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DAN E-WORD OF MOUTH TERHADAP KEPUTUSAN PEMBELIAN
(STUDI DI LAZADA PADA GENERASI MILENIAL KOTA MALANG)
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ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh brand image, e- service quality,
dan e-word of mouth terhadap keputusan pembelian di lazada pada generasi milenial
kota Malang. Metode penelitian yang digunakan adalah kuantitatif dengan teknik
sampling yang digunakan dalam' penelitian ini adalah non-probability sampling
berjenis purposive sampling dan didapatkan jumlah sampel sebanyak 136 orang.
Pengumpulan data dilakukan melalui kuesioner, sedangkan teknik analisis data
dilakukan dengan bantuan program SPSS. Hasil penelitian ini menunjukkan bahwa
brand image, e- service quality, dan e-word of mouth berpengaruh positif dan
signifikan baik secara parsial maupun simultan terhadap keputusan pembelian di
Lazada pada generasi milenial di Malang. Hal tersebut menunjukan dengan adanya
implementasi brand image, e- service quality, dan e-word of mouth yang baik, maka
akan menciptakan keputusan pembelian yang baik pula. Berdasarkan uji dominan,
variabel e-word of mouth (X3) memiliki pengaruh yang paling dominan terhadap
keputusan pembelian daripada brand (X1) dan e-service quality (X2).

Kata Kunci: Citra Merek, Kualitas Layanan Elektronik, E-Word of Mouth,
Keputusan Pembelian
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INFLUENCE OF BRAND IMAGE, E-SERVICE QUALITY,
AND E-WORD OF MOUTH ON PURCHASING DECISIONS
(STUDY AT LAZADA AMONG THE MILLENNIAL GENERATION IN
MALANG CITY)

Sevrita Bella Kumalasari, Sri Nastiti Andharini, Lugman Dzul Hilmi
Management Department, Faculty of Economic and Business
University of Muhammadiyah Malang
E-mail: sevritabella30@gmail.com

ABSTRACT

This research aims to examine the influence of brand image, e-service quality, and
e-word - of mouth on purchasing decisions at Lazada among the millennial
generation in the city of Malang. The research method used was quantitative with
the sampling technique used in this research being non-probability sampling,
purposive sampling and the sample size was 136 people. Data collection was
carried out through questionnaires, while data analysis techniques were carried out
with the help of the SPSS program. The results of this research show that brand
image, e-service quality, and e-word of mouth have a positive and significant effect,
both partially and simultaneously, on purchasing decisions at Lazada among the
millennial generation in Malang. This shows that with the implementation of good
brand image, e-service quality and e-word of mouth, good purchasing decisions
will also be created. Based on the dominance test, the e-word of mouth variable
(X3) has the most dominant influence on purchasing decisions than brand (X1) and
e-service quality (X2).

Keywords: Brand Image, E-Service Quality, E-Word Of Mouth, Purchasing
Decisions
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