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ABSTRAK 

MARIA CRISTIN AMELIA SINAGA, 22042010267, PENGARUH 

KUALITAS PRODUK, ELECTRONIC WORD OF MOUTH (EWOM), DAN 

BRAND AMBASSADOR TERHADAP KEPUTUSAN PEMBELIAN 

PRODUK SKINCARE SKINTIFIC DI KOTA SURABAYA 

Penelitian ini bertujuan untuk mengetahui dan menganalisis Pengaruh Kualitas 

Produk, Electronic Word of Mouth (EWOM), dan Brand Ambassador Terhadap 

Keputusan Pembelian Skincare Skintific di Kota Surabaya. Penelitian ini 

menggunakan pendekatan kuantitatif asosiatif dengan teknik pengumpulan data 

melalui penyebaran kuesioner kepada responden. Populasi dalam penelitian ini 

adalah konsumen dari produk skincare Skintific di Kota Surabaya, sedangkan 

sampel penelitian di tentukan menggunakan rumus Slovin sehingga diperoleh 

100 responden yang memenuhi kriteria penelitian. Analisis data dilakukan 

menggunakan analisis regresi linear berganda dengan bantuan program SPSS 

untuk menguji pengaruh variabel independen terhadap variabel dependen. Hasil 

penelitian menunjukkan bahwa secara simultan kualitas produk, electronic word 

of mouth (ewom), dan brand ambassador berpengaruh positif dan signifikan 

terhadap keputusan pembelian dengan nilai F hitung sebesar 60,279. Secara 

parsial, kualitas produk berpengaruh positif dan signifikan terhadap keputusan 

pembelian, sedangkan electronic word of mouth (ewom) dan brand ambassador 

tidak berpengaruh signifikan terhadap keputusan pembelian. Selain itu, 

diperoleh nilai koefisien determinasi (R2) sebesar 0,653, yang menunjukkan 

bahwa 65,3 % variasi keputusan pembelian dapat dijelaskan oleh variabel 

kualitas produk, electronic word of mouth (ewom), dan brand ambassador, 

sedangkan 34,7% sisanya dipengaruhi oleh faktor lain di luar model penelitian.  

 

Kata Kunci: Kualitas Produk, Electronic Word of Mouth (EWOM), Brand 

Ambassador, Keputusan Pembelian 

  

  



 
 

xii 
 

ABSTRACT 

MARIA CRISTIN AMELIA SINAGA, 22042010267, THE EFFECT OF 

PRODUCT QUALITY, ELECTRONIC WORD OF MOUTH (EWOM), AND 

BRAND AMBASSADORS ON PURCHASE DECISIONS FOR SKINTIFIC 

SKINCARE PRODUCTS IN SURABAYA 

This study aims to identify and analyse the influence of product quality, electronic 

word of mouth (EWOM) and brand ambassadors on purchasing decisions 

regarding Skintific skincare products in the city of Surabaya. This study employs a 

quantitative associative approach, with data collected through the distribution of 

questionnaires to respondents. The population in this study consists of consumers 

of Skintific skincare products in the city of Surabaya, whilst the research sample 

was determined using the Slovin formula, resulting in 100 respondents meeting the 

research criteria. Data analysis was conducted using multiple linear regression 

analysis with the aid of SPSS software to test the influence of independent variables 

on the dependent variable. The results of the study indicate that, simultaneously, 

product quality, electronic word of mouth (ewom), and brand ambassadors have a 

positive and significant influence on purchasing decisions, with a calculated F-

value of 60.279. Partially, product quality has a positive and significant influence 

on purchasing decisions, whilst electronic word of mouth (ewom) and brand 

ambassadors do not have a significant influence on purchasing decisions. 

Furthermore, a coefficient of determination (R²) of 0.653 was obtained, indicating 

that 65.3% of the variation in purchasing decisions can be explained by the 

variables of product quality, electronic word of mouth (ewom), and brand 

ambassadors, whilst the remaining 34.7% is influenced by other factors outside the 

research model.  

Keywords: Product Quality, Electronic Word of Mouth (EWOM), Brand 

Ambassador, Purchase DecisionKeywords: Product Quality, Electronic Word of 

Mouth (EWOM), Brand Ambassador, Purchase Decision  


