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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh buzzer marketing,
influencer marketing, dan brand trust terhadap purchase intention produk Wardah di
TikTok Shop. Latar belakang penelitian didasarkan pada meningkatnya penggunaan
TikTok Shop sebagai platform social commerce serta pentingnya strategi pemasaran
digital dalam memengaruhi minat beli konsumen, khususnya pada industri kosmetik
yang menuntut kepercayaan merek.

Metode penelitian menggunakan pendekatan kuantitatif dengan kuesioner
yang disebarkan kepada 100 responden. Data dianalisis melalui uji validitas,
reliabilitas, uji asumsi klasik, dan regresi linier berganda. Hasil penelitian
mengindikasi bahwasanya seluruh instrumen valid dan reliabel serta model memenuhi
asumsi klasik. Secara parsial, buzzer marketing, influencer marketing, dan brand trust
berpengaruh secara signifikan terhadap purchase intention, dengan koefisien masing-
masing senilai 0,494, 0,362, dan 0,264. Secara simultan, ketiga variabel juga
berpengaruh signifikan. Nilai koefisien determinasi senilai 0,535 mengindikasi
bahwasanya variasi purchase intention dijelaskan oleh ketiga variabel tersebut.

Kata Kunci: Buzzer Marketing, Influencer Marketing, Brand Trust, Purchase
Intention.



ABSTRACT

The following study aims to analyze the influence of buzzer marketing,
influencer marketing, and brand trust on purchase intention of Wardah products on
TikTok Shop. The background of the study is based on the increasing use of TikTok
Shop as a social commerce platform and the importance of digital marketing
strategies in influencing consumer purchasing intention, especially in the cosmetics
industry that demands brand trust. The research method uses a quantitative approach
with a questionnaire distributed to 100 respondents.

Data were analyzed through validity and reliability tests, classical
assumption fests, and multiple linear regression. The results indicate that all
instruments are valid and reliable and the model meets classical assumptions.
Partially, buzzer marketing, influencer marketing, and brand trust have a significant
effect on purchase intention, with coefficients of 0.494, 0.362, and 0.264, respectively.
Simultaneously, all three variables also have a significant effect. The coefficient of
determination value of 0.535 indicates that the variation in purchase intention is
explained by these three variables.

Keywords: Buzzer Marketing, Influencer Marketing, Brand Trust, Purchase Intention.




RINGKASAN

Penelitian ini mengkaji pengaruh buzzer marketing, influencer marketing,
dan brand trust atas purchase intention pada produk Wardah di TikTok Shop. Latar
belakang penelitian didasarkan pada pesatnya perkembangan TikTok Shop sebagai
platform social commerce serta meningkatnya penggunaan strategi pemasaran digital
untuk menarik perhatian konsumen dan mendorong keputusan pembelian. Dalam
industri kosmetik yang menuntut keamanan, kualitas, dan konsistensi produk brand
trust juga menjadi faktor penting yang memengaruhi perilaku konsumen.

Penelitian ini menggunakan pendekatan kuantitatif dengan penyebaran
kuesioner kepada 100 responden yang pemah membeli produk Wardah melalui
TikTok Shop. Data dianalisis menggunakan uji validitas, reliabilitas, uji asumsi klasik,
serta regresi linier berganda. Hasil penelitian mengindikasi bahwasanya seluruh
instrumen penelitian valid dan reliabel, serta model regresi memenuhi semua asumsi
klasik. Temuan penelitian mengindikasi bahwasanya buzzer marketing, influencer
marketing, dan brand trust masing-masing berpengaruh positif dan signifikan atas
purchase intention. Buzzer marketing memberi pengaruh paling kuat dengan koefisien
regresi senilai 0,494, diikuti influencer marketing (0,362) dan brand trust (0,264).
Secara simultan, ketiga variabel juga berpengaruh signifikan atas purchase intention,
dengan nilai koefisien determinasi (R?) senilai 0,535 yang mengindikasi bahwasanya
53,5% variasi purchase intention dapat dijelaskan oleh model penelitian.
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SUMMARY

This research examines the influence of buzzer marketing, influencer
marketing, and brand trust on purchase intention for Wardah products on TikTok
Shop. The study is motivated by the rapid growth of TikTok Shop as a social commerce
platform and the increasing use of digital marketing strategies to attract consumer
attention and drive purchasing decisions. In the cosmetics industry where product
safety, quality, and reliability are essential brand trust also plays a significant role in
shaping consumer behavior.

Using a quantitative approach, questionnaires were distributed to 100
respondents who had purchased Wardah products through TikTok Shop. The data
were analyzed using validity and reliability tests, classical assumption tests, and
multiple linear regression. The findings show that all research instruments are valid
and reliable, and the regression model meets all classical assumptions. The results
reveal that buzzer marketing, influencer marketing, and brand trust each have a
positive and significant effect on purchase intention. Buzzer marketing shows the
strongest influence with a regression coefficient of 0.494, followed by influencer
marketing (0.362) and brand trust (0.264). Simultaneously, the three variables
significantly affect purchase intention, with the coefficient of determination (R?) of
0.535 indicating that 53.5% of the variation in purchase intention is explained by the
model.
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