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ABSTRAK 

 

Melva Lutfi Indriani, 201710325163. Pengaruh Brand Image dan Electronic 

Word of Mouth dalam Pengambilan Keputusan Pembelian pada Pada Kosmetik 

Wardah Secara Online Melalui E-commerce Shopee. 

 Penelitian ini bertujuan untuk mengetahui: 1) seberapa besar pengaruh dari 

persepsi brand image terhadap pengambilan keputusan pembelian pada Kosmetik 

Wardah Secara Online; 2) seberapa besar pengaruh dari persepsi electronic word of 

mouth terhadap pengambilan keputusan pembelian pada Kosmetik Wardah Secara 

Online; 3) seberapa besar pengaruh dari persepsi brand image dan electronic word 

of mouth terhadap pengambilan keputusan pembelian pada Kosmetik Wardah 

Secara Online. Penelitian ini menggunakan jenis motode penelitian kuantitaf 

dengan menggunakan data primer dalam bentuk kuesioner yang disebarkan kepada 

160 orang sampel responden konsumen Wardah. Dengan menggunakan skala likert, 

dimana jawaban responden diolah dengan menggunakan metode analisis data 

berupa validitas, uji reliabilitas, uji normalitas, regresi linier berganda, uji T dan uji 

F. Hasil dari analisis data ini menunjukkan adanya pengaruh yang signifikan antara 

brand image dan electronic word of mouth terhadap keputusan pembelian dengan 

nilai persentase yang didapat dari uji koefisien determinasi untuk variable brand 

image dan electronic word of mouth berpengaruh kepada keputusan pembelian 

sebesar 36%, dan sisanya dipengaruhi oleh faktor lain. 

Kata kunci : Brand Image, Electronic Word of Mouth, Keputusan Pembelian 
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ABSTRACT 

 

Melva Lutfi Indriani, 201710325163. The Influence of Brand Image and 

Electronic Word of Mouth in Purchasing Decision Making on Wardah Cosmetics 

Online Through Shopee E-commerce. 

This study aims to determine: 1) how much influence the perception of 

brand image has on purchasing decisions at Wardah Cosmetics Online; 2) how 

much influence the perception of electronic word of mouth has on purchasing 

decisions on Wardah Cosmetics Online; 3) how much influence the perception of 

brand image and electronic word of mouth has on purchasing decisions at Wardah 

Cosmetics Online. This study uses a quantitative research method using primary 

data in the form of a questionnaire distributed to 160 respondents as a sample of 

Wardah consumers. By using a likert scale, where respondents' answers are 

processed using data analysis methods in the form of validity, reliability test, 

normality test, multiple linear regression, T test and F test. The results of this data 

analysis indicate a significant influence between brand image and electronic word 

of mouth. mouth on purchasing decisions with the percentage value obtained from 

the coefficient of determination for the variable brand image and electronic word 

of mouth affect the purchasing decision by 36%, and the rest is influenced by other 

factors. 

Keywords : Brand Image, Electronic Word of Mouth, Purchase Decision  
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