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ABSTRAKSI 

 

 

 Penelitian ini dilakukan untuk menguji dan menganalisis pengaruh 

electronic word of mouth, brand image, dan brand trust tehadap keputusan 

pembelian produk moisturizer Skintific di Kabupaten Kebumen. Teknik 

pengumpulan data menggunakan metode purposive sampling dengan jumlah 

responden 100 orang. Penelitian ini menggunakan teknik analisis regresi linier 

berganda, uji t, uji F, dan koefisien determinasi dengan bantuan aplikasi SPSS 26 

for windows. Berdasarkan hasil uji secara parsial (uji t) menunjukkan bahwa 

variabel electronic word of mouth berpengaruh terhadap keputusan pembelian, 

brand image berpengaruh terhadap keputusan pembelian, dan brand trust 

berpengaruh terhadap keputusan pembelian. Hasil uji F menunjukkan bahwa 

variabel electronic word of mouth, brand image, dan brand trust berpengaruh 

secara simultan terhadap keputusan pembelian.  

 

Kata Kunci : Electronic Word Of Mouth, Brand Image, Brand Trust, dan 

Keputusan Pembelian 
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ABSTRACT 

 

 

This research was conducted to test and analyze the effect of electronic word of 

mouth, brand image, and brand trust on purchasing decisions for Skintific 

moisturizer products in Kebumen Regency. The data collection technique uses a 

purposive sampling method with 100 respondents. This study used multiple linear 

regression analysis techniques, t-test, F test, and the coefficient of determination  

with the help of the SPSS 26 application for windows. Based on the results of the 

partial test (t-test) shows that the variable electronic word of mouth has an effect 

on purchasing decisions, brand image has an effect on purchasing decisions, and 

brand trust has an effect on purchasing decisions. The results of the F test show 

that electronic word of mouth, brand image, and brand trust have a simultaneous 

effect on purchasing decisions. 

 

Keywords : Electronic Word Of Mouth, Brand Image, Brand Trust, and Purchase 

Decision 
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