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ANALISIS PENGARUH EWOM TERHADAP BRAND IMAGE 

DAN PURCHASE INTENTION PADA PRODUK SKINCARE 

SERUM AVOSKIN 

 Matthew Johanes Eliezer 

ABSTRAK 

 

Penelitian ini dilaksanakan untuk mengetahui bagaimana electronic word of 
mouth (eWOM) mempengaruhi brand image serta purchase intention 
terhadap produk serum Avoskin. Latar belakang penelitian berasal dari 
semakin ketatnya persaingan di industri skincare dan meningkatnya peran 
eWOM dalam membentuk persepsi serta keputusan konsumen. Landasan 
teori yang digunakan mencakup tiga dimensi eWOM yaitu credibility, 
quantity, dan quality yang dikaitkan dengan pembentukan brand image, 
serta Theory of Planned Behavior (TPB) sebagai kerangka dalam 
memahami niat beli konsumen. Pendekatan penelitian bersifat kuantitatif 
dengan metode survei melalui penyebaran kuesioner kepada individu yang 
pernah mengetahui serum Avoskin dan menggunakan skincare. Data yang 
terkumpul kemudian dianalisis menggunakan Partial Least Squares 
Structural Equation Modeling (PLS-SEM) untuk menguji hubungan antar 
variabel. Hasil analisis menunjukkan bahwa seluruh aspek eWOM, yaitu 
credibility, quantity, dan quality, memiliki pengaruh positif dan signifikan 
terhadap brand image serum Avoskin. Di antara ketiganya, kredibilitas 
informasi memberikan dampak paling kuat, diikuti oleh kualitas dan 
kuantitas eWOM. Selanjutnya, brand image juga terbukti memberikan 
pengaruh positif dan signifikan terhadap purchase intention, yang 
mengindikasikan bahwa semakin positif citra merek Avoskin, semakin 
tinggi niat konsumen untuk melakukan pembelian. Temuan ini menekankan 
perlunya pengelolaan ulasan dan komunikasi online yang efektif untuk 
memperkuat posisi merek sekaligus meningkatkan minat beli konsumen. 

 

Kata kunci: eWOM, brand image, purchase intention, skincare, Avoskin 
 

 

 

 

 

 

viii 



 
 

ANALYSIS OF THE INFLUENCE OF EWOM ON BRAND 

IMAGE AND PURCHASE INTENTION OF AVOSKIN SERUM 

SKINCARE PRODUCTS 

 Matthew Johanes Eliezer 

 

ABSTRACT (English) 

 

This research investigates how electronic word of mouth (eWOM) influences 
both brand image and purchase intention for Avoskin serum products. The 
study is motivated by the growing competition within the skincare sector and 
the increasing role of eWOM in shaping consumers’ perceptions and 
decision-making processes. The theoretical framework draws on the 
dimensions of eWOM credibility, quantity, and quality in connection with 
brand image development, as well as the Theory of Planned Behavior 
(TPB), which serves to explain consumers’ purchase intentions. A 
quantitative research approach was applied using a survey method, where 
questionnaires were distributed to individuals who are familiar with Avoskin 
serum and frequently use skincare. The collected data were analyzed with 
Partial Least Squares Structural Equation Modeling (PLS-SEM) to assess 
the relationships among the variables. The findings indicate that all eWOM 
dimensions, which are credibility, quantity, and quality exert a positive and 
significant impact on Avoskin’s brand image. Among these, information 
credibility shows the strongest effect, followed by eWOM quality and 
quantity. The study also reveals that brand image significantly strengthens 
purchase intention, suggesting that a more favorable brand perception leads 
to a higher likelihood of consumers purchasing the product. These results 
underscore the need for effective online review management and 
communication strategies to enhance brand positioning and encourage 
consumer buying interest. 

 

Keywords: eWOM, brand image, purchase intention, skincare, Avoskin 
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