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ABSTRAK 

Beberapa tahun terakhir tren penggunaan perawatan kulit sangat 

bermanfaat untuk perbaikan kulit. Industri kecantikan sangat kompetitif dan setiap 

merek punya banyak cara kreatif dalam menghadirkan produk perawatan kulit. 

Dalam kehidupan masyarakat, khususnya perempuan tentunya sangat peduli 

dengan penampilan mereka. Penelitian bertujuan untuk memahami bagaimana 

responden mengambil keputusan mengenai produk somethinc berdasarkan aspek 

quality product, E-WOM, & brand ambassador. Penelitian ini menggunakan 

pendekatan kuantitatif, responden berjumlah 110 mahasiswa diambil dengan 

kuesioner. Hasil temuan penelitian menunjukkan bahwa kualitas produk dan E-

WOM memiliki dampak yang signifikan terhadap keputusan pembelian produk 

somethinc. Sebaliknya, keputusan untuk membeli somethinc tidak dapat 

dipengaruhi secara signifikan oleh Brand Ambassador. 

 

Kata Kunci : Kualitas Produk, E-WOM, Brand Ambassador, Keputusan 

Pembelian 
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ABSTRAC 

In recent years, the trend of using skincare has been very beneficial for skin 

improvement. The beauty industry is very competitive and each brand has many 

creative ways of presenting skincare products. In people's lives, especially 

women, of course, care a lot about their appearance. The purpose of this study is 

to determine how respondents make decisions about somethinc products based on 

factors such as product quality, E-WOM, and brand ambassadors. This study 

employs a quantitative methodology, with 110 students participating.Results of 

the investigation indicate that product quality and E-WOM have a significant 

impact on the decision to purchase Something. Conversely, the decision to 

purchase Somethinc can not be significantly influenced by the Brand Ambassador. 

 

Keywords: Product Quality, E-WOM, Brand Ambassador, Purchasing Decision 

 

 

 


