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ABSTRACT 
 

This study aims to analyze the effect of electronic word of mouth (E-WOM) 

and brand awareness on scarlett whitening buying interest (case study of social 

media users). The variables proposed are E-WOM and brand awareness as the 

independent variable, and buying interest as the dependent variable. The type of 

this research is descriptive quantitative which aims to describe the characteristics 

of a situation with an objective approach, including the collection and analysis of 

quantitative data and using statistical testing. The number of respondents in this 

study were 97 respondents, data collection was carried out by distributing online 

questionnaires. Sampling used non-probability sampling method with purposive 

sampling technique which was processed using SPSS version 26 program. The 

results showed that the E-WOM and brand awareness variables proved to have a 

positive and significant effect on Scarlett Whitening buying interest. Variable E-

WOM and brand awareness partially have a positive and significant effect on 

Scarlett Whitening buying interest. 

Keywords: Electronic word of mouth (E-WOM), brand awareness, buying 

interest  



 

ix 

 

TABLE OF CONTENTS 

          page 

COVER PAGE ......................................................................................................... i 

TITLE PAGES ........................................................................................................ ii 

THESIS APPROVAL PAGE................................................................................. iii 

MOTTO AND OFFERS ........................................................................................ iv 

PREFACE .............................................................................................................. vi 

ABSTRACT ........................................................................................................... viii 

TABLE OF CONTENTS ....................................................................................... ix 

CHAPTER I INTRODUCTION ..............................................................................1 

1.1 Background .................................................................................................... 1 

1.2 Scope ............................................................................................................. 9 

1.3 Problem Formulation ..................................................................................... 9 

1.4 Research Objectives .................................................................................... 10 

1.5 Research Benefits ........................................................................................ 10 

CHAPTER II LITERATURE RIVIEW .................................................................11 

2.1 Theoretical Foundation ................................................................................ 11 

2.1.1  E-WOM ............................................................................................. 11 

2.1.2 Brand Awareness ................................................................................ 16 

2.1.3 Buying Interest ................................................................................... 17 

2.1.4 Social Media ....................................................................................... 19 

2.2 The Influence Between Variables ............................................................... 20 

2.2.1 The Influence Between E-WOM and Buying Interest ....................... 20 

2.2.2 The Influence Between Brand Awareness and Buying Interset ......... 21 

2.3 Previous Research ....................................................................................... 22 

2.4 Framework ................................................................................................... 25 

CHAPTER III RESEARCH METHOD ................................................................27 

3.1 Research Design .......................................................................................... 27 

3.2 Research Variable ........................................................................................ 28 

3.2.1 Type of Research Variable ................................................................... 28 

3.2.2 Variable Operational Definition ........................................................... 28 



 

x 

 

3.3 Data Type and Sources ................................................................................ 29 

3.3.1 Primary Data ........................................................................................ 29 

3.3.2 Secondary Data .................................................................................... 29 

3.4 Population and Sample ................................................................................ 29 

3.4.1 Population ............................................................................................ 29 

3.4.2 Sample .................................................................................................. 30 

3.5 Data Collection ............................................................................................ 31 

3.6 Validity and Reliability Test ....................................................................... 33 

3.6.1 Validity Test ......................................................................................... 33 

3.6.2 Reliability Test ..................................................................................... 33 

3.7 Data Analysis............................................................................................... 33 

3.7.1 Classical Assumption Test ................................................................... 34 

3.7.2 Multiple Linear Analysis...................................................................... 35 

3.8 Data Processing ........................................................................................... 36 

CHAPTER IV DISCUSSION ................................................................................39 

4.1 General Description of Research Object ..................................................... 39 

4.2 Data Presentation ......................................................................................... 40 

4.2.1 Respondent's Identity .......................................................................... 40 

4.3 Instrument Test ............................................................................................ 41 

4.3.1 Table of Validity Test Result .............................................................. 41 

4.3.2 Reliability Test ................................................................................... 42 

4.4 Descriptive Analysis .................................................................................... 43 

4.5 Research Variable Data ............................................................................... 44 

4.5.1 Variable Electronic Word of Mouth (E-WOM) ................................... 44 

4.5.2 Brand Awareness Variable Frequency Distribution Table (X2) .......... 45 

4.5.3 Buying Interest Variable Frequency Distribution Table (Y) ............... 46 

4.6 Data Analysis............................................................................................... 46 

4.6.1 Classic Assumption Test .................................................................... 46 

4.6.2 Multiple Linear Test ........................................................................... 49 

4.7 Hypothesis Test ........................................................................................... 50 

4.7.1 T test ................................................................................................... 50 



 

xi 

 

4.7.2 F test ................................................................................................... 51 

4.7.3 Test The Coefficient of Determination ............................................... 51 

4.8 Discussion.................................................................................................... 52 

CHAPTER V CLOSING .......................................................................................55 

5.1 Conclusion ................................................................................................... 55 

5.2 Research Limitations ................................................................................... 55 

5.3 Suggestion ................................................................................................... 56 

BIBLIOGRAPHY ..................................................................................................57 

ATTACHMENTS ..................................................................................................65 

 

  



 

xii 

 

LIST OF TABLE 

 

Table................................................................................................................... page 

3.1 Operational Definition and Indicator........................................................... 28 

3.2 Value Weight ............................................................................................... 32 

4.1 Respondent Age........................................................................................... 39 

4.2 Validity Test ................................................................................................ 41 

4.3 E-WOM Reliability Test ............................................................................. 42 

4.4 Brand Awareness Reliability Test ............................................................... 42 

4.5 Buying interest Reliability Test ................................................................... 42 

4.6 Descriptive Statistics ................................................................................... 43 

4.7 Variable Frequency Distribution of Brand E-WOM (X2) .......................... 43 

4.8 Variable Frequency Distribution of Brand Awareness (X2) ....................... 44 

4.9 Variable Frequency Distribution of Buying Interest (Y) ............................. 45 

4.10 One-Sample Kolmogorov-Smirnov Test ................................................... 46 

4.11 Regression Result ...................................................................................... 47 

4.12 Heteroscedasticity Test .............................................................................. 47 

4.13  Multiple Linier Regression ....................................................................... 48 

4.14 F Test ......................................................................................................... 50 

4.15 Determination Test .................................................................................... 50 

 

 

 

  



 

xiii 

 

LIST OF FIGURES 

Figure           Page 

1.1 Cosmetic Brands Indexed By TOP Brand Awards ....................................... 3 

1.2 Body Care Product Ranking in Indonesia 2021 ............................................ 4 

1.3 Riview Scarlett Whitening in E-Commerce Shopee ..................................... 5 

1.4 Scarlett Whitening Comment in Youtube...................................................... 6 

2.1 Framework ................................................................................................... 25 

4.1 Grouping by Gender .................................................................................... 40 


