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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh E-WOM, kualitas produk, dan
brand image terhadap keputusan pembelian skincare Glad2Glow di kota batam.
Populasi yang digunakan merupakan pengikut mau pun penonton saran langsung,
namun jumlahnya tidak pasti. Teknik pengambilan sampel menggunakan rumus
lemeshow dengan jumlah perhitungan sebesar 101 responden dengan teknik
pengambilan non probability sampling dan secara spesifik purposive sampling.
Pengumpulan data dilakukan melalui penyebaran kuesioner dan analisis data
menggunakan uji kualitas data, seperti uji validitas, uji reliabilitas, dan uji asumsi
klasik termasuk uji normalitas, uji multikolinieritas, serta uji heteroskedastisitas.
Uji pengaruh melibatkan analisis regresi linier berganda dan analisis koefisien
determinasi, sementara uji hipotesis melibatkan uji t. Hasil penelitian menunjukkan
E-WOM, kualitas produk dan brand image secara parsial berpengaruh terhadap
keputusan pembelianproduk skincare glad2glow di Tiktokshop.

kata kunci: E-WOM, kualitas Produk, brand image, keputusan pembelian.



ABSTRACT

This study aims to examine the influence of Electronic Word of Mouth (E-WOM),
product quality, and brand image on purchasing decisions of Glad2Glow skincare
products in Batam City.The population in this research consists of followers and
viewers of direct recommendations, although the exact number is unknown. The
sampling technique applies the Lemeshow formula, resulting in a total of 101
respondents, using non-probability sampling with a purposive sampling approach.
Data collection was carried out through questionnaire distribution. The data were
analyzed using quality tests such as validity and reliability tests, along with
classical —assumption tests including normality, multicollinearity, and
heteroscedasticity tests. The influence of the variables was analyzed using multiple
linear regression and the coefficient of determination, while hypothesis testing was
conducted using the t-test. The results indicate that E-WOM, product quality, and
brand image each have a partial influence on purchasing decisions of Glad2Glow
skincare products on TikTok Shop.

Keywords: E-WOM, Product Quality, Brand Image, Purchasing Decision
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