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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menguji pengaruh Electronic Word of Mouth dan 

Kualitas Produk terhadap Keputusan Pembelian pada produk Soy Bright 

Moisturizer Finally Found You di media sosial TikTok melalui Brand Trust 

sebagai variabel intervening. Penelitian dilakukan melalui metode kuantitatif 

dengan memberikan sejumlah pernyataan melalui kuesioner kepada 169 

responden yang merupakan konsumen di media sosial TikTok. Penentuan sampel 

menggunakan teknik Nonprobability Sampling khususnya Purposive Sampling 

dengan alat analisis berupa SmartPLS versi 4.1. Hasil penelitian menunjukkan 

bahwa Electronic Word of Mouth berpengaruh terhadap Brand Trust, Kualitas 

Produk berpengaruh terhadap Brand Trust, Brand Trust berpengaruh terhadap 

Keputusan Pembelian, Electronic Word of Mouth tidak berpengaruh terhadap 

Keputusan Pembelian, Kualitas Produk berpengaruh terhadap Keputusan 

Pembelian, Brand Trust tidak mampu memediasi hubungan antara Electronic 

Word of Mouth terhadap Keputusan Pembelian, dan Kualitas Produk berpengaruh 

terhadap Keputusan Pembelian yang dimediasi oleh Brand Trust produk skincare 

Soy Bright Moisturizer Finally Found You. 

 

Kata Kunci: Electronic Word of Mouth, E-WOM, Kualitas Produk, Brand Trust, 

Keputusan Pembelian. 
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ABSTRACT 

This study aims to examine the influence of Electronic Word of Mouth (E-WOM) 

and Product Quality on Purchase Decisions for Finally Found You Soy Bright 

Moisturizer products on TikTok social media, with Brand Trust as an intervening 

variable. This research employed a quantitative method by distributing 

questionnaires to 169 respondents who are consumers on TikTok. The sample was 

determined using a Non-probability Sampling technique, specifically Purposive 

Sampling, with SmartPLS version 4.1 as the analytical tool. The results indicate 

that Electronic Word of Mouth has a significant effect on Brand Trust, and 

Product Quality has a significant effect on Brand Trust. Furthermore, Brand 

Trust significantly influences Purchase Decisions. While Electronic Word of 

Mouth does not directly affect Purchase Decisions, Product Quality shows a 

significant effect on Purchase Decisions. Regarding mediation, Brand Trust is 

unable to mediate the relationship between Electronic Word of Mouth and 

Purchase Decisions. Conversely, Product Quality significantly influences 

Purchase Decisions through the mediation of Brand Trust for the Finally Found 

You Soy Bright Moisturizer skincare product. 

Keywords: Electronic Word of Mouth, e-WOM, Product Quality, Brand Trust, 

Purchase Decision. 
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