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INTISARI

Masyarakat di indonesia sudah mulai banyak yang memanfaatkan e-commerce
untuk transaksi jual beli. Meningkatnya kebiasaan ini tidak lepas dari pengaruh
social media influencer. Secara langsung social media influencer mempengaruhi
minat beli konsumen. social media influence memiliki pengaruh yang signifikan
terhadap purchase decision. Oleh karena itu, penelitian ini bertujuan untuk
mengukur tingkat korelasi social media influencer dengan purchase decision
dengan purchase intention sebagai pemediasi. Metode penelitian yang digunakan
adalah dengan Partial Least Square- Structural Equation Modeling (PLS-SEM)
dengan jumlah sampel 200 responden yang pernah menggunakan e-commerce dan
mengikuti social media influencer. Kriteria responden merupakan generasi
milenial dan gen z. Hasil uji hipotesis yang sudah dilakukan menunjukan
pengaruh positif dan signifikan social media influencer dan purchase intetion
terhadap keputusan pembelian. Hal ini menunjukkan bahwa, social media
influencer memicu keputusan pembelian masyarakat untuk melakukan suatu
purchase decision didalam e-commerce

Kata Kunci : social media influencer, purchase intetion, purchase decision, e-
commerce



ABSTRAK

Many people in Indonesia are starting to use e-commerce for buying and selling
transactions. The increase in this habit cannot be separated from the influence of
social media influencers. Social media influencers directly influence consumer
buying interest. social media influence has a significant influence on purchase
decisions. Therefore, this research aims to measure the level of correlation
between social media influencers and purchase decisions with purchase intention
as a mediator. The research method used was Partial Least Square-Structural
Equation Modeling (PLS-SEM) with a sample size of 200 respondents who had
used e-commerce and followed social media influencers. The criteria for
respondents are the millennial generation and gen z. The results of the hypothesis
tests that have been carried out show a positive and significant influence of social
media influencers and purchase intention on purchase decisions. This shows that
social media influencers trigger people's purchase intention to make a purchase
decision in e-commerce

Kata Kunci : social media influencer, purchase intetion, purchase decision, e-
commerce
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