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ABSTRAK 

Alya Kurnia Putri. 202110325248. Pengaruh Citra Merek, Brand Trust, dan 

Electronic Word of Mouth terhadap Keputusan Pembelian Lip Produk Wardah di 

e-commerce 

 

Penelitian ini bertujuan untuk mengetahui pengaruh citra merek, Brand 

Trust, dan Electronic Word of Mouth (eWOM) terhadap keputusan pembelian lip 

produk Wardah Moist Dew Tint melalui e-commerce. Metode penelitian yang 

digunakan adalah kuantitatif dengan penyebaran kuesioner kepada 98 responden di 

wilayah Bekasi yang pernah membeli produk tersebut. Data dianalisis 

menggunakan bantuan software SPSS. Hasil penelitian menunjukkan bahwa ketiga 

variabel independen berpengaruh positif dan signifikan terhadap keputusan 

pembelian, baik secara parsial maupun simultan, dengan eWOM sebagai variabel 

paling dominan. Temuan ini menunjukkan pentingnya pengelolaan ulasan digital, 

citra, dan kepercayaan merek dalam strategi pemasaran kosmetik secara online. 

 

Kata Kunci: Citra Merek, Brand Trust, Electronic Word of Mouth, Keputusan 

Pembelian Lip Produk Wardah (Wardah Moist Dew Tint). 
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ABSTRACT 

Alya Kurnia Putri. 202110325248. The Influence of Brand Image, Brand Trust, 

and Electronic Word of Mouth on the Purchase Decision of Wardah Lip Product 

(Wardah Moist Dew Tint) on E-Commerce Platforms" 

 

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

electronic word of mouth (eWOM) on the purchase decision of Wardah Moist Dew 

Tint lip products through e-commerce platforms. The research method used is 

quantitative, with questionnaires distributed to 98 respondents in the Bekasi area 

who have purchased the product. Data were analyzed using SPSS software. The 

results show that all three independent variables have a positive and significant 

effect on purchase decisions, both partially and simultaneously, with eWOM being 

the most dominant factor. These findings highlight the importance of managing 

digital reviews, brand image, and brand trust in online cosmetic marketing 

strategies. 

 

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

Decision of Wardah Lip Product (Wardah Moist Dew Tint) 
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