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THE INFLUENCE OF SOCIAL MEDIA INFLUENCERS ON THE
PURCHASE INTENTION OF E-COMMERCE USERS AMONG YOUNG
PEOPLE IN JAKARTA

xvii + 69 Pages, 25 Tables, 5 Pictures, 5 Attachment

MARKETING MANAGEMENT

Abstract: The purpose of this research is to examine the effect of social
media influencers on the purchase intention of e-commerce users among
young people in Jakarta. Sample was selected by the non-probability
sampling method of 190 respondents in Jakarta. Data processing technique
using Smart-PLS 3 program. The results of this study shows that celebrities,
peers, and advertisers can influence purchase intentions, while opinion
leaders cannot influence the purchase intentions of young e-commerce users
in Jakarta.

References 72 (1962-2021)

Franky Slamet, S.E., M.M.



ABSTRAK

UNIVERSITAS TARUMANAGARA
FAKULTAS EKONOMI DAN BISNIS

(A)

(B)

(©)
(D)
(E)

(F)
(G)

JAKARTA

STEPHEN GOUW

PENGARUH SOCIAL MEDIA INFLUENCER TERHADAP INTENSI
PEMBELIAN PENGGUNA E-COMMERCE PADA KALANGAN MUDA
DI JAKARTA

xvii + 69 Halaman, 25 Tabel, 5 Gambar, 5 Lampiran
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Abstrak: Tujuan dari penelitian ini adalah untuk menguji pengaruh social
media influencer terhadap intensi pembelian pengguna e-commerce pada
kalangan muda di Jakarta. Sampel dipilih dengan metode non-probabiliy
sampling sebesar 190 responden mahasiswa di Jakarta. Teknik pengolahan
data menggunakan program Smart-PLS 3. Hasil penelitian ini menunjukkan
bahwa selebritas, teman sebaya, dan advertisers dapat memengaruhi intensi
pembelian, sedangkan opinion leaders tidak dapat memengaruhi intensi
pembelian pengguna e-commerce pada kalangan muda di Jakarta.
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You don’t have to be GREAT to start, but you have to start to be GREAT.
-Zig Ziglar
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