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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Influencer dan Electronic 

Word of Mouth (E-WOM) terhadap keputusan pembelian parfum Mykonos melalui 

TikTok Shop di Surabaya. Perkembangan media sosial, khususnya TikTok, telah 

mengubah perilaku konsumen dalam mencari informasi produk dan melakukan 

pembelian secara online. Influencer dan E-WOM menjadi faktor yang berperan 

dalam membentuk persepsi serta keputusan pembelian konsumen terhadap suatu 

produk. Penelitian ini menggunakan metode kuantitatif dengan pendekatan survei. 

Data dikumpulkan melalui penyebaran kuesioner menggunakan Google Form 

kepada 75 responden yang berdomisili di Surabaya dan pernah membeli parfum 

Mykonos melalui TikTok Shop. Teknik pengambilan sampel menggunakan 

purposive sampling. Analisis data dilakukan dengan bantuan program SPSS melalui 

uji validitas, uji reliabilitas, uji asumsi klasik, analisis regresi linier berganda, uji t, 

uji F, dan koefisien determinasi (R²). Hasil penelitian menunjukkan bahwa 

Influencer berpengaruh positif dan signifikan terhadap keputusan pembelian 

parfum Mykonos di TikTok Shop Surabaya. Electronic Word of Mouth (E-WOM) 

juga berpengaruh positif dan signifikan terhadap keputusan pembelian. Selain itu, 

secara simultan Influencer dan E-WOM berpengaruh positif dan signifikan terhadap 

keputusan pembelian parfum Mykonos. Hasil penelitian ini menunjukkan bahwa 

semakin tinggi kualitas influencer dan semakin positif informasi yang disebarkan 

melalui E-WOM, maka semakin tinggi pula keputusan pembelian konsumen 

terhadap parfum Mykonos. 

Kata Kunci: Influencer, Electronic Word of Mouth (E-WOM), Keputusan 

Pembelian, TikTok Shop, Parfum Mykonos. 
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ABSTRACT 

This study aims to analyze the influence of Influencers and Electronic Word of 

Mouth (E-WOM) on the purchasing decisions of Mykonos perfume through TikTok 

Shop in Surabaya. The rapid growth of social media, particularly TikTok, has 

transformed consumer behavior in seeking product information and making online 

purchases. Influencers and E-WOM have become important factors that shape 

consumer perceptions and purchasing decisions toward a product. This research 

employed a quantitative method with a survey approach. Data were collected 

through questionnaires distributed via Google Forms to 75 respondents residing in 

Surabaya who had purchased Mykonos perfume through TikTok Shop. The sampling 

technique used was purposive sampling. Data were analyzed using SPSS through 

validity tests, reliability tests, classical assumption tests, multiple linear regression 

analysis, t-tests, F-tests, and the coefficient of determination (R²). The results 

indicate that Influencers have a positive and significant effect on purchasing 

decisions for Mykonos perfume through TikTok Shop in Surabaya. Electronic Word 

of Mouth (E-WOM) also has a positive and significant effect on purchasing 

decisions. Furthermore, Influencers and E-WOM simultaneously have a positive 

and significant effect on purchasing decisions. These findings suggest that the 

higher the quality and credibility of influencers and the more positive the 

information shared through E-WOM, the higher the likelihood of consumers making 

purchasing decisions regarding Mykonos perfume. 

Keywords: Influencer, Electronic Word of Mouth (E-WOM), Purchase Decision, 

TikTok Shop, Mykonos Perfume. 
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