DAFTAR ISI

HALAMAN JUDUL ...uuciiiiiiiensnecsensenssicssissesssecsssssssssessssssssssssssssssssssssssssssssssssssss i
PERNYATAAN KEASLIAN KARYA TULIS ....ucivvinneinnnicssnsssisssssssssssssssssosens ii
HALAMAN PERSETUJUAN ...ccovinvinninsensrensnissanssessssssnsssssssssssssssssssssssssssssssass iii
HALAMAN PERSEMBAHAN .....coovininninrensnnnsanssessssssisssssssssssssssssssssssssssssssass iv
IMOTTO cauconvrinennninsnnssensanssenssessssssssssssssssssssssssssssssssssssssssssssssssssasssssssssssssssssssssasssssss v
KATA PENGANTAR ....couiiiiiinnninsnisenssisssisssssssssssssssssssssssssssssssssssssssssssssssssssssass vi
ABSTRAK ..uouiiiiiniiinsninsnisensaisssisssssssssssssssssssssssssssssssassssssssssssssssssssssssssssasssssss viii
DAFTAR ISL...uuuiiiiiiniinnninneissnicsssssssnsssssssasssssssssssssssssassssssssssossssssssssssssssssssssssasss ix
DAFTAR GAMBAR ......cuuiiiiitictniensnicssissesssesssissssssessssssssssssssesssssssssssssssssssns xii
DAFTAR TABEL xiii
DAFTAR LAMPIRAN ...ooiirreinnniessersssncssasssssssssssssssssassssssssassssssssassssssssassssssssass xiv
BAB I PENDAHULUAN. ....cccvieninsensncsenssessssssasssssssssssssssssssssasssssssssssssssssssssasssssss 1
A, Latar BelaKang ......cc.cooueiiiiiiiiiiiiccee s 1
B.  Rumusan Masalah ...........cocooiiiiiiiiii 10
C.  Tujuan Penelitian.........cccccueiiiieiiiiiieie et 11
D.  Manfaat Penelitian ........cccccoooeiiiiiiiiiiiiiiceeee e 12
BAB II TINJAUAN PUSTAKA .....couiitietrsenticnisesssesssissesssnssssssssssessssssasssssnns 13
A, Landasan TEOTT .....cocueiiieriiiiiiiieiieete ettt 13

1. Keputusan Pembelian.........cccccecviieiiiiniiiieniieccieccee e 13

2. E-WOM e 16

3. Kualitas Produk .........ccocoooiiiiiiiniiiiceee e 19

4. Brand trUST....cooueeieiieieitesceee e 22

B.  Penelitian Terdahulu............cocoiiiiiiiiniiiieee e 25
C. Hubungan Antar Variabel ............cccceeeiiiiiiiieniieceeeeee e 32

1. Pengaruh E-WOM terhadap Keputusan Pembelian..............ccccenee. 32

2. Pengaruh Kualitas Produk terhadap Keputusan Pembelian.................. 32

3. Pengaruh Brand trust terhadap Keputusan Pembelian.......................... 33



4.  Pengaruh E-WOM terhadap Brand trust ............ccccoeeeveveeecveecvennnnne. 34

5. Pengaruh Kualitas Produk terhadap Brand trust.............ccccccueeeuvennnnne. 35
6. Pengaruh E-WOM dimediasi Brand trust terhadap Keputusan

PembBElIaN. .. .c..oouiiiiiiiiie e 36

7. Pengaruh Kualitas Produk dimediasi Brand trust terhadap Keputusan
Pembelian........cooueiiiiiiii e 37
D. Kerangka Konseptual..........ccoooiiiiieiiiiiiieiieeeeee e 38
E. Hipotesis Penelitian...........cccoeeiiieeiiieeiiieeieeeee et 38
BAB III METODE PENELITIAN .. 40
A. Rancangan Penelitian...........cccoooeiiiiiiiiiiiiniieiee e 40
B. Obyek dan Waktu Penelitian............cccceevvieriiiciiiniieiienie e 41
L. Objek Penelitian ........ccceeviieiieriiieiieiie e 41
2. Waktu Penelitian .........ccccovieiiiiiiiieiiiieseeeeee e 42
C. POPULAST ..ttt et e 42
D. Sampel dan Teknik Sampling.........ccccecevieniriiniiinieinenieeceeeeece 42
1 SAMPEL..c.eiiiiiiiiiei s 42
2. Teknik SampPling ......cceocviviiiiiiiiiiiieee e 43
E. Jenis Data Penelitian ...........cccoceeiiieiiiiiiiiiieeiceeeeeee e 44
F.  Prosedur Pengambilan Data............cccoeoiiieniieiiiiiiiieeeeee e 44
G. Klasifikasi Variabel Penelitian ...........ccoccoviiiiiiiiiniiniiiniieicece 47
1. Variabel Independen (X)) .....cccoevveeriiiiniiieeiieeeee e 47
2. Variabel Dependen (Y)....cooocieerieeeiieeieeeteeee et 47
Variabel Mediasi (Z) .....eeevvveeeiuiieeiiieeiieeeie e 47
H. Definisi Operasional Variabel ............ccccceeviiiiiiiniiiiiiieeiieceeeeee 48
L UJiINSHUMEN ..ottt ettt ettt 49
Lo UJE Validitas....ceeieeiieeieeciie ettt et e 49
2. Uji ReHabilitas ......ccccieiiiiiiiiieiieeee et 54
J. Teknik Analisis Data ........cccccooiiiiiiiiiiiiiiiee e 56
BAB IV HASIL PENELITIAN DAN PEMBAHASAN .. 62
A, Analisis DesSKIIPT .....ccooiiieiiieciie e 62



1. Analisis Deskriptif Responden..........ccocvevieeviieniiiiniienieeieeie e 62

2. Analisis Deskriptif Variabel Penelitian ............ccccooceeveniininiiniencnnne. 65
B.  Analisis Kuantitatif...........ccooooiriiiiiiiniiee e 69
1. Evaluasi Model Pengukuran (Outer Model) ..............ccceeeeueeeecreeeannnnn. 70
2. Evaluasi Model Struktural (Inner Model) ..........cccceveevirieeeciieeniieeeiee 75
C.  Pembahasan.........cccoiiiiiiiiiiiiieeee e 83
1. Pengaruh Electronic Word of Mouth (X1) terhadap Keputusan
Pembelian (Y) ..ueeoeeeeie et en 83
2. Pengaruh Kualitas Produk (X2) terhadap Keputusan Pembelian (Y)... 84
3. Pengaruh Brand Trust (Z) terhadap Keputusan Pembelian (Y)............ 85
4.  Pengaruh Electronic Word of Mouth (X1) terhadap Brand Trust (Z).... 87
5. Pengaruh Kualitas Produk (Z) terhadap Brand Trust (Z)...................... 88
6. Pengaruh Electronic Word of Mouth (X1) terhadap Keputusan
Pembelian (Y) melalui Brand trust (Z)......c.ccceeeeeeeeeeecieenieeiiesieeeeeeieeeeeenn, 89
7. Pengaruh Kualitas Produk (X2) terhadap Keputusan Pembelian (Y)
Melalui Brand TrUuSt (Z) .....oceeeeeeeeeeeeeeeeee ettt 90
BAB V PENUTUP 92
AL KeSIMPUIAN ..o 92
Bl SAran......ooii e e 93
DAFTAR PUSTAKA....uootiieiniieicstnsesssesssissesssnsssisssssssssssssssssssssssssssssssssssssssssas 94

Xi



DAFTAR GAMBAR

Gambar 1.1 Jenis Web teratas Dikunjungi di Indonesia (2024) .......ccccooerveevereeseneneennens 2
Gambar 1.2 Ulasan Produk Glad2Glow di Platform Shopee (2025).....ccccccevevevivverrcneennnn 3
Gambar 1.3 Komentar Negatif Produk di Platform............cccoeceviniiiininininieccieeeee 5
Gambar 2.1 Kerangka Konseptual .........ccccoouieiriiiiiiiieiieneeeeeeeee e 38
Gambar 3.1 Outer Model........coveieiiiieierirereeere e e 50
Gambar 4.1 Hasil Pengujian Outer Model ........c.cceceiireeninienininienereeeseeeeeseeee 70
Gambar 4.2 Hasil Pengujian Inner Model...........cccoiiiiiiiiiniiiniieeeeeeeeeeen 75

Xii



