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ABSTRACT

Analysis of consumer and influencer reviews regarding purchasing decisions
Jor OMG makeup products on TikTok Shop.

Deanova Azzahra Dariratunfuaddah, Management Study Program,
Faculty of Economics and Business

Email : deanovaazzahra72@gmail.com

ABSTRACT : This study aims to analyze the influence of consumer reviews and
influencer reviews on purchasing decisions for OMG makeup products on the
TikTok Shop platform. The rising use of social media and e-commerce has
transformed consumer behavior regarding information seeking prior to purchase,
particularly through user reviews and influencer recommendations. This study
employs a quantitative approach using multiple linear regression analysis. Primary
data were collected via questionnaires distributed to 81 respondents—female
students from the Management Study Program at the Faculty of Economics and
Business, Universitas Islam Indragiri—who had purchased OMG products on
TikTok Shop and viewed both consumer and influencer reviews. Data analysis was
conducted using SmartPLS with the Structural Equation Modeling (SEM-PLS)
approach. The results indicate that consumer reviews have a positive and
significant influence on purchasing decisions for OMG makeup products on TikTok
Shop. Similarly, influencer reviews also exert a positive and significant influence
on purchasing decisions. However, consumer reviews have a greater impact than
influencer reviews in driving purchasing decisions. These findings suggest that
real-life experiences shared by other consumers remain a primary consideration in
the purchasing process, even though influencer recommendations also play a
significant role. This study is expected to provide valuable insights for business
practitioners in designing more effective digital marketing strategies.

Keywords: consumer reviews, influencer reviews, purchase decisions, TikTok

Shop, OMG Beauty.
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ABSTRAK

Analisis review konsumen dan review influencer terhadap keputusan pembelian
produk makeup OMG di platform TikTok Shop

Deanova Azzahra Dariratunfuaddah, Program Studi Manajemen,
Fakultas Ekonomi dan Bisnis Universitas Islam Indragiri

ueA uernjerad

Email ; deanovaazzahra72@gmail.com

"BISaUOpUf 1p ne[12q s

ABSTRAK: Penelitian ini bertujuan untuk menganalisis pengaruh review
konsumen dan review influencer terhadap keputusan pembelian produk makeup
OMG di platform TikTok Shop. Fenomena meningkatnya penggunaan media sosial
dan e-commerce telah mengubah perilaku konsumen dalam mencari informasi
sebelum membeli produk, terutama melalui ulasan pengguna dan rekomendasi
influencer. Penelitian ini menggunakan pendekatan kuantitatif dengan metode
analisis regresi linear berganda. Data primer diperoleh melalui penyebaran
kuesioner kepada 81 responden, yaitu mahasiswi Program Studi Manajemen
Fakultas Ekonomi dan Bisnis Universitas Islam Indragiri yang pernah membeli
produk OMG di TikTok Shop dan telah melihat ulasan konsumen maupun review
influencer. Analisis data dilakukan menggunakan SmartPLS dengan pendekatan
Structural Equation Modeling (SEM-PLS). Hasil penelitian menunjukkan bahwa
review konsumen berpengaruh positif dan signifikan terhadap keputusan pembelian
produk makeup OMG di TikTok Shop. Selain itu, review influencer juga
berpengaruh positif dan signifikan terhadap keputusan pembelian. Namun, review
konsumen memiliki pengaruh yang lebih besar dibandingkan review influencer
dalam mendorong keputusan pembelian. Temuan ini menunjukkan bahwa
pengalaman nyata dari konsumen lain masih menjadi pertimbangan utama dalam
proses pembelian, meskipun rekomendasi influencer juga tetap berperan penting.
Penelitian ini diharapkan dapat menjadi masukan bagi pelaku usaha dalam
merancang strategi pemasaran digital yang lebih efektif.
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Kata Kunci: review konsumen, review influencer, keputusan pembelian, TikTok

Shop, OMG Beauty.
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