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ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis pengaruh citra merek, kualitas 
produk, E-WOM, dan sales promotion terhadap keputusan pembelian pada produk 
kosmetik Pixy. Penelitian ini melibatkan 100 responden yang merupakan 
konsumen Pixy di Rania Beauty Kudus. Data penelitian diperoleh melalui 
kuesioner yang dibagikan kepada responden. Analisis data dilakukan 
menggunakan regresi linier dengan SPSS 26. Hasil penelitian menunjukkan 
bahwa: 1) Citra merek berpengaruh positif dan signifikan terhadap keputusan 
pembelian konsumen Pixy di Rania Beauty Kudus, 2) Kualitas produk 
berpengaruh positif dan signifikan terhadap keputusan pembelian konsumen Pixy 
di Rania Beauty Kudus, 3) E-WOM berpengaruh positif dan signifikan terhadap 
keputusan pembelian konsumen Pixy di Rania Beauty Kudus, 4) Sales promotion 
tidak berpengaruh dan tidak signifikan terhadap keputusan pembelian konsumen 
Pixy di Rania Beauty Kudus, 5) Nilai Koefisien determinasi variabel keputusan 
pembelian sebesar 84,4%. 
 
Kata kunci: citra merek, kualitas produk, E-WOM, sales promotion, keputusan  

pembelian 
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ABSTRACT 
 

This study aims to analyze the influence of brand image, product quality, 
E-WOM, and sales promotion on purchasing decisions on Pixy cosmetic products. 
This study involved 100 respondents who were Pixy consumers at Rania Beauty 
Kudus. The research data was obtained through a questionnaire distributed to 
respondents. Data analysis was carried out using linear regression with SPSS 26. 
The results of the study show that: 1) Brand image has a positive and significant 
effect on Pixy consumer purchase decisions at Rania Beauty Kudus, 2) Product 
quality has a positive and significant effect on Pixy consumer purchase decisions 
at Rania Beauty Kudus, 3) E-WOM has a positive and significant effect on Pixy 
consumer purchase decisions at Rania Beauty Kudus, 4) Sales promotion has no 
effect and is not significant on Pixy consumer purchase decisions at Rania Beauty 
Kudus, 5) The coefficient of determination for the purchase decision variable is 
84,4%. 
 
Keywords: brand image, product quality, E-WOM, sales promotion, decision  

purchase 
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