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ABSTRAK 

Annisa Aurellie Ananda Poetri, 2210414220067, 2026. Pengaruh Electronic Word-
of-Mouth (E-WOM) terhadap Program Affiliate Marketing Komunikasi TikTok 
Reizuka Ari (@Dictionarei) di Kota Banjarmasin. Di bawah bimbingan Sarwani. 

Perkembangan TikTok sebagai media pemasaran digital mendorong pemanfaatan 
program affiliate marketing. Salah satu faktor yang memengaruhi efektivitas 
komunikasi dalam program tersebut adalah Electronic Word-of-Mouth. Penelitian 
ini bertujuan mengetahui pengaruh Electronic Word-of-Mouth terhadap Program 
Affiliate Marketing Komunikasi pada akun TikTok Reizuka Ari (@dictionarei) di 
Kota Banjarmasin. 

Penelitian ini menggunakan pendekatan kuantitatif dengan tipe penelitian asosiatif. 
Sampel penelitian berjumlah 349 responden yang dipilih menggunakan teknik 
purposive sampling. Data dikumpulkan melalui kuesioner skala Likert dan 
dianalisis menggunakan uji validitas, reliabilitas, asumsi klasik, regresi linear 
sederhana, uji t, dan koefisien determinasi. 

Hasil penelitian menunjukkan bahwa E-WOM berpengaruh positif dan signifikan 
terhadap Program Affiliate Marketing Komunikasi. Variabel E-WOM memperoleh 
nilai rata-rata 3,29, sedangkan Program Affiliate Marketing Komunikasi 
memperoleh nilai rata-rata 3,36, keduanya termasuk kategori sangat tinggi. Nilai 
koefisien determinasi sebesar 67,4% menunjukkan bahwa E-WOM memberikan 
kontribusi terhadap Program Affiliate Marketing Komunikasi, sedangkan 32,6% 
dipengaruhi faktor lain di luar penelitian. Semakin baik E-WOM yang diterima 
audiens, semakin efektif Program Affiliate Marketing Komunikasi pada akun 
TikTok @dictionarei. 

Kata Kunci: Electronic Word-of-Mouth, Program Affiliate Marketing Komunikasi, 
TikTok, Media Sosial, Reizuka Ari. 
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ABSTRACT 

 Annisa Aurellie Ananda Poetri, 2210414220067, 2026. The Influence of 
Electronic Word-of-Mouth (E-WOM) on TikTok Reizuka Ari's Affiliate Marketing 
Communication Program (@Dictionarei) in Banjarmasin City. Below Sarwani's 
guidance. 

The development of TikTok as a digital marketing medium is encouraging utilization 
of affiliate marketing programs. One of them influencing factors effectiveness 
communication in the program is Electronic Word-of-Mouth. Study This aim know 
influence Electronic Word-of-Mouth towards the Affiliate Marketing 
Communication Program on Reizuka Ari's TikTok account (@dictionarei) in 
Banjarmasin City. 

Study This use approach quantitative with type study associative. Research sample 
A total of 349 respondents were selected use technique purposive sampling. Data 
collected through questionnaire Likert scale and analyzed using validity, reliability 
and assumption tests classical, simple linear regression, t -test, and coefficient 
determination. 

Research result show that E-WOM has an influence positive and significant on the 
Affiliate Marketing Communication Program. The E-WOM variable obtained 
average value of 3.29, while the Affiliate Marketing Communication Program get 
average value of 3.36, both including very high category. The coefficient value 
determination 67.4 % shows that E-WOM provides contribution towards the 
Affiliate Marketing Communication Program, while 32.6% were influenced other 
external factors research. The more both E-WOM received audience, increasingly 
Effective Affiliate Marketing Communication Program on the TikTok account 
@dictionarei. 

Keywords: Electronic Word-of-Mouth, Affiliate Marketing Program 
Communication, TikTok, Social Media, Reizuka Ari. 
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