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MOTTO 

“Knowledge is power, embrace the journey” 

 

“Angin tidak berhembus untuk menggoyangkan pepohonan, melainkan 

menguji kekuatan akarnya” 

(Ali bin Abi Thalib) 

 

“Jangan terlena dengan DEADLINE yang MASIH LAMA” 
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ABSTRAK 

Berkembangnya tren penggunaan internet semakin cepat diiringi dengan perkembangan dunia 

digital 4.0 peran internet sangat penting dalam perubahan gaya hidup masyarakat dalam 

berbelanja online dan persaingan bisnis yang semakin ketat bagi perusahaan. Tujuan dari 

penelitian ini adalah menganalisis pengaruh online customer review, brand ambasador dan 

nilai pelanggan terhadap keputusan pembelian brand erigo di e-commerce shopee. Penelitian 

ini menggunakna metode kuantitatif dengan metode kuesioner (survei) yang disebarkan 

melalui google formulir kepada 97 responden masyarakat Purwokerto yang pernah membeli 

produk brand Erigo secara online di e-commerce Shopee dengan Accidental sampling. Data 

yang terkumpul diolah menggunakan SPSS versi 25. Metode analisis melalui uji instrumen, uji 

asumsi klasik, dan analisis regresi linear berganda. Hasil analisis regresi menunjukan bahwa 

online customer review tidak berpengaruh terhadap keputusan pembelian, brand ambasador 

berpengaruh positif dan signifikan terhadap keputusan pembelian, nilai pelanggan berpengaruh 

positif dan signifikan terhadap keputusan pembelian. 

 

Kata Kunci : Online Customer Review, Brand Ambasador, Nilai Pelanggan, Keputusan 

Pembelian 
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Abstract 

The growing trend of internet use is increasingly rapid, accompanied by the development of the 

digital world 4.0, the role of the internet is very important in changes in people's lifestyles in 

online shopping and increasingly fierce business competition for companies. The aim of this 

research is to analyze the influence of online customer reviews, brand ambassadors and 

customer values on purchasing decisions for the Erigo brand on Shopee e-commerce. This 

research uses a quantitative method with a questionnaire (survey) method which was 

distributed via Google form to 97 respondents from the Purwokerto community who had 

purchased Erigo brand products online at Shopee e-commerce using accidental sampling. The 

collected data was processed using SPSS version 25. The analysis method was through 

instrument testing, classical assumption testing, and multiple linear regression analysis. The 

results of the regression analysis showed that online customer reviews had no effect on 

purchasing decisions, brand ambassadors had a positive and significant effect on purchasing 

decisions, value customers have a positive and significant influence on purchasing decisions. 

 

Keywords: Online Customer Review, Brand Ambassador, Customer Value, Purchasing 

Decision 
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