ABSTRAK

Noor Laela Maftuchah. NIM. 226010014. Pengaruh Halal Produk, Harga
Dan Electronic Word Of Mouth (E-WOM) Terhadap Kepuasan Konsumen
Skincare Ms Glow Di Kabupaten Kudus. Program Studi EKkonomi Syariah
(ES), Pascasarjana, IAIN Kudus.

Penelitian ini bertujuan untuk mengetahui pengaruh Halal Produk
terhadap keputusan pembelian konsumen. Untuk mengetahui pengaruh Harga
terhadap keputusan pembelian konsumen. Untuk mengetahui pengaruh
Electronic Word Of Mouth (EEWOM) terhadap keputusan pembelian konsumen.
Dan untuk mengetahui pengaruh antara variabel halal produk, harga dan
Electronic Word Of Mouth (E-WOM) secara simultan terhadap kepuasan
konsumen.

Jenis penelitian ini yakni penelitian lapangan (field research). Yakni
penelitian penelitian yang dilaksanakan dengan masyarakat sebagai sasaran
dalam penelitiannya. Pendekatan yang dipakau dipenelitian ini yakni pendekatan
kuantitatif. Sampel penelitian ini adalah konsumen skincare Ms Glow di
kabupaten kudus yang berjumlah 95 responden. Teknik pengumpulan data
menggunakan metode angket/kuesioner, observasi dan wawancara. Teknik
analisis data yang digunakan adalah uji validitas dan uji reliabilitas, deskirptif
statistik, uji asumsi klasik yang meliputi uji normalitas, multikolonieritas,
heterokedastisitas, dan uji autokorelasi, dan uji analisis data yang meliputi
analisis regresi linier berganda, ujit parsial, uji F, dan koefisien determinasi.

Hasil penelitian menunjukkan bahwa terdapat pengaruh Halal Produk
terhadap keputusan pembelian konsumen skincare Ms Glow di kabupaten kudus,
berdasarkan nilai t hitung lebih besar dari t table, thigng 3,390 > tiape 1,986 dan
juga nilai signifikan senilai 0,001 lebih kecil dari 0,05. Terdapat pengaruh harga
terhadap keputusan pembelian konsumen skincare Ms Glow di kabupaten kudus,
berdasarkan nilai t hitung lebih besar dari t table, thiung 2,592 > tiape 1,986 dan
juga nilai signifikan senilai 0,011 lebih kecil dari 0,05. Terdapat pengaruh
Electronic Word Of Mouth (E-WOM) terhadap keputusan pembelian konsumen
skincare Ms Glow di kabupaten kudus, berdasarkan nilai t hitung lebih besar dari
t table, thiung 4,404 > tiape 1,986 dan juga nilai signifikan senilai 0,000 lebih kecil
dari 0,05. Dan terdapat pengaruh antara variabel halal produk, harga dan
Electronic Word Of Mouth (E-WOM) secara simultan berpengaruh signifikan
terhadap kepuasan konsumen. Hal ini dibuktikan dari uji F yaitu, dimana nilai
dari Fniung 37,445 > Franer 2,70. Selain itu juga memiliki nilai signifikansi sebesar
0,000 lebih kecil dari 0,05.

Kata Kunci : Halal Produk, Harga, Electronic Word Of Mouth (E-WOM),
Keputusan Pembelian.



ABSTRACK

Noor Laela Maftuchah. NIM: 226010014. The Influence of Halal Products,
Price, and Electronic Word of Mouth (E-WOM) on Consumer Satisfaction
with Ms Glow Skincare in Kudus Regency. Sharia Economics (ES) Study
Program, Postgraduate, IAIN Kudus.

This research aims to determine the influence of Halal Products on
consumer purchasing decisions, the influence of Price on consumer purchasing
decisions, the influence of Electronic Word of Mouth (E-W OM) on consumer
purchasing decisions, and the simultaneous influence of the variables of Halal
products, Price, and Electronic Word of Mouth (E-WOM) on consumer
satisfaction.

This study is a field research conducted with the community as the
target audience. The approach used in this research is a quantitative approach.
The research sample consists of 95 respondents who are consumers of Ms Glow
skincare in Kudus Regency. Data collection techniques include questionnaire
surveys, observations, and interviews. Data analysis techniques used include
validity and reliability tests, descriptive statistics, classical assumption tests
including normality test, multicollinearity test, heteroscedasticity test, and
autocorrelation test, and data analysis tests including multiple linear regression
analysis, partial t-test, F-test, and coefficient of determination.

The research results indicate that there is an influence of Halal Products
on the purchasing decisions of Ms Glow skincare consumers in Kudus Regency,
based on the calculated t-value being greater than the table t-value (t-value 3.390
> table t-value 1.986) and a significance value of 0.001, which is smaller than
0.05. There is an influence of Price on the purchasing decisions of Ms Glow
skincare consumers in Kudus Regency, based on the calculated t-value being
greater than the table t-value (t-value 2592 > table t-value 1.986) and a
significance value of 0.011, which is smaller than 0.05. There is an influence of
Electronic Word of Mouth (E-EWOM) on the purchasing decisions of Ms Glow
skincare consumers in Kudus Regency, based on the calculated t-value being
greater than the table t-value (t-value 4.404 > table t-value 1.986) and a
significance value of 0.000, which is smaller than 0.05. There is a simultaneous
significant influence of the variables Halal products, Price, and Electronic Word
of Mouth (E-WOM) on consumer satisfaction, as evidenced by the F-test where
the calculated F-value (37.445) is greater than the table F-value (2.70).
Additionally, it has a significance value of 0.000, which is smaller than 0.05.

Keywords: Halal Products, Price, Electronic Word of Mouth (E-WOM),
Purchasing Decisions.
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