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Industri skin care di Indonesia berkembang sangat pesat. Kosmetik
merupakan bahan atau campuran bahan yang digunakan untuk meningkatkan
penampilan bagian luar tubuh manusia. Skin care telah menjadi kebutuhan yang
tidak bisa dihindari oleh banyak masyarakat mereka membutuhkan kosmetik atay
skin care yang tentunya tidak melanggar batasan nilai-nilai agama. Syarat yang
utama sebelum membeli haruslah memenuhi standar halal. Saat ini produk
kosmetik menjadi pilihan utama bagi para pelanggan, sehingga perlu diidentifikasi
apa saja yang dapat mempengaruhi keputusan pembelian skin care para pengguna
Aplikasi Shopee Market pada Cabang Ikatan Guru Raudhatul Athfal.

Tujuan dari penelitian ini adalah untuk menganalisis pengaruh E-Word of
Mouth, impulse buying dan label halal terhadap para Pengguna Aplikasi Shopee
Market pada Cabang Ikatan Guru Raudhatul Athfal Cabang Kecamatan Cilawu
Garut. Kerangka pemikiran sebagai dasar dalam melakukan penelitian, yaitu
terdapat pengaruh E-Word of Mouth terhadap keputusan pembelian, pengaruh
impulse buying terhadap keputusan pembelian, pengaruh label halal terhadap
keputusan pembelian dan pengaruh E-Word of Mouth, impulse buying, dan label
halal terhadap keputusan pembelian.Penelitian ini menggunakan pendekatan
kuantitatif. Data dikumpulkan melalui kuesioner yang didistribusikan kepada 98
responden yang merupakan lkatan Guru Raudhatul Athfal Cabang Cilawu. Teknik
pengumpulan data berupa kuisioner melalui google form dan penyebaran angket.

Teknik analisis data dalam penelitian ini terdiri dari uji validitas dan
reabilitas dan uji hipotesis yang diolah menggunakan IBM SPSS (Sofware
Statistikal Package for the Social Sciens) versi 26. Penelitian ini menyimpulkan
bahwa E-Word of Mouth, impulse buying, dan label halal terhadap keputusan
pembelian. Di dapat nilai uji t E-Word of Mouth mempunyai nilai thitung 2,288 > t
tabel 1,984 dan untuk nilai signifikansinya 0,027 < 0,05, nilai t impulse buying nilai
t hitung 4,438 > t tabel 1,984 dan untuk nilai signifikannya sebesar 0,024 < 0,05,
nilai uji t label halal t hitung 4,274 > t tabel 1,984, sedangkan untuk nilai
signifikansinya 0,000 < 0,05. Secara simultan keputusan pembelian dipengaruhi
oleh E-Word of Mouth, impulse buying, dan label halal memiliki kontribusi 47,5%
terhadap keputusan pembelian sedangkan sisanya 52,5% dijelaskan oleh faktor lain
diluar penelitian ini.
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ABSTRACT

Shofia Naila Amani  The Influence of E-Word of Mouth, Impulse Buying,

and Halal Labels on Skin Care Purchasing Decisions
2220020050 of Shopee Market Application Users at the
Raudhatul Athfal Teachers Association Branch,
Cilawu Garut District Branch

The skin care industry in Indonesia is growing very rapidly. Cosmetics are
ingredients or mixtures of ingredients used to improve the external appearance of
the human body. Skin care have become a necessity that cannot be avoided by many
people. They need cosmetics that certainly do not violate religious values. The main
requirement before buying must meet halal standards. Currently, cosmetic products
are the main choice for customers, so it is necessary to identify what can influence
skin care purchasing decisions for Shopee Market Application users at the
Raudhatul Athfal Teachers Association Branch.

The aim of this research is to analyze the influence of E-Word of Mouth,
impulse buying and halal labels on Shopee Market Application Users at the
Raudhatul Athfal Teachers Association Branch, Cilawu Garut District Branch. The
framework of thought as a basis for conducting research, namely that there is the
influence of E-Word of Mouth on purchasing decisions, the influence of impulse
buying on purchasing decisions, the influence of halal labels on purchasing
decisions and the influence of E-Word of Mouth, impulse buying, and halal labels
on purchasing decisions. This research uses a quantitative approach with descriptive
methods. Data was collected through questionnaires distributed to 98 respondents
from the Cilawu Branch of the Raudhatul Athfal Teachers Association. Data
collection techniques include questionnaires via Google Form and distributing
questionnaires.

The data analysis technique in this research consists of validity and
reliability tests and hypothesis testing which is processed using IBM SPSS
(Statistical Software Package for the Social Sciences) version 26. This research
concludes that E-Word of Mouth, impulse buying, and halal labels influence
purchasing decisions. The t test value for E-Word of Mouth has a t value of 2,288
> t table 1.984 and the significance value is 0.027 < 0.05, the t value for impulse
buying is the t value of 4.438 > t table 1.984 and the significance value is 0.024 <
0.05 , the t test value for the halal label is 4,274 > t table 1.984, while the
significance value is 0.000 < 0.05. Simultaneously, purchasing decisions are
influenced by E-Word of Mouth, impulse buying, and the halal label contributes
29.4% to purchasing decisions, while the remaining 70.6% is explained by other
factors outside this research.
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