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ABSTRACT 

THE EFFECT OF PRODUCT QUALITY, ELECTRONIC WORD OF MOUTH (E-WOM),  

AND BRAND IMAGE ON PURCHASE DECISIONS  

OF AVOSKIN SKINCARE IN MALANG CITY 

 

Salmah Salsa Nafatali1, Rahmad Wijaya2, Noor Aziz3 

Management Study Program 
1,2,3Faculty of Economics and Business, Universitas Muhammadiyah Malang 

E-mail: salmahsalsa181203@gmail.com 

 

 

Abstract 

This study was conducted to analyze the effect of Product Quality, Electronic Word 

of Mouth (E-WOM), and Brand Image on the Purchase Decision of Avoskin 

skincare products in Malang City. This research was motivated by the increasing 

competition in the skincare industry and the declining position of Avoskin in the 

market, which indicated a shift in consumer preferences in making purchase 

decisions. This study used a quantitative approach with an explanatory research 

design. The population in this study consisted of consumers who had purchased and 

used Avoskin skincare products, resided in Malang City, and had made a purchase 

or used the products within the last one year. The sample consisted of 133 

respondents who were obtained using the accidental sampling technique. The data 

obtained were analyzed using multiple linear regression. The results showed that 

Brand Image had a positive and significant effect on Purchase Decision, while 

Product Quality and E-WOM had positive but insignificant effects on Purchase 

Decision. These findings indicated that, in this study, only Brand Image was able 

to significantly encourage consumers to purchase Avoskin skincare products. 

Keywords: product quality, E-WOM, brand image, purchasing decision 
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ABSTRAK 

PENGARUH PRODUCT QUALITY, ELECTRONIC WORD OF MOUTH (E-WOM), 

DAN BRAND IMAGE TERHADAP KEPUTUSAN PEMBELIAN 

SKINCARE AVOSKIN DI KOTA MALANG 

 

Salmah Salsa Nafatali1, Rahmad Wijaya2, Noor Aziz3 

Program Studi Manajemen 
1,2,3 Fakultas Ekonomi dan Bisnis Universitas Muhammadiyah Malang 

E-mail: salmahsalsa181203@gmail.com 

 

Abstrak 

Penelitian ini telah dilakukan untuk menganalisis pengaruh Product Quality, 

Electronic Word of Mouth (E-WOM), dan Brand Image terhadap Keputusan 

Pembelian skincare Avoskin di Kota Malang. Penelitian ini dilatarbelakangi oleh 

meningkatnya persaingan industri skincare serta menurunnya posisi Avoskin di 

pasar, yang mengindikasikan adanya perubahan preferensi konsumen dalam 

melakukan pembelian. Penelitian ini telah menggunakan pendekatan kuantitatif 

dengan jenis explanatory research. Populasi dalam penelitian ini adalah seluruh 

konsumen yang pernah membeli dan menggunakan produk skincare Avoskin, 

berdomisili di Kota Malang, serta telah melakukan pembelian atau penggunaan 

dalam kurun waktu maksimal satu tahun terakhir. Sampel penelitian berjumlah 133 

responden yang telah diperoleh melalui teknik accidental sampling. Data yang 

diperoleh telah dianalisis menggunakan regresi linier berganda. Hasil penelitian 

menunjukkan bahwa Brand Image berpengaruh positif dan signifikan terhadap 

Keputusan Pembelian, sedangkan Product Quality dan E-WOM berpengaruh positif 

tetapi tidak signifikan terhadap Keputusan Pembelian. Temuan ini menunjukkan 

bahwa dalam penelitian yang telah dilakukan, hanya Brand Image yang secara 

signifikan mampu mendorong konsumen untuk membeli skincare Avoskin. 

Kata kunci: Product Quality, E-WOM, Brand Image, Keputusan Pembelian 
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