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ABSTRAK 

 Fenomena viral Aldis Burger di media sosial Threads dan Instagram menunjukkan 

bahwa strategi pemasaran melalui penyebaran konten dan komunikasi antarkonsumen dapat 

menjadi bagian penting dalam mendorong keputusan pembelian. Penelitian ini bertujuan untuk 

menganalisis pengaruh Viral Marketing dan Electronic Word of Mouth (e-WOM) terhadap 

Purchase Decision konsumen Aldis Burger pada platform Threads dan Instagram. Penelitian 

ini menggunakan pendekatan kuantitatif dengan jenis penelitian eksplanatori. Populasi dalam 

penelitian ini merupakan konsumen yang mengetahui Aldis Burger melalui Threads dan 

Instagram serta pernah melakukan pembelian produk Aldis Burger. Sampel penelitian 

berjumlah 150 responden yang ditentukan menggunakan teknik purposive sampling. 

Pengumpulan data dilakukan melalui kuesioner dengan skala Likert dan dianalisis 

menggunakan regresi linear berganda dengan bantuan software SPSS. Pengujian penelitian 

meliputi uji validitas dan reliabilitas, uji asumsi klasik, uji parsial (t), uji simultan (F), dan 

koefisien determinasi (R²). Hasil penelitian menunjukkan bahwa Viral Marketing berpengaruh 

positif dan signifikan terhadap Purchase Decision. Electronic Word of Mouth juga berpengaruh 

positif dan signifikan terhadap Purchase Decision. Secara simultan, Viral Marketing dan 

Electronic Word of Mouth berpengaruh positif dan signifikan terhadap Purchase Decision. 

Hasil tersebut menunjukkan bahwa viralitas konten dan komunikasi antarkonsumen melalui 

media sosial memiliki peran dalam mendorong keputusan pembelian konsumen Aldis Burger. 

Kata kunci: Viral Marketing, Electronic Word of Mouth, Purchase Decision, Aldis Burger, 

Media Sosial
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ABSTRACT 

 The viral phenomenon of Aldis Burger on Threads and Instagram indicates that 

marketing strategies through content dissemination and consumer-to-consumer 

communication can play an important role in encouraging Purchase Decisions. This study aims 

to analyze the effect of Viral Marketing and Electronic Word of Mouth (e-WOM) on the 

Purchase Decision of Aldis Burger consumers on Threads and Instagram. This study employed 

a quantitative approach with an explanatory research design. The population consisted of 

consumers who became aware of Aldis Burger through Threads and Instagram and had 

purchased Aldis Burger products. The sample consisted of 150 respondents selected using a 

purposive sampling technique. Data were collected through a questionnaire using a Likert scale 

and analyzed using multiple linear regression with the assistance of SPSS software. The 

research analyses included validity and reliability tests, classical assumption tests, partial test 

(t), simultaneous test (F), and coefficient of determination (R²). The results indicate that Viral 

Marketing has a positive and significant effect on Purchase Decision. Electronic Word of 

Mouth also has a positive and significant effect on Purchase Decision. Simultaneously, Viral 

Marketing and Electronic Word of Mouth have a positive and significant effect on Purchase 

Decision. These findings indicate that content virality and consumer-to-consumer 

communication through social media play an important role in encouraging consumers' 

Purchase Decisions toward Aldis Burger. 

Keywords: Viral Marketing, Electronic Word of Mouth, Purchase Decision, Aldis Burger, 

Social Media 
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