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ABSTRAK 

Fikha Fitriyah, 21042010148, Pengaruh Electronic Word of Mouth, Perceived 

Quality dan Customer Engagement Terhadap Brand Trust (Studi pada 

Generasi Z Wanita Pengguna Kosmetik Wardah di Kota Surabaya) 

Penelitian ini dilakukan untuk mengetahui pengaruh Electronic Word of Mouth, 

Perceived Quality dan Customer Engagement Terhadap Brand Trust pada Generasi 

Z Wanita Pengguna Kosmetik Wardah di Kota Surabaya. Penelitian ini 

menggunakan pendekatan kuantitaif. Populasi dalam penelitian ini merupakan 

Generasi Z Wanita Kota Surabaya yang telah melakukan pembelian kosmetik 

Wardah. Teknik pengumpulan data menggunakan kuesioner dengan jumlah sampel 

205 responden. Teknik analisis data menggunakan analisis linier berganda. Hasil 

yang diperoleh menunjukkan bahwa Uji F menghasilkan Fhitung 28,100 ˃ Ftabel 2,64 

dengan nilai sign. 0,00 < 0,05, maka H1 diterima. Uji t dalam electronic word of 

mouth menghasilkan thitung 3,268 ˃ ttabel 1,971, untuk perceived quality 

menghasilkan thitung 3,566 ˃ ttabel 1,971 dan customer engagement menghasilkan 

thitung 2,827 ˃ ttabel 1,971 . Maka hasil dari uji t H2, H3, H4 diterima.Berdasarkan hasil 

tersebut, dapat disimpulkan bahwa secara simultan electronic word of mouth (X1) 

s, perceived quality (X2) dan customer engagement (X3) berpengaruh positif dan 

signifikan terhadap brand trust. Selanjutnya secara parsial electronic word of mouth 

(X1), perceived quality (X2) dan customer engagement (X3) berpengaruh positif 

dan signifikan terhadap brand trust. 

 

Kata kunci : electronic word of mouth, perceived quality customer engagement, 

brand trust 
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ABSTRACK 

Fikha Fitriyah, 21042010148, The Effect of Electronic Word of Mouth, 

Perceived Quality and Customer Engagement on Brand Trust (Study on 

Generation Z Female Wardah Cosmetic Users in Surabaya City) 

This research was conducted to determine the effect of Electronic Word of Mouth, 

Perceived Quality and Customer Engagement on Brand Trust in Generation Z 

Female Wardah Cosmetic Users in Surabaya City. This research uses a 

quantitative approach. The population in this study is Generation Z Women in 

Surabaya City who have purchased Wardah cosmetics. The data collection 

technique used a questionnaire with a sample size of 205 respondents. Data 

analysis techniques using multiple linear analysis. The results obtained show that 

the F test produces Fcount 28.100 ˃  Ftable 2.64 with a sign value. 0.00 <0.05, then 

H1 is accepted. The t test in electronic word of mouth produces a tcount of 3.268 ˃ 

t table 1.971, for perceived quality produces a tcount of 3.566 ˃ t table 1.971 and 

customer engagement produces a tcount of 2.827 ˃ t table 1.971. Based on these 

results, it can be concluded that simultaneously electronic word of mouth (X1) s, 

perceived quality (X2) and customer engagement (X3) have a positive and 

significant effect on brand trust. Furthermore, partially electronic word of mouth 

(X1), perceived quality (X2) and customer engagement (X3) have a positive and 

significant effect on brand trust. 

 

Keyword: electronic word of mouth, perceived quality customer engagement, 

brand trust
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Uji t (parsial) 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 9.720 1.774  5.478 .000 

X1 .397 .121 .231 3.268 .001 

X2 .219 .061 .263 3.566 .000 

X3 .149 .053 .188 2.827 .005 

a. Dependent Variable: Y 

 

Koefisien Determinasi (R2) 

Model Summaryb 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .544a .295 .285 2.721 

a. Predictors: (Constant), X3, X1, X2 

b. Dependent Variable: Y 

 


