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ABSTRAK 

 

Elma Maulida, 2010414220024, 2025. Pengaruh Electronic Word of 

Mouth Melalui Sosial Media TikTok @skintific_id Terhadap Minat Beli 

Produk Skintific di Banjarmasin (Studi Pada Pengikut Akun TikTok 

@skintific_id). Dibawah bimbingan Bambang Dwi Waluyo, S.Ip., M.Si. 

 

Perkembangan teknologi informasi dan meningkatnya penggunaan media 

sosial telah mengubah cara konsumen memperoleh informasi sebelum membeli 

produk. TikTok menjadi salah satu platform yang memengaruhi perilaku konsumen 

melalui electronic word of mouth (E-WOM). Akun TikTok @skintific_id sebagai 

brand skincare yang sedang populer aktif membagikan konten ulasan, edukasi, 

serta interaksi dengan pengikutnya sehingga berpotensi membentuk persepsi dan 

meningkatkan minat beli, khususnya di Kota Banjarmasin. Penelitian ini bertujuan 

mengetahui seberapa besar pengaruh E-WOM pada akun TikTok @skintific_id 

terhadap minat beli pengikutnya. 

 

Penelitian menggunakan pendekatan kuantitatif dengan jenis penelitian 

kausal dan berlandaskan teori S-O-R. Sampel ditentukan melalui teknik purposive 

sampling hingga diperoleh 100 responden yang berdomisili di Banjarmasin dan 

mengikuti akun tersebut. Data dikumpulkan menggunakan kuesioner daring dan 

dianalisis melalui uji validitas, reliabilitas, dan regresi linier sederhana. 

 

Hasil penelitian menunjukkan bahwa electronic word of mouth berpengaruh 

signifikan terhadap minat beli. Persamaan regresi Y = 6,497 + 0,332X dengan nilai 

signifikansi 0,000 < 0,05 sehingga hipotesis alternatif diterima. Nilai R Square 

sebesar 0,572 menunjukkan bahwa E-WOM memengaruhi minat beli sebesar 

57,6%, sedangkan 42,4% sisanya dipengaruhi oleh variabel lain yang tidak diteliti. 

Dengan demikian, electronic word of mouth pada akun TikTok @skintific_id 

terbukti memberikan kontribusi nyata dalam meningkatkan minat beli produk 

Skintific di Banjarmasin. 

 

Kata Kunci: Electronic Word of Mouth, TikTok, Minat Beli, Skincare, 

Skintific. 
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ABSTRACT 
 

Elma Maulida, 2010414220024, 2025. The Influence of Electronic Word 

of Mouth Through TikTok @skintific_id on Purchase Intention of Skintific 

Products in Banjarmasin (Study on Followers of TikTok Account @skintific_id). 

Supervisor: Bambang Dwi Waluyo, S.Ip., M.Si. 

 

The development of information technology and the increasing use of social 

media have transformed how consumers obtain information prior to purchasing 

products. TikTok has become a platform that strongly influences consumer 

behavior through electronic word of mouth (E-WOM). As a popular skincare brand, 

the TikTok account @skintific_id actively shares review-based and educational 

content as well as interacts with its followers, which has the potential to shape 

perceptions and increase purchase intention, particularly among users in 

Banjarmasin. This study aims to determine the extent to which E-WOM on the 

TikTok account @skintific_id influences followers’ purchase intention. 

 

This study employed a quantitative causal approach based on the S-O-R 

theory. The sample was selected using a purposive sampling technique and 

consisted of 100 respondents domiciled in Banjarmasin who follow the TikTok 

account @skintific_id. Data were collected through an online questionnaire and 

analyzed using validity and reliability tests as well as simple linear regression. 

 

The research findings indicate that electronic word of mouth has a 

significant influence on purchase intention. The regression equation obtained was 

Y = 6.497 + 0.332X, with a significance value of 0.000 < 0.05, which means the 

alternative hypothesis is accepted. The R Square value of 0.572 shows that E-WOM 

influences purchase intention by 57.6%, while the remaining 42.4% is influenced 

by other variables not examined in this research. Therefore, electronic word of 

mouth on the TikTok account @skintific_id plays a substantial role in increasing 

consumers’ purchase intention toward Skintific products in Banjarmasin.  

 

Keywords: Electronic Word of Mouth, TikTok, Purchase Intention, Skincare, 

Skintific. 
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