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ABSTRAK

Mesi Ruth Andriani Br Purba, 2110412220003, 2025. Pengaruh Electronic
Word Of Mouth dan Online Customer Review terhadap Keputusan Pembelian pada
Konsumen Hand & Body Nivea di Kota Banjarmasin. Dibimbing: Irwansyah.

Penelitian ini bertujuan untuk mengetahui dan menguji pengaruh sifgnifikan
secara parsial dan simultan variabel Electronic Word Of Mouth dan Online
Customer Review terhadap Keputusan Pembelian pada Konsumen Hand & Body
Nivea di Kota Banjarmasin.

Penelitian ini menggunakan pendekatan kuantitatif, Lokasi penelitian di Kota
Banjarmasin. Sampel dalam penelitian ini berjumlah 100 responden yang telah
melakukan pembelian pada produk Hand & Body Nivea di Kota Banjarmasin.
Pemilihan responden dilakukan dengan menggunakan Teknik pengumpulan data
menggunakan kuesioner. Analisis data menggunakan regresi linear berganda.

Hasil penelitian ini membuktikan bahwa Electronic Word Of Mouth
berpengaruh signifikan secara parsial terhadap Keputusan Pembelian, Online
Customer Review berpengaruh signifikan secara parsial terhadap Keputusan
Pembelian. Secara simultan Electronic Word Of Mouth dan Online Customer
Review berpengaruh signifikan terhadap Keputusan Pembelian pada Konsumen
Hand & Body Nivea di Kota Banjarmasin.
Kata Kunci: Electronic Word Of Mouth, Online Customer Review, Keputusan
Pembelian
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ABSTRACT

Mesi Ruth Andriani Br Purba, 2110412220003, 2025. The Influence of
Electronic Word of Mouth and Online Customer Reviews on Purchase Decisions
of Hand& Body Nivea Consumers in Banjarmasin City. Supervised by: Irwansyah.

This research aims to identify and examine the partial and simultaneous
significant effects of the variables Electronic Word of Mouth and Online Customer
Reviews on Purchase Decisions of Hand & Body Nivea consumers in Banjarmasin
City.

This research employs a quantitative approach and was conducted in
Banjarmasin City. The sample consisted of 100 respondents who had purchased
Hand & Body Nivea products in Banjarmasin City. The respondents were selected
using a questionnaire as the data collection technique. The data were analyzed
using multiple linear regression analysis.

The results of this study indicate that Electronic Word of Mouth has a
significant partial effect on Purchase Decisions, and Online Customer Reviews
also have a significant partial effect on Purchase Decisions. Simultaneously,
Electronic Word of Mouth and Online Customer Reviews have a significant effect
on Purchase Decisions of Hand & Body Nivea consumers in Banjarmasin City.
Keywords: Electronic Word of Mouth, Online Customer Reviews, Purchase
Decisions
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