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ABSTRAK

Perkembangan media sosial telah mengubah perilaku konsumen dalam melakukan
pembelian, khususnya melalui platform social commerce seperti TikTok Shop.
Generasi Z sebagai pengguna aktif media sosial memanfaatkan TikTok tidak hanya
untuk memperoleh informasi dan berinteraksi, tetapi juga sebagai media dalam
melakukan keputusan pembelian. Penelitian ini bertujuan untuk menganalisis
pengaruh influencer marketing, public relations, dan user interaction terhadap
keputusan pembelian produk MS Glow melalui TikTok Shop pada Generasi Z di
Kota Medan, baik secara parsial maupun simultan. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode survei. Pengumpulan data dilakukan melalui
penyebaran kuesioner kepada Generasi Z di Kota Medan yang menggunakan TikTok
Shop, kemudian data dianalisis menggunakan regresi linear berganda. Hasil
penelitian menunjukkan bahwa influencer marketing, public relations, dan user
interaction berpengaruh positif dan signifikan terhadap keputusan pembelian produk
MS Glow melalui TikTok Shop. Secara parsial, ketiga variabel independen memiliki
pengaruh yang signifikan, dengan public relations menjadi variabel yang paling
dominan dalam memengaruhi keputusan pembelian konsumen. Secara simultan,
ketiga variabel tersebut mampu memengaruhi keputusan pembelian produk MS
Glow pada Generasi Z di Kota Medan

Kata Kunci: Influencer Marketing, Public Relations, User Interaction, Keputusan
Pembelian
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ABSTRACT

The development of social media has transformed consumer purchasing behavior,
particularly through social commerce platforms such as TikTok Shop. Generation Z,
as an active social media user group, utilizes TikTok not only to obtain information
and interact but also as a platform for making purchasing decisions. This study aims
to analyze the influence of influencer marketing, public relations, and user
interaction on the purchase decision of MS Glow products through TikTok Shop
among Generation Z in Medan City, both partially and simultaneously. This research
employs a quantitative approach using a survey method. Data were collected through
questionnaires distributed to Generation Z respondents in Medan City who use
TikTok Shop and were analyzed using multiple linear regression. The results indicate
that influencer marketing, public relations, and user interaction have a positive and
significant influence on the purchase decision of MS Glow products through TikTok
Shop. Partially, each independent variable has a significant effect, with public
relations being the most dominant factor influencing purchase decisions.
Simultaneously, influencer  marketing, public relations, and user interaction
significantly affect the purchase decisions of Generation Z consumers in Medan City.

Keywords: Influencer Marketing, Public Relations, User Interaction, Purchase
Decision
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