki pengaruh secara langsung terhadap keputusan pembelian produk Erigo di

Shopee yang dimediasi oleh kesadaran merek.

Penelitian ini memberikan rekomendasi kepada pihak perusahaan agar
dapat konsisten melakukan promosi dengan cara viral marketing, mempertahankan

dan lebih selektif dalam pemilihan celebrity endorser yang memiliki reputasi dan



image positif dikalangan masyarakat, serta dapat memperhatikan e-WoM dalam

meningkatkan kesadaran merek dan berakhir pada keputusan pembelian.

Kata kunci: viral marketing, celebrity endorser, electronic word of mouth,

keputusan pembelian, kesadaran merek, Erigo.



ABSTRACT
Currently, intense business competition between companies in various
fields cannot be avoided. One of them is in the field of marketing. Companies are
required to continue to carry out various marketing strategies in creative ways to

build brand awareness which can lead to purchasing decisions.

This research aims to examine the influence of viral marketing, celebrity
endorser, and electronic word of mouth variables on purchasing decisions for
Erigo products at Shopee which is mediated by brand awareness. This research
uses quantitative research methods with a survey method. The number of samples
in this study was 250 respondents obtained through simple random sampling
techniques. This research uses the Partial Least Square (PLS) approach, which is
a Structural Equation Model (SEM) equation model processed using SmartPLS
3.2.9 software. The analysis method used is path analysis.

The results of this research show that the variables viral marketing,
celebrity endorser, and electronic word of mouth have a significant influence on
purchasing decisions. The role of the mediating variable on the viral marketing
variable in this research has a full mediation effect, which shows that the viral
marketing variable has an indirect influence on the decision to purchase Erigo
products at Shopee which is mediated by brand awareness. Meanwhile, the
celebrity endorser-and electranic, word of mouth, variables in- this study have a
partial mediation effect, which shows that the celebrity.endorser and electronic
word of mouth variables have a direct influence on the decision to purchase Erigo

products at Shopee which is mediated by brand awareness.

This research provides recommendations to companies so that they can
consistently carry out promotions using viral marketing, maintain and be more
selective in selecting celebrity endorsers who have a reputation and positive image
among the public, and can pay attention to e-WoM in increasing brand awareness

and ultimately in purchasing decisions.

Xi



Keywords: viral marketing, celebrity endorser, electronic word of mouth, purchase
decisions, brand awareness, Erigo.
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