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ABSTRAK 

Kemajuan teknologi yang terus berkembang secara cepat mengakibatkan 

media sosial menjadi salah satu platform untuk melakukan kegiatan promosi bagi 

perusahaan. Salah satu media sosial yang sering digunakan adalah X. Kegiatan 

promosi di media sosial, konsumen akan melihat ulasan dari produk Azarine. 

Azarine merupakan salah satu brand lokal kecantikan yang populer di masyarakat 

Indonesia. Penelitian ini bertujuan untuk menganalisis dan menjelaskan pengaruh 

viral marketing, electronic word of mouth, dan brand image di media sosial X 

berpengaruh terhadap keputusan pembelian produk Azarine melalui market place 

Shopee. Penelitian ini menggunakan metode kuantitatif dengan teknik kuesioner 

melalui Google Form kepada 96 pengguna media sosial X yang pernah melakukan 

pembelian produk Azarine. Data dianalisis menggunakan regresi linier berganda. 

Hasil penelitian menunjukkan bahwa variabel Viral Marketing, Electronic Word of 

Mouth dan Brand Image di media sosial X secara simultan berpengaruh terhadap 

Keputusan Pembelian produk Azarine melalui market place Shopee. Variabel yang 

paling dominan adalah Brand Image, diikuti dengan Viral Marketing dan Electronic 

Word of Mouth.  

Kata Kunci: viral marketing, electronic word of mouth, brand image, keputusan 

pembelian. 
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ABSTRACT 

Technological advances that continue to develop rapidly have resulted in social 

media becoming a platform for carrying out promotional activities for companies. 

One of the social media that is often used is X. Promotional activities on social 

media, consumers will see reviews of Azarine products. Azarine is a local beauty 

brand that is popular among Indonesian people. This research aims to analyze and 

explain the influence of viral marketing, electronic word of mouth, and brand image 

on social media X on purchasing decisions for Azarine products through the Shopee 

market place. This research uses quantitative methods with questionnaire techniques 

via Google Form to 96 X social media users who have purchased Azarine products. 

Data were analyzed using multiple linear regression. The research results show that 

the variables Viral Marketing, Electronic Word of Mouth and Brand Image on 

social media X simultaneously influence the decision to purchase Azarine products 

through the Shopee market place. The most dominant variable is Brand Image, 

followed by Viral Marketing and Electronic Word of Mouth.  

Keywords: viral marketing, electronic word of mouth, brand image, purchasing 

decisions. 
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