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  This research aims to analyze the influence of electronic 
word of mouth and halal labeling on interest in purchasing 
certain types of skincare with brand image as a mediating 
variable. The objects of this research are students at Syiah 
Kuala University. This research uses a quantitative 
approach, with a probability sampling method using 
proportional random sampling technique with a sample 
size of 100 respondents. The data analysis techniques used 
are path analysis and Sobel test. Based on the results of the 
research analysis, it was found that electronic word of 
mouth had a positive and significant effect on buying 
interest. Halal labeling has a positive and significant effect 
on purchasing interest. Electronic word of mouth has a 
positive and significant effect on brand image. Halal 
labeling has a positive and significant effect on brand 
image. Brand image has a positive and significant effect on 
purchasing interest. And the results of the Sobel test on 
indirect influence show that brand image mediates the 
influence of electronic word of mouth and halal labeling 
on purchasing interest. 
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1. Introduction  
Globalization has accelerated the development of the digital era with the growth of online 

marketplaces that have created a shift in people's shopping tastes. Technological advances 
encourage businesses to seek effective marketing media, such as social media-based marketing, to 
gain a competitive advantage. Social media, as a digital product, enables interaction and wide 
dissemination of information, changing consumer behavior from traditional to online transactions 
(Nurhayati & Ardianingsih, 2021). 

The growth of internet users in Indonesia has positively impacted businesses with increased 
sales and more effective marketing strategies. Many businesses have turned to online transactions 
and utilize the internet to market products and get testimonials from customers. Internet usage is 
also expanding through interactions and content on social media, which acts as an effective 
marketing tool. Companies need to understand consumer behavior towards products to get 
positive responses and influence purchase interest (Edeline & Praptiningsih, 2022). 

Advances in Web 2.0 technologies have changed the business landscape from retail to e-
commerce. According to Sulthana & Vasantha (2019) This enables electronic word of mouth 
through social networks, which can provide valuable information about products to consumers. 
By using the electronic word of mouth platform, consumers who have never met before can share 
information about the goods or services they use (Muzammil et al., 2022). In the form of electronic 
word of mouth, consumers share opinions about products over the Internet, which can come 
from various sources. With the growth of Internet users continuing to increase, businesses need 
easily accessible e-marketing platforms, such as websites, forums, instant messaging applications, 
and social media (Hamdani & Maulani, 2018). 

A major transformation is taking place in human needs in the modern era, where grooming has 
become a top priority for many. Especially when it comes to skincare, especially for women, 
skincare is no longer just a desire but an obligation. This is reflected in the rapidly increasing 
popularity of skincare products today. Many are aware of the importance of having healthy and 
bright skin, as this can boost their confidence. In Indonesia, this trend has spread from the youth 
to the adults, with skincare being considered as skin protection from various factors such as dust 
and UV rays. 

The skincare industry in Indonesia is growing rapidly with the emergence of new brands that 
offer innovative and diverse products, especially local brands. One example is Somethinc, founded 
by Irene Ursula in March 2019. The brand was inspired by millennials' need for premium makeup 
and skincare products. By following international standards, Somethinc offers a range of safe and 
halal skincare and makeup products, such as serums made from niacinamide and beetroot. 
Somethinc products have caught the attention of beauty lovers in Indonesia due to their high 
quality and focus on skin health (Somethinc.com). 
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Source: compas.co.id (2022) 

Figure 1. Best Selling Skincare Brands in E-commerce 
From the data presented in the figure, it can be seen that Somethinc products dominate sales 

and ranked first in April-June 2022, Somethinc is quite popular because it has a good brand image. 
Somethinc not only offers high-quality and halal products, but also at an affordable price. This 

makes it an ideal choice for everyone, from teenagers to adults, for their daily skincare. PT Royal 
Pesona Indonesia, the founder of Somethinc, has managed to capture the attention of many people 
with this product since its launch. The high quality ingredients and dermatological tests ensure that 
this product is suitable for all skin types. Its attractive packaging and affordable price are major 
factors in its sales success. 

 
Source: Markethac 

Figure 2. The Top Three Most Sold Local Sincare Products 
 

According to a survey from Markethac, the best-selling skincare products during the first three 
months of 2022 were brands MS Glow, Scarlett, and Somethinc, with Somethinc ranking third. 
However, the data shows that Somethinc's sales experienced a decline from January to March 
2022, especially noticeable from February to March. This decline may be due to Indonesians' lack 
of interest in the product or their preference for other brands. 

Apart from the existence of electronic word of mouth, EWOM can also be closely related to 
brand image, where a positive brand image tends to be stronger in consumers' memories. 
However, the opposite is also true where the negative impact of electronic word of mouth can 
damage brand image. Brand image is the image that consumers and society in general have about 
a brand, which reflects their assessment of the brand (Pandiangan et al., 2021). A good or bad 
brand image is influenced by individual perceptions of the brand. Consumers tend to choose 
products from brands that have a strong image. However, creating a strong brand reputation is 
increasingly difficult for marketers in this era (Arianty & Andira, 2021). 
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Consumers not only consider brand image, but also look for products that have a halal label as 
an indication of quality. Research by Prasasti & Ekawaty (2022) shows that many women use 
beauty products to improve their appearance, but most of the products do not yet have a halal 
label or permission from BPOM. Therefore, the inclusion of a halal label is important for 
consumers to make purchasing decisions on the products they will buy (Khofifah & Supriyanto, 
2022). According to the Big Indonesian Dictionary, a label is a piece of paper that shows the 
identity of a product (Luthfatul & Afandi, 2023).  

Several previous studies have shown that the Halal Label has a significant positive effect 
partially on consumer buying interest in cosmetic products according to Mariam & Nopianti, 
(2022) and Umayyah & Zulfa, (2021). Furthermore, Luthfatul & Afandi (2023) examined the effect 
of halal labeling and product quality on skincare purchase intention. In addition, Benowati & Purba 
(2020), Meutia et al., (2020) and Harjadi et al., (2019) discuss the Effect of Brand Image and 
Electronic word Of Mouth on Buying Interest in Wardah Cosmetics in Batam City, but according 
to Ardiansyh & Nilowardono's research, (2019) said that brand image has no significant effect on 
buying interest. Furthermore, Wardhana et al., (2021) and Putri & Hidayah (2023) examined the 
effect of electronic word of mouth on brand image. Based on the results of previous research, the 
authors have not found a discussion of the effect of Electronic Word Of Mouth and halal labeling 
on buying interest in Somethinc skincare with Brand Image as a mediating variable. 

Based on this description, researchers are very interested in conducting research with the title 
“The effect of electronic word of mouth and halal labeling on buying interest in skincare somethinc 
with brand image as a mediating variable”. 

 
2. Methods 

This research is a quantitative research based on hypothesis testing. The population in this study 
were female students of Syiah Kuala University. The number of samples taken using probability 
sampling method with proportional random sampling technique as many as 100 people using the 
slovin formula. The data collected in this study using questionnaires. The data analysis technique 
uses path analysis and the sobel test is used as an analysis method to determine the effect between 
the variables involved. The equation model in this study is as follows: 
Equation I: Y = b1X + b2X + b3Z + e 
Namely the effect of electronic word of mouth and halal labeling on purchase intention 
 
Equation II: Z = b4X + b5X + e 
Namely the effect of electronic word of mouth and halal labeling on purchase intention 
 
Equation III: Y = b6X1 + b6Z + b6X1Z + e6 
Namely brand image in mediating the influence of electronic word of mouth and halal labeling on 
purchase intention 
 
3. Result and Discussion 
Validity and Reability Test 

In the validity test that has been carried out by comparing rcount with rtable = 0.196 (N = 100, 
a = 0.05), it is found that the variables of electronic word of mouth, halal labeling, brand image 
and purchase intention are valid. Meanwhile, the reliability test that has been carried out shows 
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reliable data because Cronbach's alpha> 0.60. That way the overall statement of the variables of 
electronic word of mouth, halal labeling, brand image and purchase intention is reliable. 

 
Classical Assumption Test 
Normality Test 

Normality Test testing is carried out to determine whether the data to be evaluated is normal 
or not. 

 
Figure 3. Normal Probability Plot Source: Output Results 

 
Based on the Normal Probability Plot graph in Figure 3 above, it can be seen that the 

distribution points are close to the normal line or straight line. So it can be concluded that the data 
is normally distributed. 

 
Multicollinearity Test 
     Normality Test testing is carried out to determine whether the data to be evaluated is normal 
or not. 

Table 1. Multicollinearity Test Results 
Independent 

variable 
Tolerance VIF Description 

Brand Image 0,398 2,512 Free from multicollinearity 
Electronic Word of 
Mouth 0,452 2,215 Free from multicollinearity 

Halal labeling 0,538 1,860 Free from multicollinearity 
 

Table 1 above shows that all independent variables have a Tolerance value of more than 0.10, 
meaning that there is no correlation between the independent variables. Likewise, the results of 
the calculation of the Variance Inflation Factor (VIF) value also show the same thing that all 
independent variables have a VIF value of less than 10. So it can be concluded that there is no 
multicolonierity between the independent variables in the regression model in this study. 

 
Heteroscedasticity Test 

The heteroscedasticity test aims to test whether in a regression there is an inequality of variance 
from residuals on one observation to another. The results can be seen in Figure 3 as follows: 
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Figure 4. Heteroscedasticity Test 

Source: SPSS Output Results 
 

The results of the heteroscedasticity test can be seen that the points spread with an unclear 
pattern above and below the number 0 on the Y axis, so it can be concluded that there is no 
heteroscedasticity problem in the regression model. 
 
Path Analysis Test Results 
Regression Equation I Results 

The results of the analysis of the effect of electronic word of mouth and halal labeling on 
purchase intention can be seen in Table 2, namely: 

Table 2. Analysis of the Effect of Electronic Word of Mouth and Halal Labeling 
on Purchase Intention 

 
Model 

Standardized 
Coefficients 

 
T 

 
Sig. 

Beta 
(Constant) 
Electronic Word of Mouth 

 
0,399 

6,641 
4,966 

0,000 
0,000 

Halal labeling 0,465 5,791 0,000 
    Source: Primary Data, 2024 (processed). 
 
According to Hair, 2006 (in Ghazali 2016). If a Likert scale is used in scaling, then the 

correlation coefficient uses the standardized coefficients value, where a linear equation line can be 
made as follows. 

Y = 0.399 X1 + 0.465 X2 
 So from this equation it can be explained that: 
1. The electronic word of mouth regression coefficient is 0.399. This means that the higher 

or better the electronic word of mouth, the purchase interest will increase.  
2. The halal labeling regression coefficient is worth 0.465. the higher or better the halal 

labeling, the buying interest will increase. 
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Table 3. Results of Correlation Analysis and Coefficient of Determination of the Effect of 
Electronic Word of Mouth and Halal Labeling on Purchase Intention 

Model  R  R Square Adjusted R 
Square 

Electronic Word of Mouth and 
Halal labeling 

0,772 0,597 0,588 

Variable dependent: Minat Beli 
    Source: Primary Data, 2024 (processed). 
 
Because this study uses the correlation coefficient of the standardized coefficient value, the 

adjusted R Square is used for the correlation analysis value. The results of the correlation analysis 
between electronic word of mouth and halal labeling on purchase intention obtained R of 0.772 
which explains the positive influence of electronic word of mouth and halal labeling on purchase 
intention with a relationship closeness of 77.2%. 

The adjusted R square coefficient of determination of 0.588 explains that electronic word of 
mouth and halal labeling in explaining the variation in purchase intention is 58.8%. While the 
residual value of the role of these variables is 0.412 (41.2%). This residual value indicates that there 
are other factors that can affect the purchase intention variable. 
 
Regression Results Equation II 
     The results of the analysis of the effect of Electronic Word of Mouth and Halal Labeling on 
Brand Image can be seen in the table 4. 

Table 4. Analysis of the Effect of Electronic Word of Mouth and Halal Labeling 
on Brand Image 

 
Model 

Standardized 
Coefficients 

 
T 

 
Sig. 

Beta 
(Constant) 
Electronic Word of Mouth 

 
0,514 

4,290 
6,441 

0,000 
0,000 

Halal labeling 0,351 4,393 0,000 
         Source: Primary Data, 2024 (processed). 
 
From the table above, a linear equation line can be made as follows: 

Z = 0.514 X1 + 0.351 X2 
 Then from this equation it can be explained that; 

1. The electronic word of mouth regression coefficient is 0.514. This means that the higher 
or better the electronic word of mouth, the brand image will increase. 

2. The halal labeling regression coefficient is 0.351. This means that the higher or better the 
halal labeling, the brand image will increase. 
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Table 5. Results of Correlation Analysis and Coefficient of Determination of the Effect of 
Electronic Word of Mouth and Halal Labeling on Brand Image 

Model  R R Square Adjusted R Square 
Electronic Word of Mouth and Halal 
labeling 

0,776 0,602 0,594 

Variable dependent: Brand Image 
    Source: Primary Data, 2024 (processed). 
 

Because this study uses the correlation coefficient of the standardized coefficient value, the 
adjusted R Square is used for the correlation analysis value. The results of the correlation analysis 
between electronic word of mouth and halal labeling on brand image obtained R of 0.776 which 
explains the positive influence of electronic word of mouth and halal labeling on brand image with 
a relationship closeness of 77.6%. 

The adjusted R square coefficient of determination of 0.594 explains that electronic word of 
mouth and halal labeling explain 59.4% of brand image variations. While the residual value of the 
role of these variables is 0.406 (40.6%). This residual value indicates that there are other factors 
that can affect the brand image variable. 

 
Regression Results Equation III 
     The results of the analysis of the effect of Electronic Word of Mouth and Halal Labeling on 
Purchase Intention with Brand Image as mediation can be seen in Table 6. 
 
 

Table 6. Analysis of the Effect of Electronic Word of Mouth and Halal Labeling on Purchase 
Intention mediated by Brand Image 

 
Model  

Standardized 
Coefficients 

 
t 

 
Sig. 

Beta 
1. Electronic Word of Mouth 0,399 4,966 0,000 

Halal labeling 0,465 5,791 0,000 

2. 
 

Electronic Word of Mouth 0,261 2,806 0,006 
Halal labeling 0,371 4,355 0,000 
Brand Image 0,268 2,711 0,008 

           Source: Primary Data, 2024 (processed). 
 
In the next row of Table 6 (model 2), a linear equation line can be made as follows: 

Y = 0.261 X1 + 0.371 X2 + 0.268 Z 
 So the regression equation can explain that: 

1. The regression coefficient from the results of the analysis of electronic word of mouth on 
purchase intention according to the table 2, which decreases from positive (0.399) to 
(0.261) after the mediating variable is entered. With no change in value from significant to 
insignificant after the mediating variable (Z) is entered, it can be said that there is a partial 
mediation effect or (partially mediation) between electronic word of mouth on purchase 
intention mediated by  brand image. This means that when testing directly the effect of 
variable (X) on variable (Y) has a stronger relationship before mediation is included (Z). 
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2. The regression coefficient from the analysis of halal labeling on purchase intention 
according to the table 2 which decreases from positive (0.465) to (0.371) after the 
mediating variable is entered. With no change in value from significant to insignificant 
after the mediating variable (Z) is entered, it can be said that there is a partial mediation 
effect or (partially mediation) between halal labeling on buying interest mediated by brand 
image. This means that when testing directly the effect of variable (X) on variable (Y) has 
a stronger relationship before mediation is included (Z). 

3. The brand image (Z) regression coefficient is positive (0.268), meaning that the higher the 
brand image owned by respondents, the more buying interest increases. 

 
Table 7. Results of Correlation Analysis and Coefficient of Determination of the Effect of 

Electronic Word of Mouth, Halal Labeling, and Brand Image on Purchase Intention 
Model R R Square Adjusted R 

Square 
1 0,772 0,597 0,588 
2 0,791 0,625 0,614 

Variable dependent: Purchase Intentiton 
          Source: Primary Data, 2024 (processed). 
 

The results of the correlation coefficient analysis between electronic word of mouth and halal 
labeling on purchase intention where brand image is entered as a mediating variable (Z) are 
obtained at 0.791 which explains that there is a positive relationship between these variables on 
brand image with a positive relationship between variables of 79.1%. The adjusted R square 
coefficient of determination of 0.614 explains that electronic word of mouth and halal labeling in 
increasing purchase intention with brand image as mediation is (61.4%). While the remaining value 
(residual) of the variable role is 0.386 (38.6%). The residual value indicates that there are other 
factors that can influence buying interest. 
 
Mediation Test Analysis with Sobel Test 
     Testing the mediating effect of electronic word of mouth variables on purchase intention can 
be explained as follows: 
  

  

  

 

 
 
Figure 5. Testing the Mediating Effect of Electronic Word of Mouth on Purchase Intention 

through Brand Image 
Based on Figure 5 the results of the sobel test are as follows. 
 

Brand Image 

EWOM Purchase 
Intentiton 

0,514 
Sig. = 0,000 
SE  = 0,078 

0,268 
Sig. = 0,008 
SE  = 0,089 

0,261 
Sig. = 0,006 
SE  = 0,082 
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Table 8. Sobel Test Results Electronic Word of Mouth on Purchase Intention through Brand 
Image 

 
     From the calculation of the sobel test, the result is 2.738> 1.98 and significant at 0.006 <0.05. 
Thus, brand image acts as a variable that mediates between electronic word of mouth and purchase 
intention. 
     The results showed that testing the mediating effect of halal labeling variables on brand image 
can be explained as follows: 

 

 

 

 

 
 

Figure 6. Testing the Mediating Effect of Halal Labeling on Purchase Intention through 
Brand Image 

 
Based on Figure 6 the results of the sobel test are as follows. 

Table 9. Sobel Test Results Halal Labeling on Purchase Intention through Brand Image 

 
From the results of the sobel test calculation, the result is 2.732> 1.98 and significant at 0.006 

<0.05. Thus, brand image acts as a variable that mediates between halal labeling and purchase 
intention. 

 
4. Conclusion 

Based on the results of the research analysis, it is found that electronic word of mouth has a 
positive and significant effect on purchase intention. Halal labeling has a positive and significant 
effect on purchase intention. Electronic word of mouth has a positive and significant effect on 
brand image. Halal labeling has a positive and significant effect on brand image. Brand image has 
a positive and significant effect on purchase intention. And the results of the sobel test on indirect 

Halal 
Labeling 

Purchase 
Intention 

0,351 
Sig. = 0,000 
SE = 0,054 

0,268 
Sig. = 0,008 
SE = 0,089 

0,371 
Sig. = 0,000 
SE = 0,052 

Brand Image 
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effects show that brand image mediates the effect of electronic word of mouth and halal labeling 
on buying interest. 

Suggestions that can be conveyed are as follows: For further research, it is hoped that this 
research can open wider insights theoretically and practically and it is hoped that this research 
needs to be tried again in more depth regarding the variables Electronic word of mouth, halal 
labeling, brand image. And reconsider whether there are other variables that affect the purchase 
intention variable. 
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