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ABSTRAK 

 

Muhammad Sailu Ribhan, 2010414210028, 2025. Pengaruh Electronic 

Word Of Mouth (E-Wom) Pada Akun Tiktok @Shelviaeva24 Terhadap Minat Beli 

Di Warung Serba Nyaman Banjarmasin. Dibawah bimbingan Bambang Dwi 

Waluyo, S.Ip., M.Si.   

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. 

@shelviaeva24 adalah salah satu akun yang memanfaatkan platform tersebut dan 

digunakan untuk mempromosikan produk Warung Serba Nyaman Banjarmasin. 

Penelitian ini bertujuan untuk mengetahui sejauh mana pengaruh E-WOM pada konten 

TikTok tersebut terhadap minat beli konsumen. 

Penelitian ini menggunakan pendekatan kuantitatif dengan tipe penelitian 

eksplanatif dan berlandaskan teori S-O-R (Stimulus-Organism-Response). Sampel 

dalam penelitian ini adalah Followers TikTok sebanyak 100 orang. Analisis data 

dilakukan menggunakan regresi linier sederhana dan uji T. Hasil penelitian 

menunjukkan bahwa E-WOM berpengaruh positif dan signifikan terhadap minat beli 

konsumen, dibuktikan dengan nilai signifikansi 0,000 (< 0,1) serta koefisien 

determinasi (R²) sebesar 0.365, Hal ini berarti E-WOM berkontribusi sebesar 36,5% 

terhadap minat beli, sedangkan 63.5% dipengaruhi faktor lain seperti harga, lokasi, dan 

promosi offline.  

Hasil deskriptif juga menunjukkan bahwa seluruh indikator E-WOM berada 

pada kategori “sangat baik”. Dengan demikian, konten TikTok yang dibuat oleh akun 

@shelviaeva24 dinilai menarik, informatif, dan mampu membangun kepercayaan serta 

mendorong keinginan konsumen untuk membeli produk. Strategi E-WOM melalui 

TikTok terbukti efektif dalam meningkatkan persepsi positif dan minat beli terhadap 

Warung Serba Nyaman Banjarmasin. 

 

Kata Kunci   :   TikTok,  E-WOM, Minat Beli 
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ABSTRACT 

 

Muhammad Sailu Ribhan, 2010414210028, 2025. The Influence of 

Electronic Word of Mouth (E-WOM) on the TikTok Account @Shelviaeva24 

on Purchase Interest at Warung Serba Nyaman Banjarmasin. Under the 

guidance of Bambang Dwi Waluyo, S.Ip., M.Si. 

The rapid development of information and communication technology has 

encouraged people to obtain information and interact more quickly, including 

through social media platforms such as TikTok. Currently, TikTok is not only 

used for entertainment but also leveraged by businesses as a marketing tool 

through creative content. One account utilizing this platform is @shelviaeva24, 

which promotes products from Warung Serba Nyaman Banjarmasin through an 

Electronic Word of Mouth (E-WOM) strategy. This study aims to determine the 

extent to which E-WOM on TikTok content influences consumer purchase intent. 

This study uses a quantitative approach with an explanatory survey 

research type and is based on the S-O-R (Stimulus-Organism-Response) theory. 

The population in this study are TikTok followers who view @shelviaeva24 

content related to Warung Serba Nyaman Banjarmasin products. Data analysis 

was performed using simple linear regression and the F-test. The results of the 

study indicate that E-WOM has a positive and significant effect on consumer 

purchase interest, as evidenced by a significance value of 0.000 (< 0.1) and a 

coefficient of determination (R²) of 0.365. This means that E-WOM contributes 

36.5% to changes in purchase intention, while 63.5% is influenced by other 

factors such as price, location, and offline promotions. Descriptive results also 

show that all E-WOM indicators are in the “very good” category. Thus, the 

TikTok content created by the @shelviaeva24 account is considered interesting, 

informative, and capable of building trust and encouraging consumers to buy 

products. The E-WOM strategy through TikTok has proven to be effective in 

increasing positive perceptions and purchasing interest in Warung Serba 

Nyaman Banjarmasin. 

   Keywords: TikTok, E-WOM, Purchase Interest 
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