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ABSTRAK 

Nama  : Yutta Kezia Mourine Sabajan 

NIM   : 44321010032 

Program Studi  : Ilmu Komunikasi 

Judul Laporan Skripsi  : Pengaruh Pesan Electronic Word of Mouth (EWOM) 

 Terhadap Minat Beli Ayam Goreng Kecombrang di Warung 

 Taburai 

Pembimbing   : Dr. SM Niken Restaty, S.Sos, M.Si 

Perkembangan teknologi digital telah mengubah pola komunikasi pemasaran, 

termasuk dalam industri kuliner. Media sosial seperti Instagram, TikTok, dan 

Google Review memungkinkan konsumen berbagi pengalaman melalui Electronic 

Word of Mouth (eWOM), yang dinilai lebih kredibel dibandingkan iklan berbayar. 

Warung Taburai dengan menu khas Ayam Goreng Kecombrang menjadi fenomena 

menarik karena popularitasnya banyak dipengaruhi ulasan konsumen. Penelitian ini 

bertujuan untuk menganalisis pengaruh eWOM terhadap minat beli konsumen pada 

Warung Taburai. Kajian teoritis penelitian ini menggunakan model AISAS 

(Attention, Interest, Search, Action, Share) yang menjelaskan tahapan perilaku 

konsumen di era digital. Model ini menekankan peran aktif konsumen dalam 

mencari dan menyebarkan informasi, sehingga relevan untuk menilai hubungan 

antara eWOM dengan minat beli. Metode penelitian yang digunakan adalah 

kuantitatif dengan pendekatan survei. Data diperoleh dari 395 responden yang 

merupakan pengikut akun Instagram resmi @warung_taburai. Analisis data 

meliputi uji validitas, reliabilitas, korelasi, serta regresi linear sederhana untuk 

menguji hubungan antarvariabel. Hasil penelitian menunjukkan bahwa eWOM 

berpengaruh signifikan terhadap minat beli konsumen. Uji korelasi menghasilkan 

nilai r = 0,647 yang termasuk kategori kuat. Hasil regresi menunjukkan nilai 

signifikansi 0,000 (< 0,05) dengan koefisien determinasi (R²) sebesar 41,9%, yang 

berarti eWOM mampu menjelaskan 41,9% variasi minat beli, sedangkan sisanya 

dipengaruhi faktor lain. Dengan demikian, eWOM terbukti menjadi strategi 

komunikasi digital yang efektif untuk meningkatkan daya tarik dan keputusan 

pembelian dalam industri kuliner. 

Kata kunci: eWOM, minat beli, AISAS, Warung Taburai, komunikasi digital 
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ABSTRACT 

Name   : Yutta Kezia Mourine Sabajan 

NIM   : 44321010032 

Study Program  : Communication Science 

Thesis Title  : The Impact of Electronic Word of Mouth (E-WOM)  

 Messages on Purchase Intention of Kecombrang Fried 

 Chicken at Warung Taburai 

Counselor  : Dr. SM Niken Restaty, S.Sos, M.Si 

The rapid development of digital technology has transformed marketing 

communication patterns, particularly in the culinary industry. Social media 

platforms such as Instagram, TikTok, and Google Review allow consumers to share 

their experiences through Electronic Word of Mouth (eWOM), which is perceived 

as more credible than paid advertising. Warung Taburai, with its signature dish 

Ayam Goreng Kecombrang, represents a unique case since its popularity has 

largely been driven by consumer reviews. This study aims to analyze the influence 

of eWOM on consumers’ purchase intention toward Warung Taburai. The 

theoretical framework of this research adopts the AISAS model (Attention, Interest, 

Search, Action, Share), which outlines consumer behavior stages in the digital era. 

The model emphasizes the active role of consumers in seeking and disseminating 

information, making it relevant to explain the relationship between eWOM and 

purchase intention. This study employed a quantitative survey method. Data were 

collected from 395 respondents, who were followers of the official Instagram 

account @warung_taburai. The analysis included validity and reliability testing, 

correlation analysis, and simple linear regression to examine the relationship 

between the variables. The findings indicate that eWOM has a significant influence 

on purchase intention. The correlation test resulted in r = 0.647, categorized as 

strong. Regression analysis revealed a significance value of 0.000 (< 0.05) with an 

R² of 41.9%, meaning that eWOM explains 41.9% of the variation in purchase 

intention, while the remainder is influenced by other factors. Therefore, eWOM is 

proven to be an effective digital communication strategy to enhance consumer 

attraction and purchasing decisions in the culinary industry. 

Keywords: eWOM, purchase intention, AISAS, Warung Taburai, digital 

communication 
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