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ABSTRAK

Luthfia Ardiyanti, 201810325175. Pengaruh Brand Image dan Electronic Word
of Mouth Terhadap Keputusan Pembelian Produk Skincare Whitelab Melalui

E-commerce Lazada.

Tujuan dari penelitian ini adalah untuk menguji pengaruh brand image dan
electronic word of mouth terhadap keputusan pembelian produk skincare Whitelab
melalui e-commerce Lazada. . Populasi yang digunakan dalam penelitian ini adalah
followers akun resmi Whitelab di Lazada yang berjumlah 110.000 dan pernah
melakukan pembelian produk skincare Whitelab. Metode penelitian yang
digunakan yaitu dengan menggunakan metode survei dengan melakukan
penyebaran kuesioner kepada 100 orang responden melalui Google Form
menggunakan teknik purposive sampling. Penentuan rumus sampel menggunakan
rumus Slovin. Data yang digunakan dalam penelitian ini adalah data kuantitatif dan
diolah menggunakan metode analisis regresi linear berganda. Hasil penelitian ini
menujukkan bahwa variabel brand image dan electronic word of mouth secara
parsial dan simultan berpengaruh signifikan terhadap keputusan pembelian produk
skincare Whitelab.

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

Luthfia Ardiyanti, 201810325175. The Influence of Brand Image and
Electronic Word of Mouth on Purchase Decisions for Whitelab Skincare
Products Through Lazada E-commerce.

The purpose of this study was to examine the effect of brand image and
electronic word of mouth on purchasing decisions of Whitelab skincare products
through Lazada e-commerce. . The population used in this study were followers of
the official Whitelab account on Lazada, which amounted to 110,000 and had
purchased Whitelab skincare products. The research method used is survey method
by distributing questionnaires to 100 respondents through Google Form using
purposive sampling technique. Determination of the sample formula using the
Slovin formula. The data used in this research is quantitative data and processed
using multiple linear regression analysis method. The results of this study indicate
that the brand image and electronic word of mouth variables partially and
simultaneously have a significant effect on purchasing decisions for Whitelab

skincare products.

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