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ABSTRAK

PENGARUH INFLUENCER, E-WOM (ELECTRONIC WORD OF MOUTH),
DAN PERSEPSI KONSUMEN TERHADAP KEPUTUSAN PEMBELIAN
PARFUM EVANGELINE PADA PLATFORM TIKTOK

Oleh:

Khoirunnisa Widyastuti

NPM: 213402516314

Tugas Akhir, dibawah bimbingan Dr. It. Tri Waluyo, M.Agr.

Penelitian ini bertujuan untuk 'menganalisis/pengaruh /nfluencer, E-wom
(Electronic Word of Mouth), dan Persepsi Konsumen terhadap Keputusan
Pembelian parfum Evangeline pada Platform TikTok. Sampel dalam penelitian ini
sebanyak 96 responden, yaitu konsumen pengguna parfum Evangeline dan
pengguna platform TikTok yang pernah melakukan pembelian minimal satu kali
pembelian. Penelitian ini menggunakan metode kuantitatif dengan data primer,
yang diperoleh melalui kuesioner yang disebarkan kepada 96 responden melalui
Google Forms. Teknik analisis yang digunakan adalah analisis inferensial dengan
regresi linear berganda, menggunakan software IBM SPSS Statistics versi 23. Hasil
penelitian menunjukkan bahwa berdasarkan analisis regresi linear berganda dengan
uji t, variabel Influencer, E-wom (Electronic Word of Mouth), dan Persepsi
Konsumen berpengaruh positif dan signifikan terhadap keputusan pembelian.
Dengan demikian, dapat disimpulkan bahwa Influencer, E-wom (Electronic Word
of Mouth), dan Persepsi Konsumen memiliki peran penting dalam mendorong
keputusan pembelian parfum Evangeline pada platform TikTok.

Kata Kunci: Influencer, E-wom (Electronic Word of Mouth), Persepsi
Konsumen, Keputusan Pembelian.



ABSTRACT

THE INFLUENCE OF INFLUENCERS, E-WOM (ELECTRONIC WORD OF
MOUTH), AND CONSUMER PERCEPTIONS ON THE DECISION TO
PURCHASE EVANGELINE PERFUME ON THE TIKTOK PLATFORM

By:

Khoirunnisa Widyastuti

NPM: 213402516314

Thesis, under the guidance Dr. Ir. Tri Waluyo, M.Agr:

This study aims to analyze the influence of Influencers, E-wom (Electronic
Word of Mouth), and . Consumer Perceptions on Purchasing Decisions for
Evangeline perfume on the TikTok Platform. The sample in this study were 96
respondents, namely consumers who use Evangeline perfume and TikTok platform
users who have made at least one purchase. This research uses quantitative methods
with primary data, which/is obtained through a questionnaire distributed to 96
respondents via Google Forms. The-analysis technique used is inferential analysis
with multiple linear regression, using IBM SPSS Statistics software version 23. The
results showed that based on multiple linear regression analysis with the t test, the
Influencer variable, E-wom (Electronic Word of Mouth), and Consumer Perception
had a positive and significant effect on purchasing decisions. Thus, it can be
concluded that Influencers, E-wom. (Electronic Word of Mouth), and Consumer
Perceptions have an important role in driving purchasing decisions for Evangeline
perfume on the TikTok platform.

Keywords: Influencers, E-wom (Electronic Word of Mouth), Consumer
Perception, Buying Decision.
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