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ABSTRAK 

Penelitian ini bertujuan menganalisis pengaruh Key Opinion Leader (KOL), Electronic 

Word of Mouth (e-WOM), dan Label Halal terhadap keputusan pembelian produk lipstik 

Wardah di Kota Bogor. Latar belakang didasari oleh pertumbuhan pesat industri kosmetik 

Indonesia, dengan Wardah sebagai pemimpin pasar kosmetik halal, yang strategi 

pemasarannya banyak memanfaatkan KOL dan e-WOM. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei melalui kuesioner terhadap 100 responden 

konsumen Wardah di Kota Bogor yang dipilih menggunakan teknik Lemeshow sampling. 

Data dianalisis menggunakan regresi linier berganda dengan bantuan SPSS. Hasil 

penelitian menunjukkan bahwa secara simultan, variabel KOL, e-WOM, dan Label Halal 

berpengaruh signifikan terhadap keputusan pembelian. Namun, secara parsial, hanya KOL 

dan e-WOM yang memiliki pengaruh positif dan signifikan, sementara Label Halal tidak 

berpengaruh signifikan. Variabel KOL terbukti merupakan faktor yang paling dominan 

memengaruhi keputusan pembelian. Temuan ini mengindikasikan bahwa dalam konteks 

pemasaran digital, rekomendasi dari figur yang dipercaya dan ulasan online lebih 

berdampak langsung pada konsumen dibandingkan sertifikasi halal itu sendiri. Penelitian 

ini merekomendasikan agar Wardah tetap mempertahankan strategi kolaborasi dengan 

KOL dan mengelola e-WOM secara aktif, sambil terus mengedukasi pasar tentang nilai 

tambah label halal. 

Kata Kunci: Key Opinion Leader (KOL); Electronic Word of Mouth (e-WOM); 

Label Halal; Keputusan Pembelian; Wardah. 

ABSTRACT 

This study aims to analyze the influence of Key Opinion Leader (KOL), Electronic Word of 

Mouth (e-WOM), and Halal Label on the purchasing decisions for Wardah lipstick 

products in Bogor City. The background is driven by the rapid growth of the Indonesian 

cosmetics industry, with Wardah as a leading halal cosmetics brand whose marketing 

strategies heavily utilize KOL and e-WOM. This research employs a quantitative approach 

using a survey method through questionnaires distributed to 100 Wardah consumers in 

Bogor City, selected via Lemeshow sampling. Data were analyzed using multiple linear 

regression with the assistance of SPSS. The results indicate that simultaneously, the 

variables of KOL, e-WOM, and Halal Label have a significant effect on purchasing 

decisions. However, partially, only KOL and e-WOM have a positive and significant 

influence, while the Halal Label does not have a significant effect. The KOL variable was 

proven to be the most dominant factor influencing purchasing decisions. These findings 

suggest that in the context of digital marketing, recommendations from trusted figures and 

online reviews have a more direct impact on consumers than the halal certification itself. 

This study recommends that Wardah maintain its strategy of collaborating with KOLs and 

actively managing e-WOM, while continuing to educate the market on the added value of 

the halal label. 

Keywords: Key Opinion Leader (KOL), Electronic Word of Mouth (e-WOM), Halal 

Label, Purchase Decision, Wardah. 
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