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ANALISIS ELECTRONIC WORD OF MOUTH DALAM AKTIVITAS 

MULTI LEVEL MARKETING 

(STUDI KASUS PADA PARA KONSULTAN ORIFLAME) 

LINTANG AMBARWATI 

 

ABSTRAK 

 

Di era digital, E-WOM menjadi strategi penting, terutama selama pandemi 

COVID-19 yang membatasi interaksi tatap muka. Penelitian ini menggunakan 

penelitian kualitatif dengan metode studi kasus. Hasil penelitian menunjukkan 

bahwa E-WOM dari Oriflame dilakukan oleh konsumen yang menyukai brand 

dan karyawan Oriflame itu sendiri melalui platform media sosial, seperti 

WhatsApp, Instagram, Facebook, dan TikTok. Strategi E-WOM ini terbukti efektif 

falam membangun kepercayaan konsumen, mempengaruhi keputusan pembelian, 

dan memperluas jaringan bisnis MLM Oriflame. Faktor trustworthiness dan 

expertise para konsultan Oriflame memainkan peran kunci dalam keberhasilan E-

WOM, dengan pemahaman yang mendalam tentang produk dan kemampuan 

untuk membangun kepercayaan melalui testimoni pribadi sebagai elemen 

utamanya. Penelitian ini memberikan wawasan praktis bagai Oriflame dan 

perusahaan MLM lainnya dalam mengembangkan strategi E-WOM yang efektif di 

era digital ini. 

 

Kata Kunci: Electronic Word of Mouth, Multi Level Marketing, Oriflame 
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ANALYSIS OF ELECTRONIC WORD OF MOUTH IN MULTI-LEVEL 

MARKETING ACTIVITIES 

(CASE STUDY ON ORIFLAME’S CONSULTANTS) 

LINTANG AMBARWATI 

 

ABSTRACT 

 

In the digital era, E-WOM has become an important strategy, especially during 

the COVID-19 pandemic which limits face-to-face interactions. This study uses 

qualitative research with a case study method. The results of the study show that 

E-WOM from Oriflame is carried out by consumers who like the brand and 

Oriflame employees themselves through social media platforms, such as 

WhatsApp, Instagram, Facebook, and TikTok. This E-WOM strategy has proven 

effective in building consumer trust, influencing purchasing decisions, and 

expanding Oriflame's MLM business network. The trustworthiness and expertise 

of Oriflame consultants play a key role in the success of E-WOM, with a deep 

understanding of the product and the ability to build trust through personal 

testimonials as its main elements. This study provides practical insights for 

Oriflame and other MLM companies in developing effective E-WOM strategies in 

this digital era. 

 

Keywords: Electronic Word of Mouth, Multi Level Marketing, Oriflame 
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