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“Fa idzā faraghta fanṣab” 

“Maka apabila engkau telah selesai (dari suatu urusan), tetaplah bekerja keras 

(untuk urusan yang lain).” 

(QS. Al-Insyirah: 7) 

“Dreams don’t work unless you do.” 

(John C. Maxwell) 
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orang tua tercinta yang selalu mendukung setiap mimpi dan perjuangan saya 
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ABSTRAK 

Mei Pramesti (20220510168) “Pengaruh Influencer Marketing, Online 

Customer Review dan Brand Image terhadap Keputusan Pembelian Produk 

Lip Cream Makeover di Platform TikTok” (Survei Pada Mahasiswa 

Universitas Kuningan) Program Studi Manajemen, Fakultas Ekonomi dan 

Bisnis, Universitas Kuningan. Dibimbing oleh Pembimbing 1: Dr. Tatang Rois, 

M.Si. dan Pembimbing 2: Micki Watulandi, S.E., M.M. 

Penelitian ini bertujuan untuk mengetahui pengaruh influencer marketing, online 

customer review dan brand image terhadap keputusan pembelian produk Lip Cream 

Makeover di platform TikTok, baik secara parsial maupun simultan. Penelitian ini 

dilatarbelakangi oleh tingginya persaingan industri kosmetik di media sosial, 

khususnya TikTok, serta menurunnya penjualan produk Lip Cream Makeover. 

Metode penelitian yang digunakan adalah metode kuantitatif dengan pendekatan 

survei. Teknik pengambilan sampel menggunakan purposive sampling dengan 

jumlah responden sebanyak 160 mahasiswa Universitas Kuningan yang pernah 

membeli produk Lip Cream Makeover melalui platform TikTok minimal dua kali. 

Pengumpulan data dilakukan melalui penyebaran kuesioner menggunakan Google 

Form dengan skala interval. Teknik analisis data menggunakan analisis regresi 

linear berganda dengan bantuan aplikasi SPSS versi 25. Hasil penelitian 

menunjukkan bahwa influencer marketing, online customer review dan brand 

image berpengaruh positif dan signifikan terhadap keputusan pembelian produk Lip 

Cream Makeover di platform TikTok, baik secara parsial maupun simultan. 

Kata Kunci: Influencer Marketing, Online Customer Review, Brand Image, 

Keputusan Pembelian. 
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ABSTRACT 

Mei Pramesti (20220510168) “The Influence of Influencer Marketing, Online 

Customer Review, and Brand Image on Purchase Decisions of Makeover Lip 

Cream Products on the TikTok Platform” Management Study Program, 

Faculty of Economics and Business, Kuningan University. Supervised by 

Supervisor 1: Dr. Tatang Rois, M.Si and supervisor 2:  Micki Watulandi, S.E., 

M.M. 

This study aims to determine the influence of influencer marketing, online customer 

review, and brand image on purchase decisions of Makeover Lip Cream products 

on the TikTok platform, both partially and simultaneously. This research was 

motivated by the intense competition in the cosmetic industry on social media, 

especially TikTok, as well as the declining sales of Makeover Lip Cream products. 

The research method used was a quantitative method with a survey approach. The 

sampling technique used purposive sampling with a total of 160 respondents 

consisting of Kuningan University students who had purchased Makeover Lip 

Cream products through the TikTok platform at least twice. Data collection was 

carried out through questionnaires distributed using Google Forms with an interval 

scale. The data analysis technique used multiple linear regression analysis with the 

assistance of SPSS version 25. The results showed that influencer marketing, online 

customer review, and brand image had a positive and significant effect on purchase 

decisions of Makeover Lip Cream products on the TikTok platform, both partially 

and simultaneously. 

Keywords: Influencer Marketing, Online Customer Review, Brand Image, 

Purchase Decision. 
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