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ABSTRAK

Farah Dibba, 22042010219, Pengaruh Electronic Word of Mouth, Brand
Awareness, dan Brand Image terhadap Purchase Decision Produk Kosmetik
Oh My Glam (OMG) di Media Sosial TikTok

Penelitian ini bertujuan untuk menganalisis pengaruh Electronic Word of Mouth,
Brand Awareness, dan Brand Image terhadap Purchase Decision produk kosmetik
Oh My Glam (OMG) di media sosial TikTok. Penelitian ini menggunakan metode
kuantitatif dengan pendekatan deskriptif. Data primer dikumpulkan melalui
kuesioner yang disebarkan kepada 100 responden dengan teknik purposive
sampling. Analisis data dilakukan menggunakan SEM-PLS. Hasil penelitian
menunjukkan bahwa Electronic Word of Mouth, Brand Awareness, dan Brand
Image masing-masing memiliki pengaruh positif dan signifikan terhadap Purchase
Decision, dengan Brand Image sebagai variabel yang paling dominan. Nilai R-
Square sebesar 0,487 menunjukkan bahwa ketiga variabel mampu menjelaskan
48,7% variasi Purchase Decision, sedangkan 51,3% sisanya dipengaruhi oleh
variabel lain di luar penelitian. Hal ini menunjukkan bahwa interaksi digital dan
persepsi merek memiliki peran penting dalam memengaruhi keputusan pembelian
konsumen. Temuan ini mengimplikasikan bahwa perusahaan kosmetik perlu
menjaga citra merek yang positif serta mengoptimalkan interaksi digital berbasis
TikTok untuk mendorong keputusan pembelian konsumen.

Kata Kunci: Electronic Word of Mouth, Brand Awareness, Brand Image, Purchase
Decision, TikTok
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ABSTRACT

Farah Dibba, 22042010219, The Influence of Electronic Word of Mouth, Brand
Awareness, and Brand Image on the Purchase Decision of Oh My Glam (OMG)
Cosmetic Products on TikTok Social Media

This research aims to analyze the influence of Electronic Word of Mouth, Brand
Awareness, and Brand Image on the Purchase Decision of Oh My Glam (OMG)
cosmetic products on TikTok social media. This study employed a quantitative
method with a descriptive approach. Primary data were collected through
questionnaires distributed to 100 respondents using a purposive sampling
technique. Data analysis was conducted using SEM-PLS. The results indicate that
Electronic Word of Mouth, Brand Awareness, and Brand Image each have a
positive and significant effect on Purchase Decision, with Brand Image emerging
as the most dominant variable. The R-Square value of 0.487 indicates that the three
variables are able to explain 48.7% of the variance in Purchase Decision, while the
remaining 51.3% is influenced by other variables outside this study. This finding
indicates that digital interaction and brand perception play an important role in
influencing consumer purchasing decisions. These findings imply that cosmetic
companies should maintain a positive brand image and optimize TikTok-based
digital interactions to encourage consumer purchase decisions.

Keywords: Electronic Word of Mouth, Brand Awareness, Brand Image, Purchase
Decision, TikTok
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