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ABSTRACT 

 

This study aims to determine the influence of brand image, endorser credibility, and 

word of mouth on the purchasing decisions of Eiger products in Surabaya.The 

background of this research is based on the growing public interest, especially 

among the younger generation, in outdoor lifestyles, which has contributed to 

increasing competition among adventure gear brands. As one of the leading local 

brands, Eiger faces the challenge of maintaining its position amid intense 

competition and the transformation of consumer behavior in the digital era.The 

research method used is quantitative with a survey approach. Data collection was 

carried out by distributing questionnaires to 100 respondents who had purchased 

and used Eiger products in Surabaya. The research instruments were tested for 

validity and reliability, and the data were analyzed using multiple linear regression 

with the help of SPSS 25.The results of the study show that brand image, endorser 

credibility, and word of mouth each have a significant influence on purchasing 

decisions. Endorser credibility has the most dominant influence, followed by word 

of mouth and brand image. This indicates that credible public figures, 

recommendations from other consumers, and brand perception are the main factors 

that drive consumer purchasing decisions for Eiger products.These findings provide 

important implications for Eiger’s marketing strategy, particularly in selecting 

endorsers who align with the brand's character, strengthening brand image, and 

effectively managing word-of-mouth communication through social media and 

digital communities. 

Keywords: Brand Image, Endorser Credibility, Word of Mouth, Purchasing 

Decision, Eiger 
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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh brand image, kredibilitas 

endorser, dan word of mouth terhadap keputusan pembelian produk Eiger di Kota 

Surabaya. Latar belakang penelitian ini didasari oleh meningkatnya minat 

masyarakat, khususnya generasi muda, terhadap gaya hidup outdoor yang turut 

mendorong persaingan antar brand perlengkapan petualangan. Eiger sebagai salah 

satu brand lokal terkemuka menghadapi tantangan untuk mempertahankan posisi di 

tengah persaingan ketat dan transformasi perilaku konsumen di era digital. Metode 

penelitian yang digunakan adalah kuantitatif dengan pendekatan survei. Teknik 

pengumpulan data dilakukan melalui penyebaran kuesioner kepada 100 responden 

yang pernah membeli dan menggunakan produk Eiger di Surabaya. Instrumen 

penelitian diuji validitas dan reliabilitasnya, dan data dianalisis menggunakan 

regresi linier berganda dengan bantuan SPSS 25. Hasil penelitian menunjukkan 

bahwa brand image, kredibilitas endorser, dan word of mouth masing-masing 

berpengaruh signifikan terhadap keputusan pembelian. Kredibilitas endorser 

memiliki pengaruh paling dominan, diikuti oleh word of mouth dan brand image. 

Hal ini mengindikasikan bahwa figur publik yang kredibel, rekomendasi dari 

konsumen lain, dan persepsi terhadap merek menjadi faktor utama yang mendorong 

keputusan konsumen untuk membeli produk Eiger. Temuan ini memberikan 

implikasi penting bagi strategi pemasaran Eiger, terutama dalam memilih endorser 

yang sesuai dengan karakter brand, memperkuat citra merek, dan mengelola 

komunikasi word of mouth secara efektif melalui media sosial dan komunitas 

digital. 

Kata Kunci: Brand Image, Kredibilitas Endorser, Word of Mouth, Keputusan 

Pembelian, Eiger 

 

 

 

 

 

 

 

 


