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ABSTRAK 
 

Tujuan dari penelitian ini yakni memahami pengaruh Influencer, Electronic 
Word of Mouth (E-WOM), dan Brand Image terhadap Keputusan Pembelian pada 
produk kosmetik Somethinc. Penelitian ini dilakukan pada mahasiswi S1 
Universitas Mercu Buana yang sudah pernah melakukan pembelian ataupun 
menjadi pengguna dari produk kosmetik Somethinc. Data primer menjadi data yang 
digunakan pada penelitian ini dan juga didapat melalui kuesioner serta data 
sekunder sebagai pendukung. Teknik pengambilan sampel menggunakan non-
probability sampling dengan metode purposive sampling, dengan jumlah responden 
sebanyak 200 orang. Metode analisis data yang digunakan adalah Structural 
Equation Modeling-Partial Least Square (SEM-PLS). Temuan yang didapat 
menjabarkan Electronic Word of Mouth (E-WOM) dan Brand Image berpengaruh 
positif dan signifikan terhadap Keputusan Pembelian, sedangkan Influencer 
berpengaruh positif namun tidak signifikan terhadap Keputusan Pembelian. Hal ini 
menunjukkan bahwa konsumen lebih mempertimbangkan ulasan dari pengguna 
lain serta citra merek dibandingkan pengaruh dari influencer dalam mengambil 
keputusan pembelian. 
 
 
Kata Kunci : Influencer, Electronic Word of Mouth (E-WOM), Brand image, 
Keputusan pembelian, Kosmetik Somethinc. 
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THE INFLUENCE OF INFLUENCERS, ELECTRONIC WORD 

OF MOUTH (E-WOM), AND BRAND IMAGE ON PURCHASE 

DECISIONS FOR SOMETHINC COSMETIC PRODUCTS  

(A Study on Undergraduate Female Students at Mercu Buana 
University, Meruya) 

 
FATIH SEKAR AYU FEBRIANTRI 

 
 
 

ABSTRACT 

 
The purpose of this study is to investigate how Brand Image, Electronic 

Word of Mouth (E-WOM), and Influencers affect consumers' decisions to buy 
certain cosmetics. Female undergraduate students at Universitas Mercu Buana 
who have bought or used Somethinc cosmetics participated in this study. Primary 
data collected via surveys and secondary data used as supporting material make 
up the data used in this study. 200 respondents were sampled using a purposeful 
non-probability sampling strategy. Structural Equation Modeling–Partial Least 
Squares (SEM-PLS) was the data analysis technique used. The findings indicate 
that while influencers have a favorable but not statistically significant impact on 
purchase decisions, electronic word of mouth (E-WOM) and brand image have a 
positive and substantial impact. These results show that when making judgments 
about what to buy, customers are more likely to take brand image and user ratings 
into account than influencer advertisements. 
 
Keywords: Influencers, Electronic Word of Mouth (E-WOM), Brand image, 
Purchasing Decisions, Cosmetic Somethinc. 
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