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ABSTRAK 

Pisita Endang Juliani, 1910414220027, 2023. Pengaruh Electronic Word 

of Mouth di Media Sosial Tiktok terhadap Keputusan Pembelian Produk 

Somethinc (Studi pada Mahasiswa Universitas Lambung Mangkurat)”  

dibimbing oleh Asti Nana Yuliarti. 

Electronic word of mouth merupakan bentuk pemasaran terpadu sebagai 

bentuk pengembangan komunikasi word of mouth (mulut ke mulut). Electronic 

word of mouth saat ini sangat sering kita jumpai diberbagai media sosial 

diantaranya tiktok, pesan E-wom biasanya berupa review skincare termasuk produk 

Somethinc. Tujuan dari penelitian ini untuk mengetahui pengaruh dan besaran 

pengaruh variabel bebas (Electronic word of mouth) terhadap variabel terikat 

(keputusan pembelian) produk somethinc di media sosial tiktok. 

Pendekatan penelitian ini adalah kuantitatif dengan tipe asosiatif. Objek 

pada penelitian ini adalah pesan E-wom produk Somethinc sedangkan subjek 

penelitian adalah mahasiswa Universitas Lambung Mangkurat yang berjumlah 400 

orang. Teknik pengambilan sampel dilakukan dengan cluster sampling, 

pengumpulan data dilakukan dengan kuesioner, sedangkan analisis data dilakukan 

dengan teknik regresi linear sederhana. 

Hasil dari penelitian ini adalah terdapat pengaruh Electronic word of mouth 

di media sosial tiktok terhadap keputusan pembelian produk Somethinc pada 

mahasiswa Universitas Lambung Mangkurat. Hal tersebut sesuai dengan hasil uji 

hipotesis yang menunjukan nilai signifikan 0,001 lebih kecil dari 0,05 (0,001 < 

0,05) dan nilai t hitung lebih besar dari t tabel (4,104 > 1,97) sehingga hipotesis 

alternatif (Ha) diterima dan hipotesis no (Ho) ditolak. Sedangkan besaran pengaruh 

Electronic word of mouth terhadap keputusan pembelian yaitu 41% dengan nilai R 

Square 0,41 pada kategori sedang (0,40-0,599) dan 59% dipengaruhi oleh faktor 

lainya. 

 

 

Kata Kunci: Electronic word of mouth, Keputusan Pembelian, Produk  

Somethinc    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



ABSTRACT 

Pisita Endang Juliani, 1910414220027, 2023. The Influence of 

Electronic Word of Mouth on Tiktok Social Media on Somethinc Product 

Purchase Decisions (Study on Lambung Mangkurat University Students)" 

guided by Asti Nana Yuliarti. 

Electronic word of mouth is an integrated form of marketing as a form of 

word of mouth communication development.  Electronic word of mouth is now very 

often found on various social media including TikTok, E-wom messages are usually 

in the form of skincare reviews  including Somethinc products. The purpose of this 

study is to determine the influence and magnitude of the influence of independent 

variables (Electronic word of mouth) on bound variables (purchase decisions) of 

somethinc products on TikTok social media. 

This research approach is quantitative with associative type. The object of 

this study was the E-wom message of Somethinc products while the subject of the 

study was 400 students of Lambung Mangkurat University. The sampling technique 

is carried out by cluster sampling, data collection is carried out by questionnaire, 

while data analysis is carried out by simple linear regression techniques. 

The result of this study is that there is an influence of Electronic word of 

mouth on  TikTok social media on the purchase decision of somethinc products in 

Lambung Mangkurat University students. This is in accordance with the results of 

the hypothesis test which shows a significant value of 0.001 smaller than 0.05 

(0.001 < 0.05) and a calculated t value greater than t table (4.104 > 1.97) so that 

the alternative hypothesis (Ha) is accepted and the no hypothesis (Ho) is rejected. 

While the amount of influence  of Electronic word of mouth on purchasing decisions 

is 41% with an R Square value of 0.41 in the medium category (0.40-0.599) and 

59% influenced by other factors. 
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