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ABSTRAK

AULYA DIFTA YASAH, PENGARUH INFLUENCER MARKETING,
ONLINE CUSTOMER REVIEW, DAN PRICE TERHADAP PURCHASE
INTENTION PRODUKOH MY GLAM (OMG) BEAUTYDI E-COMMERCE
SHOPEE (Studi Pada Generasi Z di Kota Surabaya)

Perkembangan industri kecantikan di e-commerce Indonesia yang semakin pesat
mendorong persaingan antar merek kosmetik, termasuk produk lokal Oh My Glam
(OMGQG). Dalam kondisi tersebut, perusahaan perlu memahami faktor-faktor yang
dapat meningkatkan purchase intention konsumen. Penelitian ini bertujuan
menganalisis pengaruh Influencer Marketing, Online Customer Review, dan Price
terhadap Purchase Intention produk Oh My Glam (OMG) Beauty di e-commerce
Shopee pada Generasi Z di Kota Surabaya. Menggunakan metode kuantitatif
asosiatif, sampel penelitian ini berjumlah 157 responden yang diperoleh melalui
metode non-probability sampling dengan instrumen berupa kuesioner. Analisis data
menggunakan regresi linier berganda melalui SPSS 25. Teknik analisis data yang
digunakan meliputi uji instrumen penelitian, uji asumsi klasik, analisis regresi linier
berganda, uji koefisien determinasi (R2), uji F, dan uji t. Hasil penelitian
menunjukkan bahwa Influencer Marketing, Online Customer Review, dan Price
secara simultan memiliki pengaruh yang signifikan terhadap purchase intention
produk Oh My Glam (OMG). Influencer Marketing secara parsial memiliki
pengaruh positif dan signifikan terhadap purchase intention produk Oh My Glam
(OMG). Online Customer Review secara parsial memiliki pengaruh positif dan
signifikan terhadap purchase intention produk Oh My Glam (OMG), dan price
secara parsial memiliki pengaruh positif dan signifikan terhadap purchase intention
produk Oh My Glam (OMQG).

Kata kunci: Pemasaran Influencer, Ulasan Pelanggan Online, Harga, Minat Beli

Xiil



ABSTRACT

AULYA DIFTA YASAH, THE INFLUENCE OF INFLUENCER
MARKETING, ONLINE CUSTOMER REVIEWS, AND PRICE ON
PURCHASE INTENTION OF OH MY GLAM (OMG) BEAUTY PRODUCTS
ON SHOPEE E-COMMERCE (Study on Generation Z in Surabaya City)

The rapid growth of the beauty industry in Indonesia s e-commerce sector is driving
competition among cosmetic brands, including the local brand Oh My Glam
(OMG). In this context, companies need to understand the factors that can increase
consumers’ purchase intention. This study aims to analyze the influence of
influencer marketing, online customer reviews, and price on purchase intention for
Oh My Glam (OMG) Beauty products on the Shopee e-commerce platform among
Generation Z in Surabaya. Using an associative quantitative method, the study
sample consisted of 157 respondents obtained through non-probability sampling
using a questionnaire as the research instrument. Data analysis was performed
using multiple linear regression via SPSS 25. The data analysis techniques used
included a research instrument ftest, classical assumption tests, multiple linear
regression analysis, a coefficient of determination (R?) test, an F-test, and a t-test.
The results indicate that Influencer Marketing, Online Customer Reviews, and
Price simultaneously have a significant effect on purchase intention for Oh My
Glam (OMG) products. Influencer Marketing has a partial, positive, and significant
influence on purchase intention for Oh My Glam (OMG) products. Online Customer
Reviews have a partial, positive, and significant influence on purchase intention for
Oh My Glam (OMG) products, and price has a partial, positive, and significant
influence on purchase intention for Oh My Glam (OMG) products.

Keywords: Influencer Marketing, Online Customer Reviews, Price, Purchase
Intention
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