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ABSTRAK 

Muhammad Umar Al Fikri Humris, 2022; Pengaruh Harga Dan Electronic 

Word of Mouth Terhadap Keputusan Pembelian Produk Hand Sanitizer 

Dimediasi Oleh Citra Merek di Masa Pandemi Covid-19 (Studi Pada 

Pelanggan Dettol Hand Sanitizer di DKI Jakarta). Skripsi, Jakarta: Program 

Studi S1 Manajemen, Fakultas Ekonomi, Universitas Negeri Jakarta, Tim 

Pembimbing: Andi Muhammad Sadat, SE., M.Si., Ph.D & Rahmi, S.E., 

M.S.M. 

Penelitian ini bertujuan untuk mengetahui pengaruh harga terhadap keputusan 

pembelian, pengaruh EWOM terhadap keputusan pembelian, pengaruh harga 

terhadap citra merek, pengaruh EWOM terhadap citra merek, pengaruh citra merek 

terhadap keputusan pembelian, pengaruh tidak langsung harga terhadap keputusan 

pembelian melalui citra merek, pengaruh tidak langsung EWOM terhadap 

keputusan pembelian melalui citra merek. 

Metode pengumpulan data menggunakan metode survei dengan instrumen berupa 

kuesioner. Sampel penelitian yang dikumpulkan berjumlah 220 responden 

pelanggan Hand Sanitizer Dettol. Analisis data menggunakan software SPSS versi 

25 dan Lisrel 8.8 untuk mengolah dan menganalisis data hasil penelitian.  

Hasil pengujian hipotesis menunjukan Harga berpengaruh positif tetapi tidak 

signifikan terhadap Keputusan pembelian, EWOM berpengaruh positif dan 

signifikan terhadap Keputusan Pembelian, Harga berpengaruh positif dan 

signifikan terhadap Citra Merek, EWOM berpengaruh positif dan signifikan 

terhadap Citra Merek, Citra Merek berpengaruh positif tetapi tidak signifikan 

terhadap Keputusan Membeli, Citra Merek tidak memediasi antara Harga dan 

Keputusan Membeli, dan Citra Merek tidak memediasi antara EWOM dan 

Keputusan Membeli. 

Kata Kunci: Harga, Electronic Word-of-Mouth, Keputusan Pembelian, Citra   

Merek, Dettol.  
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ABSTRACT 

Muhammad Umar Al Fikri Humris, 2022: The Effect of Price and Electronic 

Word of Mouth on Purchase Decisions of Hand Sanitizer Products Mediated by 

Brand Image During the Covid-19 Pandemic (A Survey of Dettol Hand Sanitizer 

Customers in DKI Jakarta). Jakarta: Study Program of S1 Management, Faculty 

of Economics, Jakarta State University. Advisory Team: Andi Muhammad Sadat, 

SE., M.Si., Ph.D & Rahmi, S.E., M.S.M. 

This study aims to find out the direct influence of price on purchasing decisions, the 

direct influence of EWOM on purchasing decisions, the direct influence of price on 

brand image, the direct influence of EWOM on brand image, the direct influence of 

brand image on purchasing decisions, indirect influence of price on purchasing 

decisions through brand image, indirect influence of EWOM on purchasing 

decisions through brand image. 

The data collection method uses a survey method with an instrument in the form of 

a questionnaire. The research sample collected amounted to 220 respondents 

Dettol Hand Sanitizer customers. Data analysis uses SPSS software version 25 and 

Lisrel 8.8 to process and analyze research data.  

Hypothesis testing results show that Price has a positive but insignificant effect on 

purchasing decisions, EWOM has a positive and significant effect on Purchasing 

Decisions, Price has a positive and significant effect on Brand Image, EWOM has 

a positive and significant effect on Brand Image, Brand Image has a positive but 

not significant effect on Buying Decisions, Brand Image does not mediate between 

Price and Buying Decision,  and The Brand Image does not mediate between 

EWOM and the Buying Decision. 

Keyword: Price, Electronic Word of Mouth, Purchase Decision, Brand Image, 

Dettol. 
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