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ABSTRAK

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh dari Viral Marketing
dan Word Of Mouth terhadap Brand Image Holywings Indonesia. Metode
kuantitatif digunakan dalam penelitian ini. Purposive sampling digunakan untuk
memilih sampel sebanyak 72 responden yang memenuhi kriteria berusia minimal
17 tahun dan mengetahui informasi mengenai promosi minuman alkohol gratis
Holywings Indonesia. Kuesioner yang digunakan untuk pengumpulan data telah
melalui uji validitas dan reliabilitas. Regresi linier berganda adalah metode
analisis data yang digunakan untuk menentukan validitas hipotesis. Menurut
temuan penelitian, Viral Marketing berpengaruh signifikan terhadap Brand Image,
dan Word Of Mouth berpengaruh signifikan terhadap Brand Image

Kata Kunci : Viral Marketing, Word Of Mouth, Brand Image
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ABSTRACT

The purpose of this study is to ascertain the impact of Viral Marketing and word-
of-mouth on Holywings Indonesia's Brand Image. Quantitative methods are used
in this study. Purposive sampling was utilized to select a sample of 72 respondents
who met the criterion of being at least 17 years old and knowledgeable with
Holywings Indonesia's advertising of complimentary alcoholic beverages. The
questionnaire used for data collection has undergone validity and reliability
testing. Multiple linear regression is the data analysis method used to determine
the validity of the hypothesis. According to the study's findings, Viral Marketing
has a significant effect on Brand Image, and Word Of Mouth has a significant
effect on Brand Image.

Keywords : Viral Marketing, Word Of Mouth, Brand Image
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