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(Studi Kasus Pada Konsumen Laptop Lenovo di Kota Semarang) 

 

 

 
ABSTRAK 

 

Tujuan dalam penelitian ini adalah untuk menguji pengaruh electronic 

word of mouth terhadap keputusan pembelian, menguji pengaruh citra merek 

terhadap keputusan pembelian, dan menguji pengaruh electronic word of mouth 

terhadap keputusan pembelian. Pada penelitian ini mengambil studi kasus pada 

konsumen Laptop Lenovo di Kota Semarang. Metode penelitian yang digunakan 

untuk menganalisis penelitian ini adalah kuantitatif dengan pendekatan 

penelitian filsafat positivisme dan jenis penelitian yang digunakan adalah 

penelitian asosiatif yang bertujuan untuk mencari seberapa pengaruhnya 

electronic word of mouth (X1) dan citra merek (X2) terhadap keputusan 

pembelian (Y). 

Metode penelitian menggunakan uji hipotesis parsial dan uji simultan 

dengan menggunakan program IBM SPSS 25. Sampel dalam penelitian ini 

berjumlah 100 responden. Teknik pengambilan sampel menggunakan sampling 

insidental dengan penentuan sampel berdasarkan kriteria responden. Teknik 

pengumpulan data menggunakan kuesioner penelitian dan observasi. 

Teknik dan alat analisis data yang digunakan dalam penelitian ini adalah 

uji validitas dan uji reliabilitas, analisis statistik deskriptif, uji asumsi klasik, 

koefisien determinasi, analisis regresi linear berganda, uji Hipotesis uji t 

(parsial), dan uji Hipotesis uji f (simultan). 

Hasil penelitian menunjukkan bahwa electronic word of mouth 

berpengaruh secara signifikan terhadap keputusan pembelian laptop Lenovo di 

Kota Semarang, citra merek berpengaruh secara signifikan terhadap keputusan 

pembelian laptop Lenovo di Kota Semarang, dan electronic word of mouth dan 

citra merek secara simultan berpengaruh secara signifikan terhadap keputusan 

pembelian laptop Lenovo di Kota Semarang. 
 

Kata Kunci: Electronic Word Of Mouth, Citra Merek, Keputusan Pembelian 
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THE INFLUENCE OF ELECTRONIC WORD OF MOUTH 

AND BRAND IMAGE ON LENOVO LAPTOP PURCHASING 

DECISIONS 
(Case Study on Lenovo Laptop Consumers in Semarang City) 

 

 

 
ABSTRACT 

 

The purpose of this study was to examine the effect of electronic word of 

mouth on purchasing decisions, examine the effect of brand image on purchasing 

decisions, and examine the effect of electronic word of mouth on purchasing 

decisions. This research takes a case study on Lenovo Laptop consumers in 

Semarang City. The research method used to analyze this research is quantitative 

with a research approach to the philosophy of positivism and a type of research 

used is associative research which aims to find out how much influence electronic 

word of mouth (X1) and brand image (X2) have on purchasing decisions (Y). 

The research method uses partial hypothesis testing and simultaneous 

testing using the IBM SPSS 25 program. The sample in this study is 100 

respondents. The sampling technique uses incidental sampling by determining the 

sample based on respondent criteria. Data collection techniques using 

questionnaires research and observation. 

Data analysis techniques and tools used in this study are validity and 

reliability tests, descriptive statistics analysis, classic assumption test, coefficient 

determination, multiple linear regression analysis, hypothesis testing t test 

(partial), and hyphothesis testing f test (simultaneous). 

The results showed that electronic word of mouth had a significant effect 

on Lenovo laptop purchasing decisions in Semarang City, brand image had a 

significant effect on Lenovo laptop purchasing decisions in Semarang City, and 

electronic word of mouth and brand image simultaneously had a significant effect 

on purchasing decisions Lenovo laptops in Semarang City. 

 

Keywords: Electronic Word Of Mouth, Brand Image, Purchasing Decision 
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