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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh brand image, electronic word 

of mouth (e-WOM), dan brand trust terhadap pembelian impulsif produk skincare 

Skintific melalui platform e-commerce. Penelitian ini menggunakan pendekatan 

kuantitatif dengan metode survei melalui penyebaran kuesioner menggunakan 

Google Form. Jumlah responden sebanyak 60 yang berdomisili di Kota 

Yogyakarta, dan yang pernah membeli produk Skintific secara online. Analisis data 

dilakukan dengan menggunakan regresi linier berganda melalui program SPSS. 

Hasil penelitian menunjukkan bahwa ketiga variabel independen, yaitu brand 

image, e-WOM, dan brand trust memiliki pengaruh positif dan signifikan terhadap 

pembelian impulsif. Nilai koefisien determinasi (adjusted R²) sebesar 0,497 

mengindikasikan bahwa 49,7% variasi dalam perilaku pembelian impulsif dapat 

dijelaskan oleh ketiga variabel tersebut. Sementara sisanya dipengaruhi oleh faktor 

lain di luar penelitian ini. Temuan ini menunjukkan bahwa brand image yang kuat, 

electronic word of mouth di media digital, dan brand trust yang tinggi terhadap 

merek sangat berperan dalam mendorong perilaku pembelian impulsif. Penelitian 

ini memberikan implikasi praktis bagi pelaku bisnis skincare dalam merancang 

strategi pemasaran digital yang lebih efektif. 

 

Kata kunci: brand image, electronic word of mouth, brand trust, pembelian 

impulsif 
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ABSTRACT 

 

This study aims to analyze the influence of brand image, electronic word of mouth 

(e-WOM), and brand trust on impulsive purchasing of Skintific skincare products 

through e-commerce platforms. This study uses a quantitative approach with a 

survey method through the distribution of questionnaires using Google Forms. 

There were 60 respondents residing in Yogyakarta City who had purchased 

Skintific products online. Data analysis was performed using multiple linear 

regression through the SPSS program. The results showed that the three 

independent variables, namely brand image, e-WOM, and brand trust, had a 

positive and significant effect on impulsive buying. The coefficient of determination 

(adjusted R²) value of 0.497 indicates that 49.7% of the variation in impulsive 

buying behavior can be explained by these three variables. The rest is influenced 

by other factors outside this study. These findings show that a strong brand image, 

electronic word of mouth in digital media, and high brand trust play a significant 

role in encouraging impulsive buying behavior. This study provides practical 

implications for skincare businesses in designing more effective digital marketing 

strategies. 

  

Keywords: brand image, electronic word of mouth, brand trust, impulsive buying 
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