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ABSTRAK 
 

Penelitian ini bertujuan untuk menguji dugaan dan menganalisis pengaruh getok 
tular elektronik (EWOM), kualitas layanan, iklan dan promosi penjualan terhadap 
minat beli produk kosmetik secara online melalui situs e-commerce Sociolla. 
Objek penelitian ini adalah konsumen DKI Jakarta sebanyak 145 responden. 
Pendekatan yang digunakan dalam penelitian ini adalah Component atau Variance 
Based Structural Equation Model dengan alat analisis SmartPLS 3.0. Hasil 
penelitian menunjukkan getok tular elektronik (EWOM) berpengaruh positif dan 
signifikan terhadap minat beli konsumen Sociolla, kualitas layanan berpengaruh 
positif dan signifikan terhadap minat beli konsumen Sociolla, iklan dan promosi 
penjualan berpengaruh positif dan signifikan terhadap minat beli konsumen 
Sociolla. 

Kata Kunci: Getok Tular Elektronik (EWOM), Kualitas Layanan, Iklan, Promosi 
Penjualan, Minat Beli.  
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ABSTRACT 

 

This study aims to examine the hypothesis and analyze the effect of electronic 
word of mouth (EWOM), service quality, advertising, and sales promotion on the 
interest in buying cosmetic products online through the Sociolla e-commerce site. 
The object of this research is 145 respondents from Jakarta. The method used in 
this research is the Component or Variance Based Structural Equation Model 
with the smartPLS 3.0 analysis tool. The results showed that electronic word of 
mouth (EWOM) have positive and significant effect on Sociolla consumers buying 
interest, service quality have positive and significant effect on Sociolla consumers 
buying interest, advertising and sales promotion have positive and significant 
effect on Sociolla consumers buying interest. 
 
Keywords: Electronic Word of Mouth (EWOM), Service Quality, Advertising, 
Sales Promotion, Buying Interest. 
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