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ABSTRAK 
 

Penelitian ini bertujuan untuk mengetahui pengaruh influencer terhadap 

keputusan pembelian produk skintific yang dimediasi word of mouth dalam live 

shopee. Penelitian ini termasuk kedalam penelitian Explanatory research 

kuantitatif dengan pendekatan  kuantitatif. Populasi   pada   penelitian   ini   adalah 

konsumen produk skintific di  e-commerce shopee dengan jumlah sampel 100 

responden. Metode pengumpulan data dilakukan dengan menyebarkan kuesioener. 

Metode analisis data menggunakan path analysis dibantu dengan software 

SmartPLS 4.0. Hasil dari penelitian ini menunjukan bahwa : (1) influencer 

berpengaruh positif dan signifikan terhadap keputusan pembelian. (2) influencer 

berpengaruh positif dan signifikan terhadap word of mouth. (3) word of mouth 

berpengaruh positif dan signifikan terhadap keputusan pembelian. (4)   influencer   

berpengaruh   positif   dan   signifikan   terhadap keputusan pembelian melalui 

word of mouth. 

Kata kunci: Influencer, keputusan pembelian, word of mouth.
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ABSTRACT 

 
This research aims to determine the influence of influencers on purchasing 

decisions for creative products mediated by word of mouth in live shopee. This 

research is included in explanatory research, quantitative research with a 

quantitative approach. The population in this study were consumers of skintific 

products in Shopee e-commerce with a sample size of 100 respondents. The data 

collection method was carried out by distributing questionnaires. The data analysis 

method uses path analysis assisted by SmartPLS 4.0 software. The results of this 

research show that: (1) influencers have a positive and significant influence on 

purchasing decisions. (2) influencers have a positive and significant effect on word 

of mouth. (3) Word of Mouth has a positive and significant effect on purchasing 

decisions. (4) influencers have a positive and significant influence on purchasing 

decisions through word of mouth. 

Keywords: Influencer, purchasing decision, word of mouth.
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