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(1191903002)   

 

 

ABSTRAK 

 

Tujuan dari penelitian ini adalah untuk mengetahui “Pengaruh Electronic Word of 

Mouth (E-WOM) Instagram @crispiedeli Terhadap Brand Awareness Konsumen 

di Jakarta Selatan” dengan subjek penelitian masyarakat yang pernah menjadi 

konsumen CrispieDeli ataupun yang masih menjadi calon konsumen CrispieDeli, 

yang berdomisili di Jakarta Selatan. Penelitian ini menggunakan pendekatan 

kuantitatif dengan metode pengumpulan data melalui survei menggunakan 

kuesioner secara daring, dengan jumlah sampel sebanyak 100 responden. 

Berdasarkan hasil uji regresi sederhana yang telah dilakukan pada penelitian ini, 

hasil yang didapatkan adalah aktivitas komunikasi pemasaran online seperti E-

WOM terbukti memiliki pengaruh sebesar 42.6% terhadap brand awareness di 

benak konsumen CrispieDeli di Jakarta Selatan. Selain itu, juga terdapat korelasi 

atau hubungan yang kuat dan positif sebesar 0.653 antara E-WOM terhadap brand 

awareness. Kesimpulan dari penelitian ini adalah terdapat pengaruh dan korelasi 

yang kuat dan positif antara variabel E-WOM terhadap variabel brand awareness 

di dalam praktik komunikasi pemasaran online. 

 

 

Kata kunci: Komunikasi Pemasaran Online, Electronic Word of Mouth (E-WOM), 

Brand Awareness, Pendekatan Kuantitatif, Kuliner Asia 
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THE EFFECT OF @CRISPIEDELI’S INSTAGRAM ELECTRONIC 

WORD OF MOUTH (E-WOM) TOWARDS CONSUMER BRAND 

AWARENESS IN SOUTH JAKARTA 

ADITYA RIZKY RAMADHAN 

(1191903002) 

 

ABSTRACT 

 

The purpose of this study is to determine "The Effect of @crispiedeli’s Instagram 

Electronic Word of Mouth (E-WOM towards Consumer Brand Awareness in South 

Jakarta" with the research subjects of people who have been CrispieDeli consumers 

or who are still prospective consumers, domicilied in South Jakarta. This study 

utilized a quantitative approach with data collection methods through surveys using 

online questionnaires, with a total sample of 100 respondents. Based on the finding 

from the simple regression test within this study is that, online marketing 

communication activity such as E-WOM is proven to have an effect of 42.6% on 

brand awareness in the minds of CrispieDeli consumers in South Jakarta. In 

addition, the finding from the correlation test also prove that there is a strong and 

positive relationship as mush as 0.653 between E-WOM and brand awareness. The 

conclusion of this study is that there is a strong and positive effect and correlation 

between the E-WOM variable on brand awareness variable within online marketing 

communication activity. 

 

 

Keywords: Online Marketing Communication, Electronic Word of Mouth (E-

WOM), Brand Awareness, Quantitative Approach, Asian Cuisine  
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