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ABSTRACT  
 

The object of this research is Ecinos fashion products marketed through Shopee e-
commerce. Ecinos is a fashion brand that utilizes digital platforms to reach 
consumers and provide various product information that can be accessed online. 
This study aims to analyze the influence of electronic word of mouth and consumer 
trust on purchasing decisions for Ecinos fashion products on Shopee e-commerce 
among consumers in Malang City. This study uses a quantitative approach with a 
survey method of 150 respondents who are consumers of Ecinos fashion products 
in Malang City. The sampling technique uses non-probability sampling with a 
purposive sampling method, with the criteria for respondents being at least 17 years 
old, having purchased Ecinos fashion products through Shopee, and domiciled in 
Malang City. Data collection was carried out through distributing questionnaires 
using a Likert scale of 1–5, then analyzed using multiple linear regression analysis 
with the help of the SPSS IBM Statistics 25 program. The results show that 
electronic word of mouth has a positive and significant effect on purchasing 
decisions for Ecinos fashion products. Consumer trust also has a positive and 
significant effect on purchasing decisions for Ecinos fashion products. 
Furthermore, electronic word of mouth and consumer trust simultaneously had a 
positive and significant impact on purchasing decisions. The findings of this study 
indicate that the stronger the electronic word of mouth and the higher the consumer 
trust, the higher the purchase decision for Ecinos fashion products on the e-
commerce platform Shopee among consumers in Malang City. 
Keywords — electronic word of mouth, consumer trust, purchase decision 
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ABSTRAK 
 
Objek penelitian ini adalah produk fashion Ecinos yang dipasarkan melalui e-
commerce Shopee. Ecinos merupakan salah satu brand fashion yang memanfaatkan 
platform digital untuk menjangkau konsumen dan menyediakan berbagai 
informasiproduk yang dapat diakses secara online. Penelitian ini bertujuan untuk 
menganalisis pengaruh electronic word of mouth dan kepercayaan konsumen 
terhadap keputusan pembelian produk fashion Ecinos di e-commerce Shopee pada 
konsumen di Kota Malang. Penelitian ini menggunakan pendekatan kuantitatif 
dengan metode survei terhadap 150 responden yang merupakan konsumen produk 
fashion Ecinos di Kota Malang. Teknik pengambilan sampel menggunakan non-
probability sampling dengan metode purposive sampling, dengan kriteria 
responden berusia minimal 17 tahun, pernah membeli produk fashion Ecinos 
melalui Shopee, dan berdomisili di Kota Malang. Pengumpulan data dilakukan 
melalui penyebaran kuesioner menggunakan skala Likert 1–5, kemudian dianalisis 
menggunakan analisis regresi linear berganda dengan bantuan program SPSS IBM 
Statistics 25. Hasil penelitian menunjukkan bahwa electronic word of mouth 
berpengaruh positif dan signifikan terhadap keputusan pembelian produk fashion 
Ecinos. Kepercayaan konsumen juga berpengaruh positif dan signifikan terhadap 
keputusan pembelian produk fashion Ecinos. Selain itu, electronic word of mouth 
dan kepercayaan konsumen secara simultan berpengaruh positif dan signifikan 
terhadap keputusan pembelian. Temuan penelitian ini menunjukkan bahwa semakin 
baik electronic word of mouth dan semakin tinggi kepercayaan konsumen, maka 
semakin tinggi pula keputusan pembelian produk fashion Ecinos di e-commerce 
Shopee pada konsumen di Kota Malang. 
Kata Kunci - Electronic Word of Mouth, Kepercayaan Konsumen, Keputusan 
Pembelian  
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