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ABSTRAK

Penelitian ini meneliti, ” PENGARUH BRAND IMAGE, ELEKTRONIC
WORD OF MOUTH, DAN HARGA TERHADAP KEPUTUSAN
PEMBELIAN PRODUK SCARLETT WHITENING”. Tujuan penelitian ini
adalah untuk mengetahui Pengaruh Brand Image, Electronic Word Of Mouth, dan
Harga Terhadap Keputusan Pembelian Produk Scarlett Whitening. Variabel
independen adalah Brand Image, Electronic Word Of Mouth, dan Harga.
Sedangkan variabel dependen adalah Keputusan Pembelian Produk Scarlett
Whitening. Dalam studi ini, pengambilan sampel menggunakan metode non
probability sampling pada teknik purposive sampling. Sebanyak 85 responden
dipilih memenuhi kriteria telah melakukan pembelian produk Scarlett Whitening
dan telah melihat ulasan produk Scarlett Whitening di media sosial. Berikut ini
hasil analisa regresi linier berganda diketahui:

Y =0,261+ 0,207 X1 + 0,387 X2+ 0,575 X3+ e

Berdasarkan hasil analisa, diperoleh kesimpulan bahwa variabel bebas
Brand Image tidak berpengaruh signifikan terhadap keputusan pembelian Produk
Scarlett Whitening, sedangkan Electronic Word Of Mouth, dan Harga
berpengaruh signifikan terhadap keputusan pembelian Produk Scarlett Whitening.

Kata Kunci: Brand Image, Electronic Word Of Mouth, Harga, Keputusan
Pembelian
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ABSTRACT

This study examines, "THE EFFECT OF BRAND IMAGE, ELECTRONIC
WORD OF MOUTH, AND PRICE ON PURCHASE DECISIONS FOR
SCARLETT WHITENING PRODUCTS".The purpose of this study is to
determine the Influence of Brand Image, Electronic Word of Mouth, and Price on
the Purchase Decision of Scarlett Whitening Products. The independent variables
are Brand Image, Electronic Word of Mouth, and Price. Meanwhile, the
dependent variable is the Purchase Decision of Scarlett Whitening Products. In
this study, the sampling method used is non-probability sampling with purposive
sampling technique. A total of 85 respondents were selected who met the criteria
of having purchased Scarlett Whitening products and having seen reviews of
Scarlett Whitening products on social media. The results of the multiple linear
regression analysis are as follows:

Y =0.261 + 0.207 X1 + 0.387 X2 + 0.575 X3 + e

Based on the results of the analysis, it is concluded that the independent
variable Brand Image has no significant effect on purchasing decisions for
Scarlett Whitening Products, while Electronic Word Of Mouth, and Price have a
significant effect on purchasing decisions for Scarlett Whitening Products.

Keywords: Brand Image, Electronic Word Of Mouth, Price, Purchase Decision
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