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Abstrak 

Penelitian ini bertujuan untuk meneliti secara empiris pengaruh variety seeking, 

electronic word of mouth, dan harga terhadap brand switching produk Maybelline. 

Penelitian ini adalah penelitian kuantitatif dan penelitian ini menggunakan data 

primer yang diperoleh melalui kuesioner. Populasi penelitian ini adalah masyarakat 

di Kota Padang yang pernah menggunakan kosmetik merek lain sebelumnya dan 

berpindah ke kosmetik Maybelline. Teknik pengambilan sampel yakni 

menggunakan teknik purposive sampling. Sampel yang diperoleh sebanyak 100 

responden. Metode analisis ini menggunakan analisis regresi berganda yang diolah 

dengan menggunakan bantuan software SPSS versi 26. Hasil dari penelitian ini 

menunjukan bahwa variety seeking berpengaruh terhadap brand switching produk 

Maybelline, electronic word of mouth berpengaruh terhadap brand switching 

produk Maybelline, dan harga berpengaruh terhadap brand switching produk 

Maybelline. 

Katakunci : Variety Seeking, Electronic Word Of Mouth, Harga, Brand Switching 

 

Abstract 

This study aims to empirically examine the effect of variety seeking, electronic 

word of mouth, and price on brand switching of Maybelline products. This research 

is a quantitative research and this research uses primary data obtained through 

questionnaires. The population of this research is people in Padang City who have 

used other brands of cosmetics before and have switched to Maybelline cosmetics. 

The sampling technique is using purposive sampling technique. The samples 

obtained were 100 respondents. This analytical method uses multiple regression 

analysis which is processed using SPSS software version 26. The results of this 

study indicate that variety seeking has an effect on brand switching of Maybelline 

products, electronic word of mouth has an effect on brand switching on Maybelline 

products, and prices have an effect on brand switching on products Maybelline. 

Keywords : Variety Seeking, Electronic Word Of Mouth, Price, Brand Switching 
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