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PENGARUH CITRA MEREK GREEN AND CLEAN BEAUTY DAN
TERPAAN ELECTRONIC WORD OF MOUTH (eWOM) DI TWITTER
TERHADAP TINGKAT KETERLIBATAN DALAM PROSES
PENGAMBILAN KEPUTUSAN PEMBELIAN PRODUK KECANTIKAN
LOKAL AVOSKIN

Abstrak

Meski mencatat penjualan yang tidak rendah, merek perawatan kulit lokal
Avoskin masih belum mampu menembus Top Brand Index dan jajaran merek
terlaris. Dalam pemasaran, citra merek positif serta penyebaran Electronic Word
of Mouth (eWOM) di media sosial seperti Twitter terkait suatu produk dapat
menjadi faktor yang mengarahkan konsumen ke proses pengambilan keputusan
pembelian.

Penelitian ini bertujuan demi mengetahui pengaruh citra merek green and
clean beauty dan terpaan eWOM di Twitter terhadap tingkat keterlibatan dalam
proses pengambilan keputusan pembelian produk Avoskin. Untuk menjabarkan
pengaruh X1 terhadap Y, penelitian ini menggunakan Teori Reasoned Action dari
Martin Fishbein, sementara untuk menjelaskan pengaruh X2 terhadap Y, yang
dipakai adalah Teori Traditional Word of Mouth dari George Silverman.
Pengambilan sampel dilakukan menggunakan teknik nonprobability sampling,
tepatnya purposive sampling. Populasi dalam penelitian ini adalah perempuan
berusia 17-35 tahun yang mengikuti topik kecantikan di Twitter.

Uji hipotesis dilakukan menggunakan analisis regresi linear berganda.
Hasil uji hipotesis menunjukkan bahwa terdapat pengaruh citra merek green and
clean beauty dan terpaan eWOM di Twitter terhadap tingkat keterlibatan dalam
proses pengambilan keputusan pembelian produk Avoskin dengan nilai
signifikansi masing-masing sebesar 0,001 dan 0,000 serta t hitung masing-masing
sebesar 3,347 dan 4,321. Berdasarkan uji koefisien determinasi dari ketiga
variabel, didapatkan hasil bahwa variabel citra merek green and clean beauty dan
terpaan eWOM di Twitter memengaruhi tingkat keterlibatan dalam proses
pengambilan keputusan pembelian produk Avoskin secara simultan sebesar
37,8%. Teori Reasoned Action dan Traditional Word of Mouth terbukti dengan
adanya hasil bahwa citra merek green and clean beauty yang positif dan terpaan
eWOM vyang tinggi di Twitter dapat mendorong konsumen ke perilaku
keterlibatan dalam proses pengambilan keputusan pembelian.

Keywords: Citra Merek; Electronic Word of Mouth, Twitter, Tingkat Keterlibatan
dalam Proses Pengambilan Keputusan Pembelian



THE INFLUENCE OF GREEN AND CLEAN BEAUTY BRAND IMAGE
AND ELECTRONIC WORD OF MOUTH (eWOM) EXPOSURE ON
TWITTER TOWARDS INVOLVEMENT LEVEL IN PURCHASE
DECISION MAKING PROCESS OF AVOSKIN LOCAL BEAUTY
PRODUCTS

Abstract

Even though their sales are not low, the local skincare brand Avoskin is
still unable to make it to Top Brand Index and best selling brands. In marketing,
positive brand image and spread of Electronic Word of Mouth (eWOM) on social
media such as Twitter related to a product can be factors that lead consumers to a
purchase decision making process.

This study aims to determine the effect of green and clean beauty brand
image and eWOM exposure on Twitter towards involvement level in purchase
decision making process of Avoskin products. To describe the influence of X1 on
Y, this study uses the theory of Reasoned Action by Martin Fishbein, while to
explain the influence of X2 on Y, the theory used is the traditional theory of Word
of Mouth by George Silverman. The sampling technique used is nonprobability
sampling, to be exact purposive sampling. The population in this study consists of
females aged 17-35 who follow beauty topic on Twitter.

Hypothesis testing is done using multiple linear regression analysis. The
results of hypothesis testing show that there’s an influence of green and clean
beauty brand image and eWOM exposure on Twitter towards involvement level in
purchase decision making process of Avoskin products with the significance
values 0,001 and 0,000 respectively and the values of t count 3,347 and 4,321
respectively. Based on coefficient of determination testing of the three variables,
it’s known that the variables green and clean beauty brand image and eWOM
exposure on Twitter influence the involvement level in purchase decision making
process of Avoskin products simultaneously by 37.8%. The theories of Reasoned
Action and Traditional Word of Mouth are proven by the results that positive
green and clean beauty brand image and high eWOM exposure on Twitter can
encourage consumers to a behavior of involvement in purchase decision making
process.

Keywords: Brand image; Electronic Word of Mouth; Twitter; involvement level
in purchase decision making process
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