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ABSTRACK 

Business competition in the beauty industry is becoming increasingly 
intense, which is a challenge for business actors. As a result, companies are 
required to be creative in developing strategies to attract consumer attention and 
capture market share, while still prioritizing product quality to establish a strong 
brand image. This study to analyze the effect of product quality, electronic word 
of mouth (e-wom) on purchase decisions with brand image as a mediating 
variable. This research uses a quantitative approach. The sampling technique is 
purposive sampling. Data collection technique is questionnaires distributed to 
160 respondents. Data analysis using the Structural Equation Modeling (SEM) 
approach based on Partial Least Square (PLS) with the SmartPLS 4 application. 
The results show that product quality, electronic word of mouth, and brand image 
have a positive and significant effect on purchase decisions. Product quality and 
electronic word of mouth also influence brand image. Brand image mediates the 
relationship between product quality and electronic word of mouth with purchase 
decisions. 

Keywords: Product Quality, Electronic Word Of Mouth (E-Wom), Brand 

Image, Purchase Decision 
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ABSTRAK 

Persaingan bisnis dalam bidang kecantikan semakin ketat yang menjadi 
tantangan bagi para pelaku usaha, dengan begitu perusahaan dituntut kreatif dalam 
menciptakan strategi untuk menarik perhatian konsumen agar dapat merebut 
pangsa pasar, dengan tetap mengedepankan kualitas produk agar dapat terciptanya 
citra merek yang bagus. Penelitian ini bertujuan untuk menganalisis pengaruh 
kualitas produk, electronic word of mouth (e-wom) terhadap keputusan pembelian 
dengan brand image sebagai variabel mediasi. Jenis penelitian yang digunakan 
adalah penelitian kuantitatif. Teknik pengambilan sampel yang digunakan adalah 
purposive sampling. Teknik pengumpulan data menggunakan kuisioner yang 
disebarkan kepada 160 responden. Analisis data menggunakan pendekatan 
Structural Equation Modeling (SEM) berbasis Partial Least Square (PLS) dengan 
aplikasi SmartPLS 4. Hasil penelitian menunjukkan kualitas produk, electronic 
word of mouth dan brand image memiliki pengaruh positif dan signifikan 
terhadap keputusan pembelian. Kualitas produk dan Electronic word of mouth 
memiliki pengaruh terhadap terhadap brand image. Brand image berhasil 
memediasi hubungan antara kualitas produk dan electronic word of mouth dengan 
keputusan pembelian.  
Kata kunci: Kualitas Produk, Electronic Word Of Mouth (E-WoM), Brand 

Image, Keputusan Pembelian 
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