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ABSTRAK

Pengaruh E-WOM (Electronic Word Of Mouth), Brand Ambassador dan
Brand Awareness terhadap Impulse Buying pada Konsumen Hanasui di
Social Commerce TikTok Shop; Sa’iidatul Abadiyah; 3121023: 2025; 117
halaman; Program Studi Administrasi Bisnis; Fakultas Bisnis, Bahasa dan
Pendidikan; Universitas Pesantren Tinggi Darul Ulum.

Perkembangan tekologi telah menjadi salah satu faktor utama yang
berpengaruh dalah hampir seluruh aspek hidup manusia, dengan internet sebagai
kunci dalam perkembangan teknologi. Di era digitalisasi saat ini muncul beberapa
social commerce yang menjadi salah satu saluran pemasaran yang efektif bagi
perusahaan untuk meningkatkan penjualan serta memperluas jangkauan kesadaran
merek pada konsumen, salah satunya yaitu TikTok Shop. Salah satu brand
kosmetik local yang menggunakan strategi tersebut adalah Hanasui yang kini
telah popular di Indonesia pada kalangan remaja hingga dewasa. Dengan
meningkatkan inovasi pada masa ini, Hanasui perlu memahami hal-hal yang dapat
mempengaruhi perilaku pembelian impulsif konsumennya.

Penelitian ini bertujuan untuk menganalisis dan mendeskripsikan pengaruh
E-WOM (Electronic Word Of Mouth), Brand Ambassador dan Brand Awareness
terhadap Impulse Buying pada Konsumen Hanasui di Social Commerce TikTok
Shop. Penelitian ini menggunakan metode kuantitatif dengan analisis SEM
melalui system Smart-PLS v.4.1.1.2 pengujian yang dilakukan yaitu outer model,
inner model, dan uji hipotesis atau bootstrapping. Adapun Teknik yang digunakan
yaitu teknik observasi, dokumentasi, kuesioner dan studi pustaka.

Hasil penelitian ini menyatakan bahwa Electronic Word Of Mouth tidak
berpengaruh positif dan tidak signifikan terhadap impulse buying dengan nilai T-
Statistik 0,778 < 1,96 dan P-Values 0,46 > 0,05. Brand Ambassador berpengaruh
positif dan signifikan terhadap Impulse buying dengan nilai T-Statistik 4,380 >
1,96 dan P-Values 0,000 < 0,05. Brand Awareness berpengaruh positif dan
signifikan terhadap Impulse Buying dengan nilai T-Statistik 5,955 > 1,96 dan P-
Values 0,000 < 0,05. Hasil R-Square menunjukkan jika impulse buying di
pengaruhi oleh Electronic Word Of Mouth, Brand Ambassador dan Brand
Awareness sebesar 0,590 (590%) dan berdasarkan hasil Uji F (simultan) ketiganya
berpengaruh secara positif dan signifikan dengan nilai F hitung (79,280) > F tabel
(2,44).

Kata Kunci: Electronic Word Of Mouth, Brand Ambassador, Brand Awareness,
Impulse Buying.
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ABSTRACT

The Influence of (E-WOM) Electronic Word Of Mouth, Brand
Ambassador and Brand Awareness on Impulse Buying on Hanasui Consumers
in Social Commerce TikTok Shop; Sa’iidatul Abadiyah; 3121023: 2025; 117
pages, Business Administration Study Program; Faculty of Business, Language
and Education; Darul Ulum Islamic Boarding School University.

The development of technology has become one of the main factors that
influences almost all aspects of human life, with the internet as the key to
technological development. In the current digitalization era, several social
commerce have emerged as one of the effective marketing channels for companies
to increase sales and expand brand awareness to consumers, one of which is
TikTok Shop. One of the local cosmetic brands that uses this strategy is Hanasui,
which is now popular in Indonesia among teenagers and adults. By increasing
innovation at this time, Hanasui needs to understand things that can influence the
impulsive buying behavior of its consumers.

This study aims to analyze and describe the influence of Electronic Word Of
Mouth, Brand Ambassadors, and Brand Awareness on Impulse Buying on
Hanasui consumers in Social Commerce TiklokShop. This study uses a
quantitative method with SEM analysis through the Smart-PLS v.4.1.1.2 system.
The tests carried out include outer models, inner models, and hypothesis testing
or bootstrapping. The techniques used are observation, documentation,
questionnaires, and literature studies.

The results of this study state that Electronic Word Of Mouth has no positive
and insignificant effect on Impulse Buying with a T-Statistic value of 0.778 <1.96
and P-Values 0.46> 0.05. Brand Ambassadors have a positive and significant
effect on Impulse buying with a T-Statistic value of 4.380> 1.96 and P-Values
0.000 <0.05. Brand Awareness has a positive and significant effect on Impulse
Buying with a T-Statistic value of 5.955> 1.96 and P-Values 0.000 <0.05. The R-
Square results show that impulse buying is influenced by Electronic Word Of
Mouth, Brand Ambassador and Brand Awareness by 0.590 (590%) and based on
the results of the F Test (simultaneous) all three have a positive and significant
effect with a calculated F value (79.280) > F table (2.44).

Keywords: Electronic Word Of Mouth, Brand Ambassador, Brand Awareness,
Impulse Buying.
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