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ABSTRAK 

Stephen Vincent Nathanail Sitorus, 2110412210027, 2025. Pengaruh 

Electronic Word Of Mouth Dan Brand Trust Terhadap Keputusan Pembelian 

Smartphone Xiaomi Di Kota Banjarmasin, di bawah bimbingan: Humaidi. 

Penelitian ini bertujuan untuk menguji pengaruh secara parsial dan simultan 

Electronic Word Of Mouth dan Brand Trust terhadap Keputusan Pembelian 

Smartphone Xiaomi Di Kota Banjarmasin. Penelitian ini menggunakan pendekatan 

kuantitatif dengan jumlah sampel sebanyak 100 responden, yang dipilih 

menggunakan teknik accidental sampling. Kriteria responden adalah berusia 

minimal 18 tahun, berdomisili di kota Banjarmasin, pernah melakukan pembelian 

smartphone Xiaomi minimal satu kali. Pengumpulan data mengunakan kuesioner 

dan analisis data menggunakan regresi linear berganda. 

Hasil penelitian ini membuktikan Electronic Word Of Mouth dan Brand 

Trust secara parsial dan simultan berpengaruh signifikan Terhadap Keputusan 

Pembelian smartphone Xiaomi Di Kota Banjarmasin. 

 

Kata kunci: Electronic Word Of Mouth, Brand Trust, Keputusan Pembelian 
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ABSTRACT 

Stephen Vincent Nathanail Sitorus, 2110412210027, 2025. The Influence of 

Electronic Word Of Mouth and Brand Trust on Xiaomi Smartphone Purchasing 

Decisions in Banjarmasin City, under the guidance of: Humaidi. 

This study aims to test the partial and simultaneous influence of Electronic 

Word Of Mouth and Brand Trust on Xiaomi Smartphone Purchasing Decisions in 

Banjarmasin City. This study uses a quantitative approach with a sample size of 

100 respondents, selected using accidental sampling techniques. The criteria for 

respondents are at least 18 years old, domiciled in Banjarmasin City, and have 

purchased a Xiaomi smartphone at least once. Data collection using questionnaires 

and data analysis using multiple linear regression. 

The results of this study prove that Electronic Word Of Mouth and Brand 

Trust partially and simultaneously have a significant effect on Xiaomi smartphone 

purchasing decisions in Banjarmasin City. 

 

Keywords: Electronic Word Of Mouth, Brand Trust, Purchasing Decisions 
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