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ABSTRAK

Camila Azzahra Nurrohman. Pengaruh Electronic Word of Mouth Terhadap
Brand Switching Intention Konsumen Produk Kosmetik Dimoderasi Oleh Brand
Trust Di Media Sosial. Skripsi. Program Studi Psikologi, Fakultas Ilmu Pendidikan,
Universitas Pendidikan Indonesia. Bandung. (2025).

Penelitian ini bertujuan untuk mengidentifikasi pengaruh electronic word of mouth
(eWOM) terhadap brand switching intention, serta menguji apakah brand trust
memiliki peran sebagai variabel moderasi dalam hubungan eWOM dan brand
switching intention. Penelitian ini menggunakan pendekatan kuantitatif dengan
desain korelasional. Sampel penelitian terdiri atas 493 orang dengan karakteristik
pengguna produk kosmetik yang aktif di media sosial. Teknik sampling
menggunakan non probabilty sampling, yaitu insidental sampling. Pengambilan
data menggunakan Electronic Word of Mouth Scale, Brand Switching Intention
Scale, dan Brand Trust Scale. Analisis data menggunakan regresi linear sederhana
dan Moderated Regression Analysis (MRA). Hasil analisis data menunjukkan
bahwa eWOM berpengaruh positif dan signifikan terhadap brand switching
intention, sementara brand trust tidak terbukti memoderasi hubungan antara
eWOM dan brand switching intention.

Kata kunci: Electronic Word of Mouth, eWOM, Brand Switching Intention, Brand
Trust, Perilaku Konsumen, Moderasi.
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ABSTRACT

Camila Azzahra Nurrohman. The Impact of Electronic Word of Mouth on Brand
Switching Intentions for Cosmetic Products: The Moderating Role of Brand Trust
on Social Media. Thesis. Psychology Major. Faculty of Education Sciences.
University of Education Indonesia. Bandung. (2025).

This study aims to identify the effect of electronic word of mouth (eWOM) on brand
switching intention and to test whether brand trust has a role as a moderating
variable in the relationship between eWOM and brand switching intention. This
research employs a quantitative approach, characterized by a correlational design.
The research sample consisted of 493 individuals who met the following criteria:
cosmetic products users who are active on social media. The sampling technique
used non probability sampling, namely incidental sampling. Data collection uses
the Electronic Word of Mouth Sale, Brand Switching Intention Scale, and Brand
Trust Scale. The data analysis employed simple linear regression and Moderated
Regression Analysis (MRA). The findings demonstrate that eWOM exerts a
positive and significant influence on brand switching intention. However, the study
does not provide evidence to support the hypothesis that brand trust moderates the
relationship between eWOM and brand switching intention.

Keywords: Electronic Word of Mouth, eWOM, Brand Switching Intention, Brand
Trust, Consumer Behaviour, Moderation.
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