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ABSTRAK 

 

RIZQIA AWALIA ZULEIKA, 22042010217, PENGARUH ELECTRONIC 

WORD-OF-MOUTH (E-WOM), INFLUENCER MARKETING, DAN PRICE 

PERCEPTION TERHADAP PURCHASE INTENTION PARFUM HMNS DI 

KOTA SURABAYA. 

 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 

Electronic Word-of-Mouth (E-WOM), Influencer Marketing, dan Price Perception 

terhadap Purchase Intention produk parfum HMNS di Kota Surabaya. Industri 

parfum lokal saat ini berkembang pesat melalui ekosistem pemasaran digital, di 

mana konsumen yang tidak dapat mencoba produk secara langsung sangat 

bergantung pada validasi sosial, representasi visual, dan rasionalitas harga sebelum 

melakukan transaksi. Jenis penelitian ini menggunakan pendekatan kuantitatif. 

Pengambilan sampel dilakukan menggunakan teknik purposive sampling dengan 

jumlah sampel sebanyak 104 responden. Kriteria sampel adalah pengguna aktif 

media sosial berusia minimal 17 tahun, berdomisili di Kota Surabaya, dan 

mengetahui atau pernah membeli produk parfum HMNS. Data primer dikumpulkan 

melalui penyebaran kuesioner dan dianalisis menggunakan Analisis Regresi Linier 

Berganda dengan bantuan perangkat lunak SPSS versi 27. Hasil penelitian 

menunjukkan bahwa secara simultan, Electronic Word-of-Mouth (E-WOM), 

Influencer Marketing, dan Price Perception berpengaruh signifikan terhadap 

Purchase Intention. Secara parsial, Electronic Word-of-Mouth berpengaruh positif 

dan signifikan terhadap Purchase Intention. Influencer Marketing juga memiliki 

pengaruh positif dan signifikan. Selain itu, Price Perception terbukti memiliki 

pengaruh positif dan paling signifikan terhadap Purchase Intention. Nilai Koefisien 

Determinasi (R²) sebesar 72,5%, yang mengindikasikan bahwa ketiga variabel 

independen tersebut mampu menjelaskan variasi pada niat beli konsumen dengan 

sangat baik. 

 

Kata Kunci: Electronic Word-of-Mouth (E-WOM), Influencer Marketing, Price 

Perception, Purchase Intention. 
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ABSTRACT 

 

RIZQIA AWALIA ZULEIKA, 22042010217, THE EFFECT OF 

ELECTRONIC WORD-OF-MOUTH (E-WOM), INFLUENCER 

MARKETING, AND PRICE PERCEPTION ON PURCHASE INTENTION OF 

HMNS PERFUME IN SURABAYA CITY. 

 

This study aims to determine and analyze the effect of Electronic Word-of-

Mouth (E-WOM), Influencer Marketing, and Price Perception on the Purchase 

Intention of HMNS perfume products in Surabaya City. The local perfume industry 

is currently growing rapidly through the digital marketing ecosystem, where 

consumers who cannot try products physically rely heavily on social validation, 

visual representation, and price rationality before making a transaction. This 

research utilizes a quantitative approach. Sampling was conducted using a 

purposive sampling technique with a total of 104 respondents. The sample criteria 

included active social media users aged at least 17 years old, domiciled in 

Surabaya, who know or have purchased HMNS perfume products. Primary data 

was collected through questionnaires and analyzed using Multiple Linear 

Regression Analysis with the help of SPSS version 27 software. The results showed 

that simultaneously, Electronic Word-of-Mouth (E-WOM), Influencer Marketing, 

and Price Perception have a significant effect on Purchase Intention. Partially, 

Electronic Word-of-Mouth has a significant positive effect on Purchase Intention. 

Influencer Marketing also has a significant positive effect. In addition, Price 

Perception was proven to have the most significant positive effect on Purchase 

Intention. The Coefficient of Determination (R²) is 72.5%, indicating that the three 

independent variables can explain the variations in consumer purchase intentions 

exceptionally well. 

 

Keywords: Electronic Word-of-Mouth (E-WOM), Influencer Marketing, Price 

Perception, Purchase Intention. 
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