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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis “Pengaruh Digital Marketing, 

Electronic Word of Mouth (e-WOM), Influencer Marketing, Promosi, dan Lifestyle 

Terhadap Keputusan Pembelian Fashion Merek Erigo Pada Mahasiswa/i Fakultas 

Ekonomi dan Bisnis Universitas Wijaya Kusuma Surabaya”. Penelitian ini 

dilatarbelakangi oleh perkembangan teknologi digital yang mendorong perubahan 

perilaku konsumen dalam melakukan pembelian, khususnya pada industri fashion. 

Metode penelitian yang digunakan adalah pendekatan kuantitatif dengan teknik 

pengambilan sampel menggunakan purposive sampling. Data diperoleh melalui 

penyebaran kuesioner kepada responden yang merupakan mahasiswa/i Fakultas 

Ekonomi dan Bisnis Universitas Wijaya Kusuma Surabaya. Teknik analisis data 

yang digunakan adalah analisis regresi linear berganda, disertai dengan uji validitas, 

uji reliabilitas, koefisien determinasi, serta uji hipotesis (uji t). Hasil penelitian 

menunjukkan bahwa Digital Marketing, Electronic Word of Mouth (e-WOM), 

Influencer Marketing, Promosi, dan Lifestyle secara parsial berpengaruh terhadap 

keputusan pembelian fashion merek Erigo. Hal ini menunjukkan bahwa strategi 

pemasaran berbasis digital serta faktor gaya hidup memiliki peran penting dalam 

memengaruhi keputusan konsumen dalam membeli produk fashion. Penelitian ini 

diharapkan dapat memberikan kontribusi bagi pelaku bisnis dalam merancang 

strategi pemasaran yang lebih efektif serta menjadi referensi bagi penelitian 

selanjutnya di bidang manajemen pemasaran. 

Kata kunci: Digital Marketing, Electronic Word of Mouth, Influencer 

Marketing, Promosi, Lifestyle, Keputusan Pembelian. 

 

 

  



 
 

ix 
 

ABSTRACT 

This study aims to analyze the influence of Digital Marketing, Electronic Word of 

Mouth (e-WOM), Influencer Marketing, Promotion, and Lifestyle on the purchasing 

decisions of Erigo fashion products among students of the Faculty of Economics 

and Business, Wijaya Kusuma University Surabaya. This research is motivated by 

the rapid development of digital technology, which has driven changes in consumer 

behavior, particularly in the fashion industry. The study employs a quantitative 

research approach using a purposive sampling technique. The data were collected 

through questionnaires distributed to students of the Faculty of Economics and 

Business, Wijaya Kusuma University Surabaya. The data analysis technique used 

in this study is multiple linear regression analysis, supported by validity testing, 

reliability testing, coefficient of determination analysis, and hypothesis testing (t-

test). The results indicate that Digital Marketing, Electronic Word of Mouth (e-

WOM), Influencer Marketing, Promotion, and Lifestyle partially influence 

purchasing decisions for Erigo fashion products. These findings suggest that 

digital-based marketing strategies and lifestyle factors play important roles in 

influencing consumers' purchasing decisions in the fashion industry. This study is 

expected to contribute to business practitioners in developing more effective 

marketing strategies and to serve as a reference for future research in the field of 

marketing management. 

Keywords: Digital Marketing, Electronic Word of Mouth (e-WOM), Influencer 

Marketing, Promotion, Lifestyle, Purchasing Decision. 
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