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ABSTRAK 

Icha Marcella, 201910325012. Pengaruh Electronic Word of Mouth dan 

Brand Ambassador Terhadap Keputusan Pembelian Melalui Minat Beli Skincare 

Somethinc di Kota Bekasi. 

Penelitian ini bertujuan untuk mengetahui pengaruh Electronic Word of 

Mouth dan Brand Ambassador Terhadap Keputusan Pembelian Melalui Minat Beli. 

Populasi penelitian ini adalah konsumen skincare Somethinc di Kota Bekasi. 

Dengan jenis penelitian kuantitatif dan metode pengumpulan data menggunakan 

kuesioner kepada 128 responden. Penelitian ini menggunakan metode pengambilan 

sampel non-probability sampling dengan teknik purposive sampling. Analisis data 

menggunakan structural equation model (SEM) – SmartPLS 3.0. Hasil penelitian 

menunjukkan bahwa 1) Electronic Word of Mouth berpengaruh positif dan 

signifikan terhadap Minat Beli, 2) Brand Ambassador berpengaruh positif dan 

signifikan terhadap Minat Beli, 3) Electronic Word of Mouth berpengaruh positif 

dan signifikan terhadap Keputusan Pembelian, 4) Brand Ambassador tidak 

berpengaruh terhadap Keputusan Pembelian, 5) Minat Beli berpengaruh positif dan 

signifikan terhadap Keputusan Pembelian, 6) Minat Beli secara signifikan berhasil 

memediasi Electronic Word of Mouth terhadap Keputusan Pembelian, 7) Minat Beli 

secara signifikan berhasil memediasi Brand Ambassador terhadap Keputusan 

Pembelian. 

 

Kata Kunci: Electronic Word of Mouth, Brand Ambassador, Keputusan Pembelian 

dan Minat Beli 
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ABSTRACT 

Icha Marcella, 201910325012. The effect of Electronic Word of Mouth and 

Brand Ambassador on Purchasing Decisions Through Interest in Buying Skincare 

Somethinc in Bekasi City. 

This study aims to determine the effect of Electronic Word of Mouth and Brand 

Ambassador on Purchase Decisions through Purchase Intention. The population of 

this study were consumers of Something skincare in Bekasi City. With this type of 

quantitative research and data collection methods using questionnaires to 128 

respondents. This study used a non-probability sampling method with a purposive 

sampling technique. Data analysis using structural equation model (SEM) – 

SmartPLS 3.0. The results showed that 1) Electronic Word of Mouth has a positive 

and significant effect on Purchase Intention, 2) Brand Ambassador has a positive 

and significant effect on Purchase Intention, 3) Electronic Word of Mouth has a 

positive and significant effect on Purchase Decision, 4) Brand Ambassador has no 

effect on Purchase Decision, 5) Purchase Intention has a positive and significant 

effect on Purchase Decision, 6) Purchase Intention has significantly succeeded in 

mediating Electronic Word of Mouth on Purchase Decision, 7) Purchase Intention 

has significantly succeeded in mediating Brand Ambassador towards Purchase 

Decision. 

Keywords: Electronic Word of Mouth, Brand Ambassador, Purchase Decision and 

Purchase Intention 
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