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ABSTRAK 
 

 

 

Penelitian ini bertujuan untuk mengetahui Pengaruh Penggunaan Fitur Virtual Try 

On, Brand Image, dan Electronic Word of Mouth terhadap Keputusan Pembelian 

produk Make Over pada E-commerce di kalangan Mahasiswi Fakultas Ekonomi 

dan Bisnis Universitas Wijaya Kusuma Surabaya. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei. Teknik pengambilan sampel yang 

digunakan adalah purposive sampling dengan jumlah responden sebanyak 100 

mahasiswi yang pernah membeli dan menggunakan produk Make Over serta pernah 

mencoba fitur Virtual Try On. Data dikumpulkan melalui kuesioner dan dianalisis 

menggunakan analisis regresi linier berganda dengan bantuan aplikasi SPSS. Hasil 

penelitian menunjukkan bahwa secara parsial Virtual Try On, Brand Image, dan 

Electronic Word of Mouth berpengaruh positif dan signifikan terhadap keputusan 

pembelian produk Make Over pada E-commerce di kalangan Mahasiswi Fakultas 

Ekonomi dan Bisnis Universitas Wijaya Kusuma Surabaya, serta menjadi variabel 

yang dominan. Diharapkan hasil penelitian ini dapat menjadi bahan pertimbangan 

bagi perusahaan dalam merumuskan strategi pemasaran yang lebih efektif serta 

menjadi referensi bagi penelitian selanjutnya dengan menambahkan variabel lain 

yang relevan. 

 

Kata kunci: Virtual Try On, Brand Image, Electronic Word of Mouth, Keputusan 

Pembelian, E-commerce. 
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ABSTRACT 
 

 

This study aims to determine the Effect of the Use of Virtual Try On Features, Brand 

Image, and Electronic Word of Mouth on the Purchase Decision of Make Over 

products on E-commerce among Female Students of the Faculty of Economics and 

Business, Wijaya Kusuma University, Surabaya. This study uses a quantitative 

approach with a survey method. The sampling technique used is purposive 

sampling with a total of 100 female respondents who have purchased and used 

Make Over products and have tried the Virtual Try-On feature. Data were collected 

through questionnaires and analyzed using multiple linear regression analysis with 

the help of the SPSS application. The results of the study indicate that partially 

Virtual Try-On, Brand Image, and Electronic Word of Mouth have a positive and 

significant effect on the purchase decision of Make Over products on E-commerce 

among Female Students of the Faculty of Economics and Business, Wijaya Kusuma 

University, Surabaya, and are the dominant variables. It is hoped that the results 

of this study can be a consideration for companies in formulating more effective 

marketing strategies and become a reference for further research by adding other 

relevant variables. 

 

Keywords: Virtual Try-On, Brand Image, Electronic Word of Mouth, Purchase 

Decision, E-commerce. 
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