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Abstract 

This research was conducted to determine and analyze the influence of e-WOM and brand image on 

purchasing decisions. This research uses quantitative methods. The data collection technique in this 

research uses a questionnaire. A sample of 120 was carried out using purposive sampling. Multiple 

linear regression analysis technique. The research results found that e-WOM has a positive and 

significant effect on purchasing decisions and brand image has a positive and significant effect on 

purchasing decisions. E-wom and brand image have a simultaneous influence on purchasing decisions. 

 

Keywords— E-WOM, Brand image, purchasing decisions 

Abstrak 

Penelitian ini dilakukan untuk mengetahui dan menganalisis pengaruh e-WOM dan citra merek 

terhadap keputusan pembelian. Penelitian ini menggunakan metode kuantitatif. Teknik pengumpulan 

data dalam penelitian ini menggunakan kuesioner. Sampel sebanyak 120 dilakukan dengan 

menggunakan purposive sampling. Teknik analisis regresi linier berganda. Hasil penelitian menemukan 

bahwa e-WOM berpengaruh positif dan signifikan terhadap keputusan pembelian dan citra merek 

berpengaruh positif dan signifikan terhadap keputusan pembelian. E-WOM dan citra merek memiliki 

pengaruh secara simultan terhadap keputusan pembelian. 

Kata Kunci: E-WOM, Citra Merek, Keputusan Pembelian 

INTRODUCTION   

In the increasingly advanced digital era, companies must be ready to adapt quickly to technology 

so that their products are liked by customers, such as using social media to market. Social media 

provides a space for all parties to communicate and provide information about things that are not 

hindered by distance and time, besides that it is now widely used to share experiences and reviews of 

certain products. 

Giving product reviews and sharing them is a marketing communication method which is 

commonly known as WOM/Word of mouth. WOM is a technique of conveying information about 

services or goods which is generally done face to face and whose reach is not too wide, namely only 

relatives or those they know, but now WOM communication has shifted its paradigm, therefore it can 
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be applied in cyberspace with a wider scope and this known as E-WOM/Electronic Word of Mouth, 

which is a medium for marketing through the most effective and efficient communication because it 

does not require a large budget, is sufficient in area, and spreads information quickly. 

The social media that is currently familiar and popular is Instagram, which supports activities 

such as in the case of beauty products to apply the e-WOM method. This strategy shows the 

interpretations and testimonies of several people after using the product via social media, with the hope 

of attracting customer trust to decide to purchase the product. 

The Pixy cosmetic product was chosen as the research object because the product is familiar to a 

wide audience. This product is already familiar to the public. Apart from that, another reason is that the 

level of purchases of Pixy has decreased, especially in 2022, which is very significant and has resulted 

in a shift to other cosmetic products. This means that customers' interest in buying Pixy cosmetic 

products is decreasing. 

Based on the results of observations, it shows that more than 60% of consumers know how to 

access the product, however, 40% of consumers do not see enough information about Pixy product 

variations and lack recommendations from other consumers. 

Based on pre-research results, it show that more than 40% of consumers easily remember brands, 

but 60% of consumers lack trust in a brand, lack of conformity to expectations, and lack of repeat 

product purchases. 

The problem of research is to determine the influence of E-WOM and brand image on consumer 

purchasing decisions, especially students. Due to this background matter, researchers are interested in 

further research on the title “The Influence of E-WOM and Brand Image on Consumer Purchasing 

Decisions for Pixy Cosmetic Products”. 

LITERATURE REVIEW 

Swastha (2013), states that a purchasing decision is a choice that may provide a solution to the 

choice objectively and on target so as not to harm each other. According to  Schiffman and Kanuk 

(2004), a purchasing decision is an alternative decision from 2 options, which means a person has a 

choice of alternatives. 

Electronic Word Mouth (E-WOM) 

Kotler and Keller (2016), stated that marketing using the internet creates a word-of-mouth impact 

in the world of marketing. Marketing itself can influence consumers in developing products and services 

for other people. 

 Brand image is the impression of a company that consumers experience (Sahidillah Nurdin, 

2021). Kloter (2002) states that brand image is the stages that consumers go through regarding a brand 

in hearing, reading, and seeing a product. Thinking about a good marketing system in an organization 

or company for brand image is very necessary because it creates positive things for the company and 

has a positive impact on the company. 

 

 



Nabila et al., (2024)  Jamanika Vol.04(04) 2024 

 

340 

 

 

Figure 1. Frame of Mind  

 The hypothesis of the influence of E-WoM on purchasing decisions is supported by several previous 

studies, based on the results of research conducted by (Arie Liyono, 2020), (Fina & Rochiyati, 2021), 

(Annisa & Aprianti, 2020), stating that E-WoM has a positive and significant influence on purchasing 

decisions. H1: The better the E-WOM, the more confident the decision to purchase Pixy cosmetic 

products. 

 If Pixy's brand image is well formed, buyers can recommend the product to others, so this becomes 

a means to promote the company's products more effectively. The hypothesis of the influence of brand 

image on purchasing decisions is supported by several previous studies, based on the results of research 

conducted by (Lannita & Diana, 2022), (Arie Liyono, 2020), (Fina & Rochiyati, 2021), (Annisa & 

Aprianti, 2020), stating that brand image has a positive and significant effect on purchasing decisions. 

H2: The better the Brand Image, the more confident the decision to purchase Pixy cosmetic products. 

 E-WOM aims to provide information for buyers and users of a product which is reviewed in an 

actual and concrete manner. When buyers feel a good brand image, this automatically encourages them 

to make purchases on products with that brand. Thus, the better the brand image of a product, the higher 

the user's motivation to make a purchasing decision. The hypothesis of the influence of E-WoM and 

brand image on purchasing decisions is supported by several previous studies, based on the results of 

research conducted by (Nur Aiman & Albert, 2020), (Arie Liyono, 2020), (Uwais et al., 2020), (Fina & 

Rochiyati, 2021), (Annisa & Aprianti, 2020), states that E-WoM and brand image have a positive and 

significant effect on purchasing decisions. H3: The better the E-WOM and Brand Image, the more 

confident the decision to purchase Pixy cosmetic products. 

 

RESEARCH METHOD 

The type of data used in this research is quantitative. This research was conducted in Malang 

City. This location was chosen because there is a phenomenon that occurs in Malang City regarding E-

WOM, Brand Image, and purchasing decisions. What is researched here uses Non-Probability Sampling 

which includes purposive sampling, namely a way of determining a sample that takes certain things into 

account. Secondary data was obtained from social media and the Top Brand Award. Primary data uses 

a questionnaire method. Primary data collection in this research was carried out by distributing 

questionnaires to parties related to the research, the data source was the respondents' opinions by the 

E-WOM 

(X1) 

Brand Image 

(X2) 

Purchase Decision 

(Y) 

H1 

H2 
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research. The analysis test uses multiple linear regression analysis tests.  

RESULT AND DISCUSSION 

Table 1. Validity Test Results 

Variable Question r count r table Results 

EWOM Information provided by my friend 

about Pixy products is useful for me 

X1.1  

0,823 0,195 Valid 

Information that I 

get about the product 

Pixy of people 

trusted X1.2 

0,768 0,195 Valid 

I was helped by 

there are recommendations 

related to Pixy products X1.3  

0,815 0,195 Valid 

Frequent information 

I heard it's related 

Pixy X1.4 

0,703 0,195 Valid 

Brand Image Pixy is a brand 

easy cosmetics 

pronounced X2.1 

0,794 0,195 Valid 

 Pixy has a reputation 

the good ones in the market 

cosmetics X2.2 

0,661 0,195 Valid 

 Products and packaging 

Pixy is easy to remember X2.3 

0,820 0,195 Valid 

 The Pixy logo is very elegant 

X2.4 

0,812 0,195 Valid 

 I'm settled in 0,785 0,195 Valid 

Purchase 

Decision 

Decide to buy 

Pixy product Y1  

 I'm in fast 

decide to buy 

Pixy product Y2  

0,726 0,195 Valid 

Source: Primary data processed, 2024 

Looking at the above, it is known that the sig. r value of the question item is <0.05 (α = 0.05), 

meaning that each item of the variable is valid, thus the conclusion is that several items can be used to 

measure the variable being studied. This means that each question specified is valid and accurate in the 

research.  

Table 2. Reliability Test Results 

Variable Reliability Coefficient  Results 

E-Wom 0,783 Reliable 

Brand Image 0,776 Reliable 

Decision Purchase  0,806 Reliable 
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Source: Primary data processed, 2024 

 

From the results above, it can be concluded that this research is reliable. 

 

Table 3. Normality Test Results 

 Unstandardized 

Residual 

N 120 

Normal Mean .0000000 

Parameters(a,b) Std. Deviation 1.37456639 

Most Extreme Absolute .058 

Differences Positive .054 

Negative -.058 

Test Statistic .058 

Asymp. Sig. (2-Tailed)e .200d 

Source: Primary data processed, 2024 

The normality test results obtained a sig value. of 0.200, this result means that the data is normally 

distributed. 

 

Table 4. Autocorrelation Test Results 

D Dl Du 4-dl 4-du Description 

2.162 1.668 1.736 2.332 2.264 Non 

     Autocorrelation 

Source: Primary data processed, 2024 

 

From the results above, it can be concluded that the autocorrelation test in this study did not occur 

autocorrelation. 

Table 5. Heteroscedasticity Test Results 

Coeffitiens 

Model Sig Test Result 

(Constant) 

E-WOM .998 Non Heteroskedasticity 

Brand Image .119 Non Heteroskedasticity 

Source: Primary data processed, 2024 

 

From the data above it can be concluded that the α value ≥ 0.05. The result is that E-WOM (X1) 

is 0.998 and Brand Image (X2) is 0.119, there is no heteroscedasticity. 

 

Table 6. Multicollinearity Test Results 

Variable Tolerance VIF Test Result 

E-WOM 0,253 3,959 Non Multicollinearity 

Brand Image 0,253 3,959 Non Multicollinearity 
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Source: Primary data processed, 2024 

 

Based on the data above, the multicollinearity test can be interpreted as saying that 

multicollinearity does not occur. 

 

Table 7. Regression Analysis Results 

Independent Variable Unstandardized coefficient 

 B. Std. Error Sig 

(Constant) 0,516 0,715 0,472 

E-wom 0,588 0,081 0,000 

Brand Image 0,377 0,086 0,000 

Source: Primary data processed, 2024 

 

Y = 0.516 + 0.588 E-WOM + 0.377 brand image 

The equation above explained α = Constant of 0.516, not significant 0.472, which means that if 

E-WOM and brand image are bad, consumers will be unsure about making purchasing decisions. 

 

Table 8. Coefficient of Determination Results 

R R square Adjusted R 

Square 

0.901 0.812 0.809 

Source: Primary data processed, 2024 

 

The coefficient of determination is used to measure the magnitude of the influence and 

contribution of the independent and dependent variables. Through the analysis, the results obtained are 

adjusted R/coefficient of determination = -.809. This means that 80.9% of purchasing decision variables 

are determined by independent variables, namely E-WOM (X1) and brand image (X2). Meanwhile, the 

remaining 19.1% is due to the influence of several other variables not examined in this research. Apart 

from that, a correlation coefficient was also obtained which shows the magnitude of the correlation 

between the independent variable (E-WOM) and brand image with the purchasing decision variable, 

where the R-value = 0.901, meaning that the correlation value proves that E-WOM (X1) and brand 

image (X2) are related. with purchasing decisions. 

 

Table 9. T Test Results 

Variable Influence T value T table Description 

E-WOM 7.280 1.977 Significant 

Brand image 4.406 1.977 Significant 

Source: Primary data processed, 2024 

 

Based on the table, the following results are explained the E-WOM variable (X1), it is known 

that the calculated t value is 7,280, which shows that the calculated t value is greater than the t table 

(1,977), so it can be stated that there is a partially significant influence on the E-WOM variable (X1). 

on the dependent variable Purchase decision (Y). In the brand image variable (X2), it is known that the 

calculated t value is 4,406, which shows that the calculated t value is greater than the t table (1,977), so 

it can be stated that there is a partially significant influence on the brand image variable (X2) on the 



Nabila et al., (2024)  Jamanika Vol.04(04) 2024 

 

344 

 

variable dependent purchasing decision (Y). 

 

Table 10. F Test Results 

Variable Influence F value F table Description 

E-WOM and Brand 

Image on Buying 

Decision 

253.120 3.06 Significant 

Source: Primary data processed, 2024 

 

Based on the known fact that the calculated F value is 253.120 which shows that the calculated 

F value is greater than the F table of 3.06, this H0 is rejected and H1 is accepted so it can be concluded 

that the dependent variable or it could be said that the variables Ewom (X1) and brand image (X2) the 

dependent variable purchasing decisions (Y) have a significant influence together. 

The results show that E-WoM has a positive and significant influence on purchasing decisions. 

This means that if E-WoM has a positive impact, users become more confident in their decision to 

purchase Pixy products. Information shared by close acquaintances about Pixy products benefits users 

by helping them focus on aspects such as the product's suitability for their skin, available shades, and 

whether these match their skin tone. Friends can provide valuable input for purchasing decisions, and 

the information gathered becomes a consideration in determining whether Pixy is suitable and worth 

buying. If users find the information appealing, their confidence in purchasing decisions increases. 

Information about Pixy products from trusted individuals influences users' consideration of Pixy 

products. Trusted individuals provide more accurate information based on their experience using Pixy 

products, making their recommendations more reliable. Users tend to trust these individuals when 

making purchasing decisions for Pixy products. If the feedback from these trusted sources is positive, 

users become even more confident in their decision to purchase. Recommendations related to Pixy 

products help users consider buying them. The more recommendations a product receives, the more 

likely users are to be interested in it. These recommendations can attract users and influence their 

purchasing decisions. 

This study aligns with the theory of viral marketing, also known as electronic word of mouth (E-

WoM), as described by Kotler and Keller (2016). Viral marketing utilizes the internet to create a word-

of-mouth effect to support marketing efforts and objectives. Like a virus, viral marketing spreads 

rapidly, representing another form of word-of-mouth communication, moving from one click to 

another. It encourages users to share information about products and services developed by a company 

in the form of audio, video, or text online. This research is also supported by Yuliana & Apriatni (2020), 

who state that E-WoM positively influences purchasing decisions. 

The results show that brand image has a positive and partial influence on purchasing decisions. 

This means that if brand image has a positive impact, users become more confident in their decision to 

purchase Pixy products. This finding is supported by Kotler's (2002) theory, which defines brand image 

as the set of beliefs held by buyers about a brand, formed after they hear, read, or see the brand of a 

product. This study is also consistent with the research conducted by Titana & Yanthi (2022), which 

states that brand image positively influences purchasing decisions. 

This study demonstrates that E-WoM and brand image have a simultaneous influence on 

purchasing decisions. It can be concluded that the better the E-WoM and brand image, the more 

confident users are in their purchasing decisions. When deciding to purchase Pixy products, users tend 

to make their decisions with minimal deliberation, influenced by strong E-WoM and a positive brand 
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image. 

 

The findings are supported by Swastha's (2013) theory, which states that purchasing decisions 

involve identifying all possible options to solve a problem, systematically and objectively evaluating 

these options, and determining the losses associated with each alternative. This study is consistent with 

research by Annisa & Aprianti (2020), which also found that E-WoM and brand image simultaneously 

influence purchasing decisions. 

 

CONCLUSION  

Based on the results of research and discussion conclusion in this research is E-WoM and brand 

image have a positive and significant influence on purchasing decisions for Pixy cosmetic products, 

both individually and simultaneously. The impact of E-WoM is evident in how user reviews about Pixy 

products can influence potential consumers' actions in making purchase decisions. Meanwhile, the 

brand image established by Pixy creates a positive perception that shapes users' mindsets, encouraging 

them to choose and buy these cosmetic products. The combination of credible E-WoM and a strong 

brand image effectively convinces users of the quality and advantages of Pixy products, ultimately 

driving purchasing decisions. 
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