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ABSTRAK 

 

Bisnis di dunia fashion khususnya di Indonesia, telah mengalami peningkatan 

yang pesat. Tantangan utama yang dihadapi para pengusaha adalah 

memperoleh keunggulan kompetitif agar dapat bersaing dalam merebut dan 

memertahankan pangsa pasar. Setiap pebisnis berusaha menarik perhatian 

calon pelanggan dengan memberikan informasi tentang produk yang mereka 

jual menggunakan strategi pemasaran. Penelitian ini bertujuan untuk 

mengetahui dan menganalisis pengaruh Brand Ambassador, Social Media 

Marketing dan Online Customer Review terhadap Keputusan Pembelian 

produk Erigo di Kota Surabaya. Jumlah sampel yang digunakan sebanyak 96 

responden dengan menggunakan teknik purposive sampling. Untuk metode 

pengumpulan data menggunakan E-Kuesioner melalui google form. Hasil 

penilitian menunjukkan secara parsial variabel brand ambassador, social 

media marketing dan online customer review berpengaruh terhadap 

keputusan pembelian produk Erigo di kota Surabaya. Secara simultan 

variabel Brand Ambassador, Social Media Marketing dan Online Customer 

Review secara bersama-sama berpengaruh terhadap keputusan pembelian 

produk Erigo di kota Surabaya.   

Kata Kunci : Brand Ambassador, Social Media Marketing, Online Customer 

Review, dan Keputusan pembelian 
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ABSTRACT 

 

Business in the world of fashion, especially in Indonesia, has experienced 

rapid growth. The main challenge faced by entrepreneurs is to gain a 

competitive advantage so that they can compete in capturing and maintaining 

market share. Every businessman tries to attract the attention of potential 

customers by providing information about the products they sell using 

marketing strategies. This research aims to determine and analyze the 

influence of Brand Ambassadors, Social Media Marketing and Online 

Customer Reviews on Erigo product purchasing decisions in the city of 

Surabaya. The number of samples used was 96 respondents using purposive 

sampling technique. The data collection method uses an E-Questionnaire via 

Google Form. The research results show that the variables of brand 

ambassador, social media marketing and online customer reviews partially 

influence the decision to purchase Erigo products in the city of Surabaya. 

Simultaneously, the variables Brand Ambassador, Social Media Marketing 

and Online Customer Review together influence the decision to purchase 

Erigo products in the city of Surabaya. 

Keywords: Brand Ambassador, Social Media Marketing, Online Customer 

Reviews, and Purchase Decisions 
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