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INFLUENCE OF E-WOM AND BRAND IMAGE
REGARDING CONSUMER PURCHASING DECISIONS FOR
PIXY COSMETIC PRODUCTS

Jihan Nabila
Department of Management, FEB UMM

E-mail; jilabill2@gmail.com

ABSTRACT

This research aims to determine and analyze the influence of E-WoMand brand
image on purchasing decisions. This research uses quantitative methods. The data
collection technique in this research uses a questionnaire. In this study, the sample
used was 120, using purposive sampling. The technique used in this research is the
multiple linear regression analysis technique. The research results found that E-
WoMhas a positive and significant effect on purchasing decisions, brand image has
a positive and significant effect on purchasing decisions, and E-WoMand brand

image have a simultaneous effect on purchasing decisions

Keywords: servant leadership, employee performance, organizational cultur
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Jihan Nabila
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E-mail; jilabill2@gmail.com

ABSTRAKSI

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh E-WoM dan
brand image terhadap keputusan pembelian. Penelitian ini menggunakan metode
kuantitatif. Teknik pengumpulan data dalam penelitian ini menggunakan kuesioner.
Pada penelitian ini sampel yang digunakan sebanyak 120, dengan menggunakan
purposive sampling. Teknik yang digunakan pada penelitian ini yaitu teknik analisis
regresi linier berganda. Hasil penelitian menemukan bahwa E-WoM berpengaruh
positif dan signifikan terhadap keputusan pembelian, brand image berpengaruh
positif dan signifikan terhadap keputusan pembelian dan E-WoM dan brand image

berpengaruh simultan terhadap keputusan pembelian.

Kata kunci: E-WOM, Brand Image, keputusan pembelian
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