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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui seberapa besar pengaruh dari electronic 

word of mouth dan country of origin terhadap purchase decision produk skincare 

lokal serum wajah Somethinc survei pada konsumen Somethinc di pengikut akun 

twitter @ohmybeautybank. Metode pengumpulan data yang digunakan dengan cara 

memberikan kuesioner kepada 100 responden pengikut akun twitter 

@ohmybeautybank yang menggunakan serum wajah Somethinc minimal 2 (dua) 

kali dalam dua (dua) bulan terakhir. Teknik sampel menggunakan non-probability 

sampling dan teknik alat analisis menggunakan Regresi Linear Berganda. 

Penelitian ini dilakukan uji analisis yang diolah menggunakan SPSS versi 26. Hasil 

penelitian ini menunjukkan bahwa electronic word of mouth dan country of origin 

berpengaruh positif dan signifikan terhadap purchase decision. Besarnya 0,368 

yang berarti bahwa sebesar 36,8% variabel electronic word of mouth dan country 

of origin dapat dijelaskan, dipengaruhi oleh purchase decision, sedangkan sisanya 

sebesar 63,2% dipengaruhi oleh variabel lain di luar model. Secara parsial 

electronic word of mouth memiliki pengaruh sebesar 0,243 yang berarti bahwa 

sebesar 24,3%, dan country of origin memiliki pengaruh sebesar 0,289 yang berarti 

bahwa sebesar 28,9%.  

Kata Kunci : Electronic Word Of Mouth, Country Of Origin, Purchase Decision. 
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ABSTRACT 

This study aims to determine how much influence electronic word of mouth and 

country of origin have on purchase decisions for local skincare products, 

Somethinc facial serum, survey on consumer Somethinc in twitter account followers 

of  @ohmybeautybank. The data collection method used was by giving 

questionnaires to 100 respondents following the Twitter account 

@ohmybeautybank who used Somethinc facial serum at least 2 (two) times in the 

last two (two) months. The sampling technique uses non-probability sampling and 

the analytical tool technique uses Multiple Linear Regression. This study was 

carried out with analytical tests processed using SPSS version 26. The results of 

this study indicate that electronic word of mouth and country of origin have a 

positive and significant effect on purchase decisions. The magnitude of 0.368 means 

that 36,8% of the electronic word of mouth and country of origin variables can be 

explained, influenced by the purchase decision, while the remaining 59.6% is 

influenced by other variables outside the model. Partially, electronic word of mouth 

has an effect of 0.243, which means that it is 24,3%, and country of origin has an 

effect of 0.289, which means that it is 28,9%. 

Keywords: Electronic Word Of Mouth, Country Of Origin, Purchase Decision. 
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