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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh word of mouth, brand
awareness, dan brand image ewom terhadap keputusan pembelian produk Natural
Honey di Kota Batam. Penelitian ini menggunakan metode deskriptif dengan
pendekatan kuantitatif. Populasi dalam penelitian adalah konsumen atau pembeli
produk Natural Honey di Kota Batam, dengan jumlah yang tidak diketahui secara
pasti. Sampel penelitian ditentukan menggunakan rumus Jacob Cohen, sehingga
diperoleh 204 responden yang dipilih melalui teknik purposive sampling. Hasil
analisis regresi linier berganda menunjukkan bahwa word of mouth berkontribusi
terhadap keputusan pembelian sebesar 32%, brand awareness sebesar 27,6%, dan
brand image sebesar 40,4%. Selain itu, hasil analisis koefisien determinasi (R?)
menunjukkan bahwa ketiga variabel independen tersebut secara bersama-sama
mampu menjelaskan 59,6% variasi dalam keputusan pembelian (Y). Uji t maupun
uji F membuktikan bahwa word of mouth (X1), brand awareness (X2), dan brand
image (X3) berpengaruh positif dan signifikan, baik secara parsial maupun
simultan, terhadap keputusan pembelian produk Natural Honey.

Kata Kunci: Word of Mouth, Brand Awareness, Brand Image, Keputusan
Pembelian.



ABSTRACT

This study aims to examine the influence of word of mouth, brand awareness, and
brand image (e-WOM) on the purchase decisions of Natural Honey products in
Batam City. The research employs a descriptive method with a quantitative
approach. The population consists of consumers or buyers of Natural Honey
products in Batam City, with an unknown total number. The sample was determined
using the Jacob Cohen formula, resulting in 204 respondents selected through
purposive sampling. The results of multiple linear regression analysis indicate that
word of mouth contributes 32% to purchase decisions, brand awareness contributes
27.6%, and brand image contributes 40.4%. Furthermore, the coefficient of
determination (R?) analysis shows that the combination of these three independent
variables explains 59.6% of the variation in purchase decisions (Y). Both the t-test
and F-test confirm that word of mouth (X1), brand awareness (X2), and brand image
(X3) have a positive and significant influence, both partially and simultaneously, on
the purchase decisions of Natural Honey products.

Keywords: Word of Mouth, Brand Awareness, Brand Image, Purchasing Decision.
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