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ABSTRAK

Sania Khaira Ikhsanti Sulaeman (25220032), Pengaruh Electronic Word of Mouth
(E-WOM) terhadap Keputusan Pembelian Fashion Muslim E-Commerce Melalui
Kepercayaan Konsumen.

Perkembangan e-commerce telah mengubah perilaku konsumen dalam melakukan
pembelian produk fashion muslim secara daring. Salah satu faktor yang memengaruhi
keputusan pembelian adalah Electronic Word of Mouth (E-WOM), yang mampu
membentuk kepercayaan konsumen terhadap produk maupun penjual. Penelitian ini
bertujuan untuk menganalisis pengaruh Electronic Word of Mouth (E-WOM) terhadap
keputusan pembelian fashion muslim pada e-commerce, baik secara langsung maupun
melalui kepercayaan konsumen sebagai variabel mediasi. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode survei melalui penyebaran kuesioner kepada
200 responden yang pernah membeli produk fashion muslim melalui e-commerce.
Teknik pengambilan sampel menggunakan purposive sampling, sedangkan analisis
data dilakukan menggunakan Structural Equation Modeling—Partial Least Squares
(SEM-PLS) dengan bantuan perangkat lunak SmartPLS 4. Hasil penelitian
menunjukkan bahwa Electronic Word of Mouth (E-WOM) berpengaruh positif dan
signifikan terhadap kepercayaan konsumen dan keputusan pembelian. Kepercayaan
konsumen juga berpengaruh positif dan signifikan terhadap keputusan pembelian serta
mampu memediasi pengaruh Electronic Word of Mouth (E-WOM) terhadap keputusan
pembelian. Temuan ini menunjukkan bahwa ulasan, komentar, dan rekomendasi
positif dari konsumen dapat meningkatkan kepercayaan sehingga mendorong
keputusan pembelian produk fashion muslim pada platform e-commerce.

Kata Kunci: Electronic Word of Mouth (E-WOM), Kepercayaan Konsumen,
Keputusan Pembelian, Fashion Muslim, E-Commerce.
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ABSTRACT

Sania Khaira Ikhsanti Sulaeman (25220032), The Influence of Electronic Word of
Mouth (E-WOM) on Muslim Fashion E-Commerce Purchase Decisions through
Consumer Trust.

The rapid growth of e-commerce has transformed consumer behavior in purchasing
Muslim fashion products online. One of the factors influencing purchasing decisions
is Electronic Word of Mouth (E-WOM), which plays an important role in building
consumer trust toward products and sellers. This study aims to analyze the effect of
Electronic Word of Mouth (E-WOM) on purchasing decisions for Muslim fashion
products in e-commerce, both directly and indirectly through consumer trust as a
mediating variable. This study employed a quantitative approach using a survey
method by distributing questionnaires to 200 respondents who had previously
purchased Muslim fashion products through e-commerce platforms. The sampling
technique used was purposive sampling, while data analysis was conducted using
Structural Equation Modeling—Partial Least Squares (SEM-PLS) with the assistance
of SmartPLS 4 software. The findings indicate that Electronic Word of Mouth (E-
WOM) has a positive and significant effect on consumer trust and purchasing
decisions. Furthermore, consumer trust has a positive and significant effect on
purchasing decisions and successfully mediates the relationship between Electronic
Word of Mouth (E-WOM) and purchasing decisions. These findings suggest that
positive reviews, comments, and recommendations shared by consumers can enhance
consumer trust, which in turn encourages purchasing decisions for Muslim fashion
products on e-commerce platforms.

Key word: Electronic Word of Mouth, Consumer Trust, Purchase Decision, Muslim
Fashion, E-Commerce
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