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ABSTRAKSI 

 

Penelitian ini memiliki tujuan untuk menganalisis pengaruh media social 

influencer dan electronic word of mouth terhadap keputusan pembelian produk 

Maybelline pasca pandemi covid 19 yang dimediasi niat beli online. Pada 

penelitian ini dilakukan pada followers Tasya Farasya dengan pengumpulan data 

menggunakan metode kuesioner. Sampel penelitian ini sebesar 192 responden 

dengan teknik purposive sampling. Analisis data yang digunakan AMOS 24. Hasil 

penelitian media social influencer berpengaruh positif dan signifikan terhadap niat 

beli online. Namun, media social influencer tidak berpengaruh terhadap keputusan 

pembelian produk Maybelline. Niat beli online berpengaruh positif dan signifikan 

terhadap keputusan pembelian produk Maybelline. Media social influencer dan 

electronic word of mouth berpengaruh positif dan signifikan terhadap keputusan 

pembelian produk Maybelline yang dimediasi oleh niat beli online. 

 

Kata Kunci: Media Social Influencer, Electronic Word Of Mouth, Niat Beli 

Online, Keputusan Pembelian 
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ABSTRACT 

 

This study aims to analyze the influence of social media influencers and 

electronic word of mouth on purchasing decisions for Maybelline products after 

the Covid-19 pandemic mediated by online purchase intentions. In this study 

conducted on Tasya Farasya followers by collecting data using the questionnaire 

method. The sample of this research is 192 respondents with purposive sampling 

technique. The data analysis used AMOS 24. The results of research on social 

media influencers have a positive and significant effect on online purchase 

intentions. However, social media influencers have no effect on purchasing 

decisions for Maybelline products. Intention to buy online has a positive and 

significant effect on purchasing decisions for Maybelline products. Social media 

influencers and electronic word of mouth have a positive and significant effect on 

the decision to purchase Maybelline products which are mediated by online 

purchase intentions. 

 

Keywords: Social Media Influencers, Electronic Word Of Mouth, Intention to Buy 

Online, Purchase Decision 
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