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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menganalisis pengaruh brand image, service 

quality, price perception, product quality dan e-wom terhadap keputusan pembelian 

produk Scarlett di Lazada pada konsumen di Kabupaten Kudus. Populasi dalam 

penelitian ini yaitu seluruh konsumen produk Scarlett di Lazada di Kabupaten 

Kudus. Sampel penelitian ini yaitu berjumlah 120 responden yang diambil melalui 

teknik pengambilan purposive sampling. Uji Instrumen pada penelitian ini 

menggunakan uji validitas dan uji reabilitas. Metode analisis data menggunakan 

analisis regresi linear berganda yang diuji menggunakan alat olah data SPSS versi 

26. Hasil penelitian menunjukan bahwa brand image berpengaruh positif dan 

signifikan terhadap keputusan pembelian, service quality berpengaruh positif dan 

tidak signifikan terhadap keputusan pembelian, price perception berpengaruh 

positif dan signifikan terhadap keputusan pembelian, product quality berpengaruh 

positif dan signifikan terhadap keputusan pembelian, e-wom berpengaruh negatif 

dan tidak signifikan terhadap keputusan pembelian, serta brand image, service 

quality, price perception, product quality dan e-wom secara simultan berpengaruh 

positif dan signifikan terhadap keputusan pembelian produk Scarlett di Lazada.  

 

Kata kunci : brand image, service quality, price perception, product quality, e-

wom, keputusan pembelian 
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ABSTRACTION 

 

This study aims to analyze the influence of brand image, service quality, 

price perception, product quality, and e-WOM on the purchasing decisions of 

Scarlett products on Lazada among consumers in Kudus Regency. The population 

of this study includes all consumers of Scarlett products on Lazada in Kudus 

Regency. The sample consists of 120 respondents selected through purposive 

sampling technique. Instrument testing in this study uses validity and reliability 

tests. The data analysis method employs multiple linear regression analysis, tested 

using the SPSS version 26 software. The results show that brand image has a 

positive and significant influence on purchasing decisions, service quality has a 

positive but not significant influence on purchasing decisions, price perception has 

a positive and significant influence on purchasing decisions, product quality has a 

positive and significant influence on purchasing decisions, and e-WOM has a 

negative but not significant influence on purchasing decisions. Furthermore, brand 

image, service quality, price perception, product quality, and e-WOM collectively 

have a positive and significant influence on the purchasing decisions of Scarlett 

products on Lazada.  

Keywords: brand image, service quality, price perception, product quality, e-

WOM, purchasing decisions 
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