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SOSIAL INSTAGRAM TERHADAP MINAT BELI PRODUK EMINA 

COSMETICS PADA SISWI SMA NEGERI 74 JAKARTA 

Puteri Meilinda 

______________________________________________________________ 

ABSTRAK 

Kecantikan kini telah menjadi salah satu kebutuhan primer di kalangan wanita. Hal 

ini menjadikan para pembisnis merek kosmetik mulai bekerja sama dengan para 

beauty vlogger di media sosial khususnya Instagram. Salah satunya dengan 

menciptakan electronic word of mouth berupa konten review produk yang menarik, 

agar dapat meningkatkan minat beli konsumen. Emina Cosmetics merupakan merek 

produk kosmetik yang hadir untuk para remaja yang ingin belajar dan mencoba make 

up. Penelitian ini bertujuan untuk mengetahui pengaruh electronic word of mouth di 

media sosial Instagram terhadap minat beli produk Emina Cosmetics pada siswi SMA 

Negeri 74 Jakarta. Penelitian ini menggunakan pendekatan kuantitatif dengan metode 

survey, dimana kuesioner disebarkan melalui google form kepada 81 responden yang 

mengetahui brand Emina Cosmetics. Berdasarkan hasil penelitian, didapatkan bahwa 

electronic word of mouth di media sosial Instagram mempengaruhi minat beli produk 

Emina Cosmetics pada siswi SMA Negeri 74 Jakarta sebesar 47,5%. Dan sisanya 

sebesar 52,5% dipengaruhi oleh faktor-faktor lain diluar penelitian ini.  

Kata kunci: Electronic word of mouth, minat beli, Emina Cosmetics.  
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THE INFLUENCE OF ELECTRONIC WORD OF MOUTH (E-WOM) ON 

INSTAGRAM SOCIAL MEDIA ON THE INTEREST OF BUYING EMINA 

COSMETICS PRODUCTS AT SMA NEGERI 74 JAKARTA 

Puteri Meilinda 

______________________________________________________________ 

ABSTRACT 

Beauty has now become one of the primary needs among women. This has made 

cosmetic brand businesses start working with beauty vloggers on social media, 

especially Instagram. One of them is by creating electronic word of mouth in the form 

of interesting product review content, in order to increase the interest of buying 

consumers. Emina Cosmetics is a brand of cosmetic products that is present for 

teenagers who want to learn and try makeup. This research aims to find out the 

influence of electronic word of mouth on Instagram social media on the interest of 

buying Emina Cosmetics products in sma negeri 74 Jakarta students. This research 

uses a quantitative approach with the survey method, where questionnaires are 

distributed through google form to 81 respondents who know the Brand Emina 

Cosmetics. Based on the results of the study, it was obtained that electronic word of 

mouth on Instagram social media influenced the interest in buying Emina Cosmetics 

products at Sma Negeri 74 Jakarta by 47.5%. And the remaining 52.5% was 

influenced by other factors beyond this study.  

Keywords: Electronic word of mouth, buying interest, Emina Cosmetics. 
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