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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Electronic Word of Mouth (E-WOM), 

harga, dan kepercayaan terhadap keputusan konsumen menggunakan jasa Make Up Artist 

(MUA), baik secara parsial maupun simultan. Penelitian menggunakan pendekatan 

kuantitatif dengan metode survei dan jenis explanatory research. Sampel penelitian 

berjumlah 120 responden yang dipilih menggunakan teknik purposive sampling. Data 

dikumpulkan melalui kuesioner dengan skala Likert lima poin dan dianalisis menggunakan 

IBM SPSS Statistics 26 melalui analisis regresi linear berganda, uji t, uji F, dan koefisien 

determinasi. Hasil penelitian menunjukkan bahwa E-WOM berpengaruh positif dan 

signifikan terhadap keputusan konsumen dengan nilai t sebesar 2,908 dan signifikansi 0,004. 

Harga berpengaruh positif dan signifikan dengan nilai t sebesar 3,570 dan signifikansi < 

0,001. Kepercayaan berpengaruh positif dan signifikan dengan nilai t sebesar 4,917 dan 

signifikansi 0,000 serta menjadi variabel yang paling dominan. Secara simultan, E-WOM, 

harga, dan kepercayaan berpengaruh positif dan signifikan terhadap keputusan konsumen. 

Model penelitian mampu menjelaskan 33,0% variasi keputusan konsumen, sedangkan 

sisanya dipengaruhi faktor lain di luar model penelitian. 

Kata kunci: Electronic Word of Mouth (E-WOM), harga, kepercayaan, keputusan 

konsumen, Make Up Artist. 
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ABSTRACT 

This study aims to analyze the effects of Electronic Word of Mouth (E-WOM), price, and 

trust on consumers’ decisions to use Make Up Artist (MUA) services, both partially and 

simultaneously. This study employs a quantitative approach using a survey method and an 

explanatory research design. The sample consists of 120 respondents selected through 

purposive sampling. Data were collected using a five-point Likert-scale questionnaire and 

analyzed using IBM SPSS Statistics 26 through multiple linear regression analysis, t-test, F-

test, and the coefficient of determination. The results show that E-WOM has a positive and 

significant effect on consumer decisions, with a t-value of 2.908 and a significance value of 

0.004. Price has a positive and significant effect, with a t-value of 3.570 and a significance 

value of 0.001. Trust also has a positive and significant effect, with a t-value of 4.917 and a 

significance value of 0.000, making it the most dominant variable. Simultaneously, E-WOM, 

price, and trust have a positive and significant effect on consumer decisions. The model 

explains 33.0% of the variation in consumer decisions, while the remaining variation is 

explained by other factors outside the research model. 

Keywords: Electronic Word of Mouth (E-WOM), price, trust, consumer decision, Make Up 

Artist. 
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