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ABSTRAK

Shopee termasuk e-commerce aplikasi jual beli produk produk
kecantikan untuk para konsumen. Face wash menjadi salah satu produk
skincare yang paling sering dibeli di platform e-commerce seperti Shopee..
Ulasan - ulasan dalam e-WOM berasal dari konsumen biasa yang telah
menggunakan produk atau layanan, sementara influencers adalah individu
yang memengaruhi opini dan minat beli pengikut mereka. Penelitian ini
bertujuan untuk mengetahui bagaimana Electronic Word of mouth (E-WOM)
dan influencer mempengaruhi minat beli konsumen, melalui kepercayaan
yang menjadi mediasi. Penelitian ini menggunakan metode kuantitatif dengan
teknik pengambilan sampel non-probabilitas sampling, khususnya purposive
sampling, dengan total 102 responden yang merupakan pengguna aktif e-
commerce Shopee di Jabodetabek. Data dikumpulkan menggunakan
kuesioner, dan analisis data dilakukan dengan menggunakan perangkat lunak
Smart PLS versi 4. Hasil penelitian ini menunjukan bahwa Electronic Word
of mouth (E-WOM) dan influencer berpengaruh positif signifikan terhadap
minat beli dan kepercayaan konsumen.

Kata kunci : Electronic Word of mouth (E-WOM), influencer, minat beli dan

kepercayaan



ABSTRACT

The development of digital technology in Indonesia, especially the
internet and mobile applications, has driven significant changes in people's
behavior patterns, especially in buying and selling transactions. In the context
of e-commerce business, Shopee is indeed one of the most popular platforms
among the public to meet various daily needs. Shopee is an e-commerce
application for buying and selling beauty products for its consumers. From
the survey, with the high level of use of this product, it is not surprising that
face wash is one of the most frequently purchased skincare products on e-
commerce platforms such as Shopee, where various choices and prices can
be reached by consumers from various circles. Reviews in e-WOM come
from ordinary consumers who have used the product or service, while
influencers are individuals who influence the opinions and Buying interests
of their followers. In general, recommendations made by influencers can
build Trust and consumer Buying interest to try the best-selling face wash
products on the Shopee marketplace.

This study aims to determine how Electronic Word of mouth (E-
WOM) and influencers influence consumer Buying interest, through Trust as
a mediator. This study uses a quantitative method with a non-probability
sampling technique, specifically purposive sampling, with a total of 102
respondents who are active users of e-commerce Shopee in Jabodetabek. Data
were collected using a questionnaire, and data analysis was carried out using
Smart PLS software version 4.

The results of this study indicate that Electronic Word of mouth (E-
WOM) and influencers have a significant positive effect on consumer
purchase interest and Trust.

Keywords: Electronic Word of mouth (E-WOM), influencers, purchase
interest and Trust
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