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MOTTO 

 

Life is a journey, walk, fight, and achive all your dream 

Kehidupan adalah perjalanan, berjalanlah, berjuanglah, dan capai segala mimpi 

 

“Sesungguhnya Allah tidak akan mengubah nasib suatu kaum sehingga mereka 

mengubah keadaan yang ada pada diri mereka sendiri” 

(Q.S Ar-Ra’d: 11) 
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ABSTRAK 

 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Electronic Word of Mouth, Brand 

Awareness, dan Perceived Risk terhadap Purchase Intention Produk Laptop Merek 

ASUS. Populasi merupakan masyarakat yang tinggal di wilayah Purwokerto dengan 

kriteria yang telah disyaratkan. Pemilihan sampel dilakukan secara purposive sampling 

dengan jumlah sampel sebanyak 130 responden. Pengumpulan data yang dilakukan 

menggunakan kuesioner offline. Setelah dilakukan uji statistik deskriptif, uji instrumen 

data, uji asumsi klasik, uji regresi linear berganda, uji kecocokan model dan uji 

hipotesis. Hasil penelitian menunjukkan bahwa, Electronic Word of Mouth, Brand 

Awareness, dan Perceived Risk berpengaruh positif dan signifikan terhadap Purchase 

Intention Produk Laptop Merek ASUS. Implikasi penelitian yang telah dilakukan 

diharapkan dapat menjadi bahan pertimbangan perusahaan ASUS untuk meningkatkan 

E-WOM, Brand Awareness dan Perceived Risk. Bagi pembaca penelitian ini dapat 

dijadikan acuan yang memberikan informasi dan pengetahuan tentang E-WOM, Brand 

Awareness, Perceived Risk, dan Purchase Intention. Sedangkan bagi para akademisi 

harapanya dapat memberikan hal baru dan referensi tambahan untuk penelitian lebih 

lanjut. 

Kata Kunci : Brand Awareness, Electronic Word of Mouth, Perceived Risk, Purchase 

Intention 
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ABSTRACT 

 

 

This research aims to analyze the influence of Electronic Word of Mouth, Brand 

Awareness, and Perceived Risk on Purchase Intention for ASUS Brand Laptop 

Products.  The population is people who live in the Purwokerto area with the required 

criteria.  Sample selection was carried out by purposive sampling with a total sample 

of 130 respondents.  Data collection was carried out using an offline questionnaire.  

After carrying out descriptive statistical tests, data instrument tests, classical 

assumption tests, multiple linear regression tests, model fit tests and hypothesis tests.  

The research results show that Electronic Word of Mouth, Brand Awareness, and 

Perceived Risk have a positive and significant effect on Purchase Intention for ASUS 

Brand Laptop Products.  It is hoped that the implications of the research that has been 

carried out can be taken into consideration by the ASUS company to improve E-WOM, 

Brand Awareness and Perceived Risk.  For readers, this research can be used as a 

reference that provides information and knowledge about E-WOM, Brand Awareness, 

Perceived Risk, and Purchase Intention.  Meanwhile, the hope is that academics can 

provide new things and additional references for further research. 

 

Keywords: Brand Awareness, Electronic Word of Mouth, Perceived Risk, Purchase 

Intention 
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