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TIKTOK SHOP 

 

Indira Wibowo 
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E-mail: indirawibowo25@gmail.com 

ABSTRACT 

This study aims to analyze the influence of Beauty influencers and Product 

Reviews on Purchase Interest in Somethinc products, with Brand trust as a 

mediating variable, on the TikTok Shop platform. This research employs a 

quantitative method with purposive sampling of 120 respondents. Data were 

collected through an online questionnaire and analyzed using the Structural 

Equation Modeling (SEM) method with SmartPLS software. Instrument testing 

was conducted through validity and reliability tests. Data analysis techniques 

included the outer model and inner model tests. The results indicate that Beauty 

influencers and Product Reviews have a positive and significant effect on 

Purchase Interest through Brand trust as a mediating variable. These findings 

suggest that the higher the credibility of Beauty influencers and the quality of 

Product Reviews, the greater consumers' trust in the brand, ultimately 

increasing their interest in purchasing Somethinc products. 

Keywords— Beauty influencer, Product Review, Purchase Interest, Brand trust, 

TikTok Shop. 
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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Beauty influencer dan 

Review Produk terhadap Minat Beli produk Somethinc, dengan Brand trust 

sebagai variabel mediasi, pada platform TikTok Shop. Metode penelitian yang 

digunakan adalah kuantitatif dengan teknik purposive sampling terhadap 120 

responden. Data dikumpulkan melalui kuesioner online dan dianalisis 

menggunakan metode Structural Equation Modeling (SEM) dengan software 

SmartPLS. Uji instrumen dilakukan melalui uji validitas dan reliabilitas. Teknik 

analisis data meliputi uji outer model dan uji inner model. Hasil penelitian 

menunjukkan bahwa Beauty influencer dan Review Produk berpengaruh positif 

dan signifikan terhadap Minat Beli melalui Brand trust sebagai variabel mediasi. 

Temuan ini mengindikasikan bahwa semakin tinggi kredibilitas Beauty 

influencer dan kualitas Review Produk, semakin besar kepercayaan konsumen 

terhadap merek, yang pada akhirnya meningkatkan keinginan mereka untuk 

membeli produk Somethinc. 

Kata kunci: Beauty influencer, Review Produk, Minat Beli, Brand trust, TikTok 

Shop 
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