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Abstract 

In the post pandemic era, muslim fashion industries such as Elzatta face challenges in 

the form of market declines, tight competition, and changes in consumer behavior. This 

condition encourages the importance of understanding the factors that influence 

consumer purchasing decisions. This study aims to determine the effect of product 

quality, the strength of the electronic word of mouth (E-WOM), and the reasonableness 

of the price on the decision to purchase the Elzatta hijab in Sidoarjo. The approach 

used is quantitative with the Explanatory Research method. Data was collected through 

a questionnaire survey of 133 respondents using accidental sampling techniques. The 

analysis was carried out with multiple linear regression using SPSS 21. The results 

showed that product quality had a positive and insignificant effect on purchasing 

decisions. Conversely, the power of electronic Word of Mouth and the fairness of prices 

has a positive and significant effect. Suggestions from this research are so that Elzatta 

is more focused on strengthening digital communication strategies, especially 

electronic Word of Mouth, and maintaining the fairness of prices according to 

consumer perceptions, in order to increase competitiveness and encourage purchasing 

decisions. 

Keywords— Product Quality, Electronic Word of Mouth Streght, Price Fairness, 

Purchasing Decisions. 
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Abstrak 

Dalam era pasca pandemi, industri fesyen muslim seperti Elzatta menghadapi 

tantangan berupa penurunan pasar, persaingan ketat, dan perubahan perilaku 

konsumen. Kondisi ini mendorong pentingnya pemahaman terhadap faktor-faktor yang 

memengaruhi keputusan pembelian konsumen. Penelitian ini bertujuan untuk 

mengetahui pengaruh kualitas produk, kekuatan electronic word of mouth (e-WOM), 

dan kewajaran harga terhadap keputusan pembelian hijab Elzatta di Sidoarjo. 

Pendekatan yang digunakan adalah kuantitatif dengan metode explanatory research. 

Data dikumpulkan melalui survei kuesioner terhadap 133 responden menggunakan 

teknik accidental sampling. Analisis dilakukan dengan regresi linier berganda 

menggunakan SPSS 21. Hasil penelitian menunjukkan bahwa kualitas produk 

berpengaruh positif dan tidak signifikan terhadap keputusan pembelian. Sebaliknya, 

kekuatan electronic word of mouth dan kewajaran harga berpengaruh positif dan 

signifikan. Saran dari penelitian ini adalah agar Elzatta lebih fokus pada penguatan 

strategi komunikasi digital, terutama electronic word of mouth, serta mempertahankan 

kewajaran harga sesuai persepsi konsumen, guna meningkatkan daya saing dan 

mendorong keputusan pembelian. 

Kata kunci: Kualitas Produk, Kekuatan Electronic Word of Mouth, Kewajaran Harga, 

Keputusan Pembelian. 
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