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ABSTRACT 

 

The purpose of this study was to determine the impact of eWOM and Viral 

Marketing on Purchase Intention mediated by Consumer Behavior (Study of Tiktok 

user in Bhayangkara Jakarta Raya University). This research is quantitative 

research, with sampling techniques using non-probability sampling using purposive 

sampling. The data was obtained through a questionnaire that had been distributed 

to 141 respondents. The data analysis technique in this study uses Partial Least 

Square using the SmartPLS 3.0 program. The results showed that: 1) eWOM has a 

positive and significant impact on Purchase Intention, 2) eWOM has a positive and 

significant impact on Consumer Behavior, 3) Viral Marketing has a positive and 

significant impact on Purchase Intention, 4) Viral Marketing has a positive and 

significant impact on significant effect on Consumer Behavior, 5) Consumer 

Behavior has a positive and significant impact on Purchase Intention, 6) Consumer 

Behavior mediates eWOM on Purchase Intention with full mediation, 7) Consumer 

Behavior mediates Viral Marketing on Purchase Intention with full mediation. 

Keywords: eWOM, Viral Marketing, Purchase Intention, Consumer Behavior, 

Tiktok. 
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ABSTRAK 

 

Tujuan penelitian ini adalah untuk mengetahui dampak eWOM dan Viral 

Marketing terhadap Purchase Intention yang dimediasi oleh Consumer Behavior 

(Studi Pada Mahasiswa Manajemen Pengguna Tiktok di Universitas Bhayangkara 

Jakarta Raya). Penelitian ini merupakan penelitian kuantitatif, dengan Teknik 

pengambilan sampel menggunakan non probability sampling yakni dengan 

menggunakan pusposive sampling. Data diperoleh melalui kuesioner yang telah 

disebar kepada 141 responden. Teknik analisis data dalam penelitian ini 

menggunakan Partial Least Square menggunakan aplikasi SmartPLS 3.0. Hasil 

penelitian menunjukkan bahwa: 1) eWOM mempunyai pengaruh positif dan 

signifikan terhadap Purchase Intention, 2) eWOM mempunyai pengaruh positif dan 

signifikan terhadap Consumer Behavior, 3) Viral Marketing mempunyai pengaruh 

positif dan signifikan terhadap Purchase Intention, 4) Viral Marketing mempunyai 

pengaruh positif dan signifikan terhadap Consumer Behavior, 5) Consumer 

Behavior mempunyai pengaruh positif dan signifikan terhadap Purchase Intention, 

6) Consumer Behavior dapat memediasi eWOM terhadap Purchase Intention 

dengan full mediation, 7) Consumer Behavior dapat memediasi Viral Marketing 

terhadap Purchase Intention dengan full mediation. 

Kata kunci: eWOM, Viral Marketing, Purchase Intention, Consumer Behavior, 

Tiktok. 
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