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ABSTRAK

Maksud yang ingin dicapai dari penelitian tertulis dalam mengetahui Electronic
Word of Mouth (E-WOM) terdapat pengaruh keputusan pembelian konsumen;
bagaimana pengaruhnya terhadap Brand Image; bagaimana pengaruhnya terhadap
Brand Trust; bagaimana pengaruhnya Brand Image pada keputusan pembelian;
pengaruhnya Electronic Word of Mouth (E-WOM) pada keputusan pembelian yang
dimediasi Brand Image; dan bagaimana pengaruhnya Electronic Word of Mouth
(E-WOM) pada keputusan pembelian dimediasi Brand Trust pada konsumen
Surabaya membeli produk Avoskin Beauty. Pelanggan Avoskin Beauty yang
berdomisili di Surabaya yakni populasi penelitian. Teknik purposive sampling
dipakai dalam penelitian tertulis sebagai metode pengambilan sampel. Dalam
penelitian ini, sebanyak 118 orang dijadikan sampel. Metode analisis data yang
dipakai yakni Sem-PLS. Temuan penelitian pada Electronic word-of-mouth (E-
WOM) tidak adanya pengaruh signifikan pada keputusan pembelian; di sisi lain, ia
adanya dampak signifikan pada citra merek, yang pada gilirannya tidak adanya
dampak signifikan pada keputusan pembelian; pada kepercayaan merek, yang pada
gilirannya adanya dampak signifikan pada keputusan pembelian; dan terakhir, pada
keputusan pembelian yang dimediasi oleh citra merek, E-WOM tidak adanya
pengaruh signifikan. Terakhir, Kepercayaan Merek bertindak sebagai faktor

mediasi antara Electronic Word of Mouth (E-WOM) dan Keputusan Pembelian.

Kata kunci : Electronic Word of Mouth, Brand Image, Brand Trust, Keputusan

Pembelian
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ABSTRACT

Obijectives of the study written research is to find out Electronic Word of Mouth (E-
WOM) has an influence on consumer purchasing decisions; how it affects Brand
Image; how it affects Brand Trust; how Brand Image affects purchasing decisions;
the influence of Electronic Word of Mouth (E-WOM) on purchasing decisions
mediated by Brand Image; and how Electronic Word of Mouth (E-WOM) affects
purchasing decisions mediated by Brand Trust on Surabaya consumers buying
Avoskin Beauty products. Avoskin Beauty customers who live in Surabaya are the
research population. Purposive sampling technique is used in written research as
a sampling method. In this study, 118 people were sampled. The data analysis
method used is Sem-PLS. The findings of the study on Electronic word-of-mouth
(E-WOM) did not have a significant influence on purchasing decisions; on the other
hand, it had a significant impact on brand image, which in turn had no significant
impact on purchasing decisions; on brand trust, which in turn had a significant
impact on purchasing decisions; and finally, on purchasing decisions mediated by
brand image, E-WOM had no significant influence. Lastly, Brand Trust acts as a
mediating factor between Electronic Word of Mouth (E-WOM) and Purchase
Decision.

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

Decisions
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