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PENGARUH ELECTRONIC WORD OF MOUTH (E-WOM) OLEH BEAUTY 

VLOGGER DAN BRAND TRUST TERHADAP MINAT BELI PRODUK LIP 

CREAM PIXY 

(Survey Pada Mahasiswi Di Wilayah Semarang) 

ABSTRAK 

Perkembangan teknologi informasi yang semakin pesat membuat penggunaan 

internet semakin banyak. Internet merupakan sebuah informasi yang sekarang sudah 

menjadi sebuah kebutuhan bagi pengguna internet khususnya. Bahwa produk lipstik 

Pixy mengalami penurunan yang signifikan pada tahun 2019 sebesar 3,6% dari 9,6 % 

menjadi 6,0% , lalu mengalami penurunan lagi pada tahun 2020 sebesar 0,6% dari 

6,0% menjadi 5,4%. Terdapat beberapa faktor yang dapat mempengaruhi seseorang 

dalam membeli suatu produk 

Penelitian ini bertujuan untuk menganalisis pengaruh Electronic Word of 

Mouth (e-WOM) oleh beauty vlogger terhadap minat beli produk lip cream pixy. 

Menganalisis pengaruh brand trust terhadap minat beli produk lip cream pixy. 

Menganalisis pengaruh Electronic Word of Mouth (e-WOM) oleh beauty vlogger dan 

brand trust terhadap minat beli produk lip cream pixy. 

Hasil Penelitian menunjukan bahwa terdapat pengaruh positif antara 

electronic word of mouth (e-WOM) terhadap minat beli produk Lip Cream Pixy. 

Terdapat pengaruh antara brand trust terhadap minat beli produk Lip Cream Pixy. 

Terdapat pengaruh antara electronic word of mouth (e-wom) dan brand trust terhadap 

minat beli produk lip cream pixy 

Berdasarkan hasil penelitian disаrаnkаn kеpаdа pеrusаhааn untuk 

mеngеmbаngkаn dаn mеmаksimаlkаn pеnggunааn еlеctronic word of mouth dаlаm 

mеmpromosikаn produknyа sеhinggа mаmpu mеningkаtkаn minаt bеli dаlаm diri 

konsumеn. Sеlаin itu disаrаnkаn untuk mеlаkukаn pаmеrаn produk tеrbаru, 

pеnjеlаsаn dаn pеrаgааn pеnggunааn produk di kontеr-kontеr Lip Cream Pixy bаik di 

toko kosmеtik аtаu dеpаrtmеnt storе sеhinggа dаpаt mеnаrik konsumеn untuk 

mеncobа produk Lip Cream Pixy. 
 

Kata Kunci: E-WOM, Minat Beli, Brand Trust, Beauty Vloger 
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THE EFFECT OF ELECTRONIC WORD OF MOUTH (E-WOM) BY 

BEAUTY VLOGGER AND BRAND TRUST ON INTEREST IN BUYING 

PIXY LIP CREAM PRODUCTS 

(Survey of female students in the Semarang area) 

 

Abstract 

The rapid development of information technology makes the use of the 

internet more and more. The internet is an information that has now become a 

necessity for internet users in particular. That Pixy lipstick products experienced a 

significant decline in 2019 by 3.6% from 9.6% to 6.0%, then decreased again in 2020 

by 0.6% from 6.0% to 5.4%. There are several factors that can influence someone in 

buying a product 

This study aims to analyze the effect of Electronic Word of Mouth (e-WOM) 

by beauty vloggers buying pixy lip cream products. Analyzing the effect of brand 

trust on buying interest in pixy lip cream products. Analyzing the effect of Electronic 

Word of Mouth (e-WOM) by beauty vloggers and brand trust on interest in buying 

pixy lip cream products. 

The results showed that there was a positive influence between electronic 

word of mouth (e-WOM) on the purchase intention of Pixy Lip Cream products. 

There is an influence between brand trust on interest in buying Pixy Lip Cream 

products. There is an influence between electronic word of mouth (e-wom) and brand 

trust on interest in buying pixy lip cream products 

Based on research kеpаdа disаrаnkаn perusаhаn to mеngеmbаngkаn and 

mеmаksimаlkаn pеnggunаn еlеctronic word of mouth dаlаm mеmpromosikаn 

produknyа sеlаin sеhingg it disаrаnаn to mеlаkukаn pamerаn tеrbаru products, 

pеnjеlаsаn dаn pеrаgааn pеnggunааn-kontеr kontеr products Lip Cream Pixy bаik in 

store kosmеhаrаtаu lip cream products. 
 

Kata Kunci: E-WOM, interest in buying, Brand Trust, Beauty Vloger 
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