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ABSTRAK 

Zefania Mikha Manurung, 21042010116, Pengaruh User-Generated Content 

(UGC), Electronic Word of Mouth (E-WOM), dan Perceived Product Quality 

Terhadap Purchase Intention Produk Somethinc (Studi pada Followers 

TikTok @somethincofficial) 

Penelitian ini menggunakan pendekatan kuantitatif yang bertujuan untuk 

mengetahui pengaruh user-generated content, electronic word of mouth, dan 

perceived product quality terhadap purchase intention pada produk Somethinc, 

baik secara simultan maupun parsial. Populasi penelitian ini adalah pengikut akun 

TikTok @somethincofficial yang berjumlah 3,8 juta pengikut, dengan purposive 

sampling sebagai teknik pengambilan sampel. Sampel terdiri dari 204 responden  

yang ditentukan melalui rumus Slovin, dengan kriteria responden seperti 

pengguna TikTok kelahiran tahun 1997-2012, pengikut akun TikTok 

@somethincofficial, mengetahui brand Somethinc, dan pernah melihat konten 

atau review mengenai produk Somethinc. Teknik analisis data yang digunakan 

adalah Analisis Regresi Linear Berganda. 

Hasil penelitian ini menunjukkan bahwa user-generated content, electronic word 

of mouth, dan perceived product quality secara simultan berpengaruh terhadap 

purchase intention, user-generated content secara parsial berpengaruh signifikan 

terhadap purchase intention, electronic word of mouth secara parsial berpengaruh 

signifikan terhadap purchase intention, dan perceived product quality secara 

parsial berpengaruh signifikan terhadap purchase intention pada produk 

Somethinc. 

Kata Kunci: User-Generated Content, Electronic Word of Mouth, Perceived 

Product Quality,  Purchase Intention 
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ABSTRACT 

Zefania Mikha Manurung, 21042010116, The Influence of User-Generated 

Content (UGC), Electronic Word of Mouth (E-WOM), and Perceived Product 

Quality on Purchase Intention of Somethinc Products (Study on Followers 

TikTok @somethincofficial) 

This study uses a quantitative approach aimed at determining the influence of 

user-generated content, electronic word of mouth, and perceived product quality 

on purchase intention of Somethinc products, both simultaneously and partially. 

The population of this study comprises the followers of the TikTok account 

@somethincofficial, which has 3,8 million followers, with purposive sampling 

used as the sampling technique. The sample consisted of 204 respondents 

determined using the Slovin formula, with respondent criteria such as TikTok 

users born in 1997-2012, followers of the @somethincofficial TikTok account, 

knowing the Somethinc brand, and having seen content or reviews about 

Somethinc products. The data analysis technique used is Multiple Linear 

Regression Analysis. 

The results of this study indicate that user-generated content, electronic word of 

mouth, and perceived product quality simultaneously influence purchase 

intention. User-generated content has a significant partial effect on purchase 

intention, electronic word of mouth has a significant partial effect on purchase 

intention, and perceived product quality also has a significant partial effect on 

purchase intention for Somethinc products. 

Keywords: User-Generated Content, Electronic Word of Mouth, Perceived 

Product Quality,  Purchase Intention 

 

 

 

 

 

 

 


