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PENGARUH ELECTRONIC WORD OF MOUTH TERHADAP 
MINAT BELI PRODUK SKINCARE THE ORIGINOTE 

DIMODERASI OLEH BRAND IMAGE 
 

 Angelica Sharon Suprayogi 

ABSTRAK 
 

Dalam era digital yang semakin maju, teknologi dan Internet telah mengubah cara 
hidup dan berinteraksi masyarakat, termasuk dalam perilaku berbelanja. Media 
sosial menjadi salah satu platform yang sangat berpengaruh dalam mempromosikan 
produk melalui interaksi dua arah, ulasan, dan rekomendasi pengguna. Penelitian 
ini bertujuan untuk menganalisis pengaruh Electronic Word of Mouth (e-WoM) 
terhadap minat beli produk skincare The Originote yang dimoderasi oleh Brand 
Image. Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei 
untuk mengumpulkan data dari 220 responden. Teknik purposive sampling 
digunakan untuk menentukan sampel yang sesuai dengan kriteria tertentu. Data 
dianalisis menggunakan metode Structural Equation Modeling-Partial Least 
Squares (SEM-PLS). Hasil penelitian menunjukan bahwa e-WoM memiliki 
pengaruh positif dan signifikan terhadap minat beli. Lebih lanjut, penelitian ini 
mengungkap bahwa brand image memoderasi pengaruh e-WoM terhadap minat 
beli, memperkuat efek positif e-WoM Ketika Brand Image kuat dan positif. 
Temuan ini menegaskan bahwa pentingnya peran e-WoM dan Brand Image dalam 
strategi pemasaran produk skincare, khususnya dalam meningkatkan minat beli 
konsumen. Pelaku bisnis di industri kecantikan juga dapat memanfaatkan ulasan 
positif dan dapat membangun citra merek yang kuat untuk menarik minat konsumen 
serta meningkatkan penjualan.   

 
Kata kunci: Electronic Word of Mouth, Minat Beli, Brand Image, The Originote, 
Media Sosial. 
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THE INFLUENCE OF ELECTRONIC WORD OF MOUTH ON 
THE BUYING INTEREST THE ORIGINOTE SKINCARE 

PRODUCTS MODERATED BY BRAND IMAGE 
 

 Angelica Sharon Suprayogi 

 

ABSTRACT (English) 
 

In an increasingly advanced digital era, technology and the Internet have changed 
the way people live and interact, including shopping behavior. Social media has 
become a very influential platform in promoting products through two-way 
interactions, reviews and user recommendations. This research aims to analyze the 
influence of Electronic Word of Mouth (e-WoM) on interest in purchasing The 
Originote skincare products which is moderated by Brand Image. This research 
uses a quantitative approach with a survey method to collect data from 220 
respondents. Purposive sampling technique is used to determine samples that meet 
certain criteria. Data were analyzed using the Structural Equation Modeling-
Partial Least Squares (SEM-PLS) method. The research results show that e-WoM 
has a positive and significant influence on purchasing interest. Furthermore, this 
research reveals that brand image moderates the influence of e-WoM on purchase 
intention, strengthening the positive effect of e-WoM when the brand image is 
strong and positive. These findings confirm the important role of e-WoM and Brand 
Image in marketing strategies for skincare products, especially in increasing 
consumer buying interest. Business people in the beauty industry can also take 
advantage of positive reviews and can build a strong brand image to attract 
consumer interest and increase sales.  

 

Keywords: Electronic Word of Mouth, Interest Buying, Brand Image, The 
Originote,, Social Media 
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