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Abstract: The rapid advancement of the internet and social media has led to the emergence of social 

commerce, which integrates e-commerce with social media platforms. Reviews, as a form of electronic 

word-of-mouth (e-WOM), have become a key information source relied on by consumers in social 

commerce. However, the growing presence of buzzers and paid endorsements producing fake reviews 

has weakened the relevance and trustworthiness of e-WOM, including both online customer reviews 

and influencer reviews. This study aims to examine the impact of online customer reviews and 

influencer reviews on the purchase intention of Somethinc products on TikTok’s social commerce 

platform. The research adopts a quantitative approach with purposive sampling, involving 120 TikTok 

users in Bandar Lampung as respondents. Data were analyzed using multiple linear regression with 

SPSS 27 software. The findings reveal that both online customer reviews and influencer reviews 

significantly and positively influence purchase intention. These results suggest that exposure to online 

customer and influencer reviews can enhance consumers’ purchase intention toward Somethinc 

products on TikTok social commerce. 

Keywords: Electronic word-of-mouth; Influencer Review; Online Customer Review; Purchase 

Intention. 

1. Introduction 

Social commerce, a fusion of e-commerce, social media, and social network signals [1], 
has grown rapidly worldwide, including in Indonesia. According to INDEF and a Populix 
survey, 86% of respondents have shopped through social commerce platforms, with TikTok 
being the most used (45%), followed by WhatsApp (21%), Facebook Shop (10%), and 
Instagram Shop (10%). [2] projects that Indonesia’s social commerce market will continue 
growing from 2024 to 2029 by over 102.52%, reaching $3.3 billion by 2029. This rise is driven 
by active social media users leveraging these platforms for interaction and transactions, as 
more platforms integrate social commerce into their ecosystems. Research by Renaldy (2018) 
shows that social commerce positively influences consumer trust and purchase intention, 
creating a mutually reinforcing environment between social media and e-commerce. 

TikTok’s global popularity since its launch is largely driven by its vast user base across 
many countries. According to recent data, Indonesia ranks as the country with the largest 
TikTok user population in the world, reaching 157.6 million users in 2024, highlighting 
TikTok’s immense popularity in the country. The United States and Brazil also report over 
100 million users each. This widespread active user base demonstrates TikTok’s success 
among other social media platforms. Interestingly, China, the app’s country of origin, does 
not appear among the top user countries, as Byte Dance, TikTok’s parent company, launched 
a separate app called Douyin exclusively for the Chinese market in the same year. Despite not 
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being widely used in China, TikTok has achieved significant international success, particularly 
in Indonesia. 

In Indonesia, TikTok users are concentrated mainly in Java, with Jakarta leading at 22%, 
followed by East Java (18%) and West Java (13%), while Bandar Lampung does not rank 
among the top cities. This creates an interesting context to explore TikTok’s influence on 
purchase intentions in Bandar Lampung. As one of the most widely used platforms in 
Indonesia, TikTok offers significant marketing reach, estimated at 126.83 million audiences 
in January 2024, making it the second-largest TikTok advertising market globally. As a social 
commerce platform, TikTok enables users to shop without leaving the app but poses 
challenges as buyers cannot physically examine products. To address this, TikTok empowers 
sellers to use influencers and allows customers to leave online reviews to guide future 
purchasing decisions. 

On TikTok’s social commerce platform, online customer reviews and influencer reviews 
play a key role in shaping consumer purchase intentions [3], aligning with [4] view that social 
commerce aims to drive online purchases and facilitate customer interaction throughout the 
buying process. Influencers, as defined by [5] and [6], are individuals with large followings 
who promote products by shaping brand image and consumer perception. Meanwhile, online 
customer reviews provide firsthand feedback on product quality, easily accessible by viewers 
[7]. [8] reports that 77% of consumers regularly read online reviews when considering 
purchases, reinforcing research findings that reviews significantly boost purchase intentions. 
TikTok’s integration of influencer and customer reviews is especially influential for beauty 
products, where individual outcomes vary. The beauty industry has seen rapid growth, with 
Indonesia’s beauty sector generating $1.94 billion in 2024, and TikTok contributing 
substantially, NIQ (2023) noted 85% of TikTok sales came from beauty and personal care. 
TikTok Shop further facilitates sales by enabling direct purchases alongside reviews, mirroring 
the global trend as U.S. beauty sales reached $31.7 billion in 2023 and Indonesia’s beauty 
market hit $7.23 billion in 2022 (Databoks, 2022). 

The high number of TikTok video viewers for skincare and makeup products is reflected 
in impressive conversion rates, reaching 8.07% for skincare and 9.57% for makeup, indicating 
strong consumer action on TikTok’s social commerce platform. TikTok users actively seek 
information on beauty products from various local and international brands, with many 
brands partnering with influencers to expand reach through TikTok’s advanced algorithm, 
which enables influencers to quickly generate purchase intent and demand. According to a 
Populix survey, 54% of Indonesian female consumers prefer local beauty brands, while 35% 
have no preference and 11% favor international brands. Somethinc, a leading local brand, 
dominated TikTok’s social commerce sales from April to June 2022 with total sales of IDR 
53.2 billion, driven by its strong brand reputation and high-quality, affordable products 
catering to a wide age range. Somethinc offers diverse product categories including makeup, 
skincare, body care, tools, and merchandise [9], and has won multiple awards, securing the 
top skincare brand position on a major e-commerce platform for seven consecutive periods 
since April 2021, supported by dermatologist-tested, high-quality ingredients suitable for 
various skin types. 

Somethinc has excelled in leveraging various social media platforms for product 
marketing, employing content marketing and collaborations with both local and international 
influencers to promote its products through reviews. Notably, Somethinc partnered with 
international figures such as Korean actress Han So Hee and K-pop boy group NCT Dream. 
Through these marketing strategies, Somethinc rapidly grew within two years, achieving the 
top market share for beauty products on digital platforms and becoming the best-selling brand 
across several e-commerce platforms. Currently, Somethinc’s TikTok account holds a perfect 
5.0/5.0 rating and over 3.8 million followers, reflecting its aggressive digital marketing 
strategies targeting teenagers and young adults, including content aligned with trending 
algorithms and influencer collaborations. 

Despite these efforts, recent declines in sales indicate that the current strategies may not 
fully sustain consumer purchase intentions. From 2019 to 2023, Somethinc’s popularity has 
fluctuated, starting low in 2019, rising modestly from 2020 to 2022, then declining again in 
2023, partly due to increasing competition from emerging beauty brands. This sales decline 
and inconsistent popularity suggest Somethinc is not yet the primary choice for consumers, 
signaling low purchase intention [10]. Therefore, understanding how online customer reviews 
and influencer reviews affect consumer perceptions and purchase intentions is vital. To 
address these challenges, Somethinc continues optimizing its digital marketing by leveraging 
e-WOM, including influencer and online customer reviews, and collaborates with various 
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influencers across categories, from nano to mega influencers [6]. According to Katadata 
(2023), 78% of Indonesian consumers prefer local influencers for beauty product 
recommendations, and Somethinc actively partners with multiple local influencers across 
these categories.  

Somethinc employs numerous influencers, including top-tier names like Tasya Farasya 
with 4.1 million TikTok followers, as part of its marketing strategy to drive purchase intention. 
However, the effectiveness of influencer and online customer reviews is increasingly 
questioned due to the rise of paid endorsements and fake reviews. Research by [11] reported 
a 41% decline in influencer marketing effectiveness from 2019 to 2020, while [12] found that 
many consumers believe influencers promote products mainly because they are paid. This 
skepticism leads some consumers to rely more on customer reviews, viewed as authentic 
feedback from real buyers. 

This study aims to examine the influence of online customer reviews and influencer 
reviews on purchase intention for Somethinc products on TikTok social commerce. It seeks 
to analyze the difference between their impacts and explore how combining both review types 
can enhance purchase intention. With mixed findings from previous research, this study 
addresses a gap in understanding their joint effect. The results are expected to provide 
valuable insights for marketers and beauty industry players in crafting effective digital 
marketing strategies to increase sales on TikTok.. 

2. Preliminaries or Related Work or Literature Review 

2.1. Electronic Word-Of-Mouth (E-WOM) 

Electronic word-of-mouth (e-WOM) refers to positive or negative statements shared 
online by customers about products or services, offering a broader and faster reach than 
traditional word-of-mouth. As consumers increasingly rely on online shopping without direct 
product evaluation, e-WOM, including customer reviews and influencer reviews, has become 
a key source of trusted information, influencing purchase decisions and reducing perceived 
risks [13].   

 
2.2. Online Customer Review 

Online customer review, as part of e-WOM, refers to consumer-generated reviews about 
their product experiences on online marketplaces, serving as a reference for others' 
purchasing decisions [14]. These reviews allow consumers to freely share opinions online, 
influencing purchase intentions [7], and have become a cost-effective marketing channel that 
provides valuable insights for potential buyers on digital platforms [15]. 
 

2.3. Influencer Review 

Influencer marketing is one of the most popular online advertising strategies, with 
influencers defined as individuals with a large following whose opinions can shape others' 
perceptions [16]. Influencers, also called “micro-celebrities”, are valued for attributes like 
credibility, expertise, and network influence, and their reviews, seen as authentic 
endorsements, play a key role in spreading trends and product recommendations on social 
media, especially in beauty-related content. 
 

2.4. Purchase Intention 

Purchase intention is defined as a consumer’s decision to act or a stage in the decision-
making process where the consumer is willing to engage with a product or brand [17]. It arises 
after a series of steps including need recognition, information search, and evaluation, leading 
to the desire to buy. Purchase intention reflects the likelihood that a consumer plans to buy a 
product in the future, driven by interest and influenced by various factors [18]. 
 

2.5. Hypotheses 

This study proposes two hypotheses:  

H1: Online customer reviews have a positive and significant effect on purchase intention 
for Somethinc products on TikTok social commerce;  

H2: Influencer reviews have a positive and significant effect on purchase intention for 
Somethinc products on TikTok social commerce. 
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3. Proposed Method 

3.1. Research Design 

This quantitative study employs an experimental design with two independent variables, 
online customer review and influencer review, and one dependent variable, purchase 
intention. Primary data were collected using a closed-ended questionnaire distributed via 
Google Form to active TikTok users in Bandar Lampung who meet specific criteria, while 
secondary data were obtained through literature review. The study used purposive sampling 
with 120 respondents, based on [19] recommendation of 10 times the number of indicators 
(12 indicators). Data wer.e analyzed using SPSS with Likert-scale measurements to assess 
perceptions, and respondents were selected based on their experience with Somethinc 
product reviews on TikTok and their purchase intention. 

 
3.2. Operational Definition of Variables 

Operational variables are the part that defines a variable that can be measured, by looking 
at the indicators of the variable research. Operational variables are needed to describe the 
variables that will be measured more easily and used as a reference in data collection. 

 

Variable Definitions Indicator Scale 

Online 
Customer 
Review 

(X1) 

Online customer reviews are 
a feature that allows 
consumers to freely and 
easily type comments and 
opinions online regarding 
various products or services, 
which can influence 
consumers' purchasing 
intentions for the product.  
(Latief & Ayustira, 2020) 

1.  Read customer reviews to find out 
other people's impressions of the 
product. 

Likert (1-
5) 

2.  Ensure that you buy the right 
product by reading customer reviews. 

3.  Gather information from customer 
reviews to help you choose the right 
product. 

4.  Customer reviews make you 
confident to buy the product. 

(Diena et al., 2020) 

Influence
r Review 

(X2) 

Review influencers are 
considered to be more 
trustworthy product 
endorsers than celebrities, 
and it is known that 
influencers share product 
reviews, recommendations, 
and personal experiences 
that focus on social media 
platform users, such as 
beauty influencers who 
feature makeup and skincare 
articles on their personal 
influencer accounts. 
(Schouten et al.,2020) 

1.  Read influencer reviews to find out 
other people's impressions of the 
product. 

Likert (1-
5) 

2.  Ensure you buy the right product by 
reading influencer reviews. 

3.  Collect information from influencer 
reviews to help you choose the right 
product. 

4.  Influencer reviews make you sure to 
buy the product. 
(Diena et al., 2020) 

 

Purchase 
Intention 

(Y) 

Purchase intention is a 
person's tendency to feel 
attracted to a particular 
object, which is a person's 
behavior related to the 
decision towards purchasing 
and is driven by certain 
factors. (Kotler, 2016) 

1.  After reviewing the review, the 
possibility to buy the product is high. 

Likert (1-
5) 

2.  If you are going to buy the product, 
you will consider the product first. 

3.  The possibility to consider buying 
the product is high. 

4. The desire to buy the product is high. 

(Diena et al., 2020) 

 
 

3.3. Data Analysis Tools 

This quantitative study uses IBM SPSS Statistics 27 with a 5% significance level for data 
analysis, including instrument testing (validity and reliability) conducted on 30 initial 
respondents to ensure the questionnaire’s accuracy before full distribution. Validity was tested 
using Confirmatory Factor Analysis (CFA), with indicators considered valid if KMO > 0.50, 
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loading factor > 0.50, and Anti-Image Correlation ≥ 0.50. The primary analysis employs 
multiple linear regression to examine the effect of online customer review (X1) and influencer 
review (X2) on purchase intention (Y), supported by hypothesis testing through t-tests (partial 
effect), F-tests (model feasibility), and R² (coefficient of determination) to measure the 
strength and explanatory power of the model. 

4. Results and Discussion 

4.1. Instrument Test Result 

Table 1. Validity Test Result 

Variable Item KMO-MSA Anti-Image Loading Factor Result 

Online 
Customer 

Review (X1) 

X1.1 

0.637 

0.687 0.627 Valid 

X1.2 0.606 0.810 Valid 

X1.3 0.665 0.715 Valid 

X1.4 0.628 0.777 Valid 

Influencer 
Review (X2) 

X2.1 

0.743 

0.771 0.826 Valid 

X2.2 0.713 0.871 Valid 

X2.3 0.785 0.804 Valid 

X2.4 0.719 0.844 Valid 

Purchase 
Intention (Y) 

Y.1 

0.800 

0.888 0.801 Valid 

Y.2 0.752 0.889 Valid 

Y.3 0.739 0.906 Valid 

Y.4 0.887 0.819 Valid 

 
The validity test results in Table 1 show that each research variable indicator has an Anti-

Image Correlation > 0.50 and a loading factor > 0.50. According to [20], if the loading factor 
is > 0.50, it meets the criteria for convergent validity. Therefore, it can be concluded that all 
question items for the research variable indicators are valid and suitable for use as research 
instruments.  

 
Table 2. Reability Test Result 

Variable Item Cronbach’s Alpha 
Cronbach’s Alpha if Item 

Deleted 
Result 

Online 
Customer 

Review (X1) 

X1.1 

0.704 

0.704 Reliable 

X1.2 0.596 Reliable 

X1.3 0.648 Reliable 

X1.4 0.616 Reliable 

Influencer 
Review (X2) 

X2.1 

0.854 

0.817 Reliable 

X2.2 0.797 Reliable 

X2.3 0.829 Reliable 

X2.4 0.814 Reliable 

Purchase 
Intention (Y) 

Y.1 

0.866 

0.856 Reliable 

Y.2 0.804 Reliable 

Y.3 0.797 Reliable 

Y.4 0.856 Reliable 

 
Based on the reliability test results in Table 2, the Cronbach’s Alpha value for all variables 

is greater than 0.60. The Online Customer Review (X1) variable has a Cronbach’s Alpha of 
0.704, the Influencer Review (X2) variable has a Cronbach’s Alpha of 0.854, and the purchase 
intention (Y) variable has a Cronbach’s Alpha of 0.866. Therefore, it can be concluded that 
the instruments for each variable in this study are reliable, as they have a high reliability level 
exceeding the standard Cronbach’s Alpha threshold.  

 
4.2. Multiple Linear Regression Test Results 

Table 3. Multiple Linear Regression Test Results 

Coefficients 

Model 
Unstandardized Coefficients 

Standarized 
Coefficients 

t Sig. 

B Std. Error Beta   
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1 (Constant) 0.824 1.325  0.622 0.535 

Online Customer 
Review (X1) 

0.211 0.87 0.189 2.408 0.018 

Influencer 
Review (X2) 

0.706 0.89 0.624 7.944 <0.001 

a. Dependent Variable : Niat Beli (Y) 

 
Based on the results from Table 3, the regression equation is Y = 0.824 + 0.189X1 + 

0.624X2. The constant value of 0.824 means that if both independent variables (online 
customer review and influencer review) are zero, the purchase intention will be 0.824. The 
coefficient for online customer review (X1) is 0.189, indicating that a 100% increase in online 
customer review leads to an 18.9% increase in purchase intention, showing a positive effect. 
The coefficient for influencer review (X2) is 0.624, indicating that a 100% increase in 
influencer review results in a 62.4% increase in purchase intention, also demonstrating a 
positive impact. Thus, both online customer reviews and influencer reviews positively 
influence purchase intention for Somethinc products on TikTok social commerce.  

 
4.3. Hypothesis Test Results 

Table 4. T Test Result 

No. Hypothesis t-stat Sig Result 

1. Online Customer Reviews have a positive and 
significant effect on the purchase intention of 
Somethinc products on TikTok social 
commerce. 

2.408 0.018 Accepted 

2. Influencer Reviews have a positive and 
significant effect on the purchase intention of 
Somethinc products on TikTok social 
commerce. 

7.944 <0.001 Accepted 

 

Based on Table 4, the t-value for online customer review (X1) is 2.408, which is greater 
than the t-table value of 1.658, with a significance value of 0.018 (< 0.05), indicating a 
significant effect on purchase intention (Y), thus rejecting H01 and accepting Ha1. Similarly, 
the t-value for influencer review (X2) is 7.944, greater than 1.658, with a significance value of 
< 0.001 (< 0.05), indicating a significant effect on purchase intention, thus rejecting H02 and 
accepting Ha2. 

 
Table 5. F Test Result 

Model 
Sum of 
Square 

df Mean Square F Sig. 

1 Regression 431.589 2 215.794 81.253 <,001b 

Residual 313.387 118 2.656   

Total 744.975 120    

a. Dependent Variable : Purchase Intention 
b. Predictors : (Constant), Influencer Review (X2), Online Customer Review (X1) 

 

Table 5. shows that the significant value of F is <0.001, which means <0.05, so it can be 
said that the research model used in this study is feasible and can be continued to study the 
hypothesis. 

 
Table 6. R2 Test Result 

Model R R Square 
Adjusred R 

Square 
Std. Error of 
the Estimate 

1 0.761a 0.579 0.572 1.630 

a. Predictors: (Constant), Influencer Review (X2), Online Customer Review (X1) 

 

Based on the results of the determinant test presented in Table 6, the Adjusted R Square 
value is 0.572, or 57.2%, indicating that 57.2% of the variation in purchase intention for 



Harmony Management: International Journal of Management Science and Business 2025 (June), vol. 2, no. 2, Nandia, et al. 12 of 13 

 

Somethinc products among TikTok users in Bandar Lampung can be statistically explained 
by the contribution of the two independent variables, online customer review and influencer 
review. In other words, the regression model used in this study explains more than half of the 
total variation in purchase intention, with the remaining 42.8% influenced by factors outside 
the variables examined in this research. 

 
4.4. Discussion 

4.4.1 The Influence of Online Customer Reviews on Purchase Intention of 
Somethinc Products on TikTok Users in Bandar Lampung 

The results indicate that online customer review has a positive and significant effect on 
purchase intention for Somethinc products on TikTok social commerce, as shown by t-count 
(2.408) > t-table (1.658) with a significance value of 0.018 < 0.05, leading to the acceptance 
of Ha1 and rejection of H01. This finding implies that better online reviews increase 
consumer purchase intention, supported by empirical evidence where TikTok users rely on 
reviews to ensure product suitability, with the highest mean found in the statement that 
consumers frequently read reviews before purchasing. Positive reviews, such as praise for 
Somethinc’s competitive quality and long-term customer satisfaction, enhance trust and 
intention to buy, showing that online customer reviews, as part of e-WOM, reduce uncertainty 
and perceived risk. These results align with studies by [3] and [21], which also confirm the 
positive, significant influence of online customer reviews on purchase intention, especially in 
the context of beauty products on TikTok social commerce. 

 
4.4.2 The Influence of Influencer Reviews on Purchase Intention of Somethinc 
Products on TikTok Users in Bandar Lampung 

The results show that influencer review has a positive and significant effect on purchase intention for 
Somethinc products on TikTok social commerce, evidenced by t-count (7.944) > t-table (1.658) and a 
significance value < 0.001 < 0.05, leading to the acceptance of Ha2 and rejection of H02. This indicates 
that stronger influencer reviews increase the likelihood of purchase intention. Empirical findings reveal 
that most respondents agree that influencers with large followings can build purchase confidence 
through their reviews. Theoretically, influencers act as opinion leaders whose strong connections with 
followers positively influence purchase intention [13]. These findings align with prior research by [22], 
[23], both of which confirm the significant positive impact of influencer reviews on consumer purchase 
intention. 

5. Conclusions 

Based on the research findings and data analysis of 120 TikTok users in Bandar 
Lampung, it can be concluded that both online customer review and influencer review have 
a positive and significant influence on the purchase intention of Somethinc products on 
TikTok’s social commerce platform, indicating that positive reviews from customers and 
trusted influencers strengthen consumers’ intention to buy; however, this study is limited by 
its focus on TikTok users in a single geographic area, which may affect the generalizability of 
the results to broader populations or different social commerce platforms, thus future 
research is recommended to expand the sample to diverse regions, include other social 
commerce platforms, and explore additional variables such as trust, product quality 
perception, or consumer demographics to provide a more comprehensive understanding. 

References 

[1]  Y. Wang and C. Herrando, "Does privacy assurance on social commerce sites matter to millennials?," Int. J. Inf. Manage., vol. 44, 
pp. 164–177, 2019. 

[2]  Statista, "Market share of leading social media platforms in Indonesia as of October 2022," 2022. [Online]. Available: 
https://www.statista.com/statistics/1256213/indonesia-social-media-marketshare/ 

[3]  S. M. Clarissa and W. Tri, "Pengaruh Influencer Review dan Customer Review Terhadap Purchase Intention Pada Produk Avoskin," 
Serat Acitya, vol. 11, no. 2, pp. 188–203, 2023. 

[4]  N. Meilatinova, "Social commerce: Factors affecting customer repurchase and word-of-mouth intentions," Int. J. Inf. Manage., vol. 
57, p. 102300, 2021. 

[5]  J. H. Cheah, H. Ting, T. H. Cham, and M. A. Memon, "The effect of selfie promotion and celebrity endorsed advertisement on 
decision-making processes: A model comparison," Internet Res., vol. 29, no. 3, pp. 552–577, 2019. 

[6]  N. T. Hariyanti and A. Wirapraja, "Pengaruh influencer marketing sebagai strategi pemasaran digital era moderen (Sebuah studi 
literatur)," Eksekutif, vol. 15, no. 1, pp. 133–146, 2018. 

[7]  F. Latief and N. Ayustira, "Pengaruh online costumer review dan customer rating terhadap keputusan pembelian produk kosmetik 
di Sociolla," J. Mirai Manag., vol. 5, no. 3, pp. 139–154, 2020. 



Harmony Management: International Journal of Management Science and Business 2025 (June), vol. 2, no. 2, Nandia, et al. 13 of 13 

 

[8]  B. Local, "Local consumer review survey 2022," Brightlocal.co, 2022. [Online]. Available: 
https://www.brightlocal.com/research/local-consumer-review-survey-2022/ 

[9]  Somethinc, "Customer review produk Somethinc pada TikTok Shop," TikTok, 2024. [Online]. Available: 
https://vt.tiktok.com/ZS69X4gQa/?page=Mall 

[10]  T. Farasya, "Review produk Somethinc oleh Tasya Farasya di TikTok," TikTok, 2024. [Online]. Available: 
https://vt.tiktok.com/ZS69XnxHL 

[11]  N. Schaffer, "Influencer Marketing Efficiency Decreases," 2020. [Online]. Available: https://nealschaffer.com/ 
[12]  S. Zaki and M. Hasprova, "The role of Influence in the customer decision making process," SHS Web Conf., vol. 74, p. 03014, 

2020. 
[13]  Y. Wang, J. Kim, and J. Kim, "The financial impact of online customer reviews in the restaurant industry: A moderating effect of 

brand equity," Int. J. Hosp. Manag., vol. 95, p. 102895, 2021. 
[14]  A. R. Banjarnahor, Manajemen Komunikasi Pemasaran. Sumatera Utara: Kita Menulis, 2021. 
[15]  A. F. Hasrul, S. Suharyati, and R. Sembiring, "Analisis Pengaruh Online Customer Review dan Rating terhadap Minat Beli Produk 

Elektronik di Tokopedia," Konf. Ris. Nas. Ekon. Manaj. dan Akunt., vol. 2, no. 1, pp. 1352–1365, 2021. 
[16]  S. A. Sugiharto and M. R. Ramadhan, "Pengaruh Kredibilitas Influencer terhadap sikap pada merek (Bandung–Indonesia)," J. Ilmu 

Polit. dan Komun., vol. 8, no. 2, 2018. 
[17]  P. Kotler and K. L. Keller, Marketing Management. Pearson, 2016. 
[18]  S. Tania, E. Listiana, and N. Afifah, "Social Media Marketing and Word of Mouth on Product Purchase Intentions at Bibit FinTech 

Startup with the Mediation of Brand Awareness," J. Econ. Manag. Trade, vol. 29, no. 2, pp. 1–15, 2023. 
[19]  A. Hair J, R. B. Babin, and W. Black, Multivariate Data Analysis. Australia: Cengage, 2014. 
[20]  I. Ghozali, Analisis Multivariat dan Ekonometrika: Teori, Konsep dan Aplikasi dengan Eviews 10. Semarang: Badan Penerbit 

Universitas Diponegoro, 2018. 
[21]  A. Azzahra, A. Afwa, and M. Moniko, "The Influence of Influencer Marketing and Online Customer Reviews on Purchase Intention 

Though the Perceived Value of Cosmetic Products on Tiktok Shop (an Empirical Study on Students in City of Pekanbaru)," J. Ilm. 
Ekon. dan Bisnis, vol. 12, no. 1, pp. 1487–1502, 2024. 

[22]  D. Dwidienawati, D. Tjahjana, S. B. Abdinagoro, and D. Gandasari, "Customer review or influencer endorsement: which one 
influences purchase intention more?," Heliyon, vol. 6, no. 11, 2020. 

[23]  Y. S. Nuraeni and D. Irawati, "Pengaruh Online Customer Review, Kualitas Produk, dan Promosi terhadap Keputusan Pembelian 
pada Marketplace Shopee (Studi Kasus Pada Mahasiswa UBSI)," Procur. J. Ilm. Manaj., vol. 9, no. 4, pp. 22–29, 2021. [Online]. 
Available: https://www.ejournal.pelitaindonesia.ac.id/ojs32/index.php/PROCURATIO/article/view/1704 

[24]  L. J. Sondakh, D. P. E. Saerang, and F. S. Rumokoy, "The Impact of Online Costumer Review and Celebrity Endorsement on 
Purchase Intention," J. Berk. Ilm. Efisiensi, vol. 16, no. 04, pp. 296–306, 2016. [Online]. Available: 
https://ejournal.unsrat.ac.id/v3/index.php/jbie/article/view/13613 

[25]  M. A. Ghoni and E. Soliha, "Pengaruh Brand Image, Online Customer Review dan Promotion Terhadap Keputusan Pembelian 
Pada Marketplace Shopee," J. Mirai Manag., vol. 7, no. 2, pp. 14–22, 2022. 

 


