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ABSTRAK 

Hanida Ulfah, 211041232005, 2025. Pengaruh Electronic Word of Mouth 
(eWOM) dan Brand Trust Terhadap Keputusan Pembelian Cushion Skintific pada 
Aplikasi TikTok di Kota Banjarmasin, di bawah bimbingan: Setio Utomo  

Penelitian ini bertujuan menguji pengaruh secara parsial dan simultan 
variabel Electronic Word of Mouth (eWOM) dan Brand Trust Terhadap Keputusan 
Pembelian Cushion Skintific pada Aplikasi TikTok di Kota Banjarmasin. 

Penelitian ini menggunakan pendekatan kuantitatif, lokasi penelitian di Kota 
Banjarmasin. Sampel sebanyak 100 orang responden yang pernah membeli 
Cushion Skintific dipilih secara accidental sampling. Analisis data menggunakan 
regresi linier berganda. 

Hasil penelitian ini membuktikan Electronic Word of Mouth (eWOM) dan 
Brand Trust secara parsial dan simultan berpengaruh signifikan Terhadap 
Keputusan Pembelian Cushion Skintific pada Aplikasi TikTok di Kota 
Banjarmasin. 
 

Kata Kunci: Electronic Word of Mouth (eWOM), Brand Trust, Keputusan 

Pembelian 
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ABSTRACT 

Hanida Ulfah, 211041232005, 2025. The Influence of Electronic Word of 
Mouth (eWOM) and Brand Trust on the Decision to Purchase Cushion Skintific on 
the TikTok Application in Banjarmasin City, under the guidance of: Setio Utomo 

This study aims to test the partial and simultaneous influence of Electronic 
Word of Mouth (eWOM) and Brand Trust variables on the Purchase Decision of 
Cushion Skintific on the TikTok Application in Banjarmasin City. 

This study uses a quantitative approach, the location of the research is in the 
city of Banjarmasin. A sample of 100 respondents who had bought Cushion Skintific 
was selected by accidental sampling. 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 the Purchase Decision of 
Cushion Skintific on the TikTok Application in the City of Banjarmasin. 
 
Keywords: Electronic Word of Mouth (eWOM), Brand Trust, Purchasing Decisions 
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