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“Pengaruh Influencer Anissa (@uwioyeng) dan Perceived Value Kampanye 

#BlowBackto2000 Produk Leo Blow Dryer NVMEE terhadap Purchase 

Intention (Studi pada followers NVMEE di Tiktok)” 

 

PRISCILLA IRENE DAULAY 

__________________________________________________________________ 

 

ABSTRAK 

 

Perkembangan media sosial mendorong pemanfaatan platform digital, khususnya 

TikTok dengan format video pendek, melalui strategi influencer marketing mampu 

membangun kedekatan personal dan memengaruhi persepsi konsumen terhadap 

kualitas produk. Salah satu bentuk penerapan strategi tersebut adalah kampanye 

digital #BlowBackto2000 yang dilakukan oleh merek alat penata rambut NVMEE 

untuk produk Leo Blow Dryer di TikTok. Penelitian ini bertujuan untuk mengetahui 

pengaruh Influencer Marketing dan Perceived Value terhadap Purchase Intention 

konsumen pada kampanye tersebut yang dipromosikan oleh influencer Anissa 

(@uwiyeong). Penelitian ini menggunakan pendekatan adalah kuantitatif dengan 

metode survei. dan melibatkan 210 responden yang merupakan pengikut akun 

Tiktok NVMEE dan pernah melihat konten promosi produk tersebut. Hasil 

penelitian menunjukkan bahwa Influencer Marketing berpengaruh positif dan 

signifikan terhadap Purchase Intention, dengan koefisien regresi sebesar 0,540, 

sedangkan Perceived Value juga berpengaruh positif dan signifikan dengan 

koefisien regresi sebesar 0,144. Secara simultan, kedua variabel tersebut 

berpengaruh signifikan terhadap purchase intention dengan nilai R Square sebesar 

0,172. Temuan ini menunjukkan bahwa keputusan pembelian konsumen lebih 

banyak dipengaruhi oleh faktor afektif dan sosial yang dibangun oleh influencer, 

sebelum konsumen melakukan evaluasi rasional terhadap nilai produk.  

 

Kata kunci: Influencer Marketing, Perceived Value, Purchase Intention, TikTok, 

Kampanye Digital 
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“The Influence of Influencer Anissa (@uwiyeong) and the Perceived Value of 

the #BlowBackto2000 Campaign for the NVMEE Leo Blow Dryer on Purchase 

Intention (A Study of NVMEE Followers on TikTok” 

 

PRISCILLA IRENE DAULAY 

 

ABSTRACT 

 

The development of social media has encouraged the use of digital platforms, 

particularly TikTok with its short-form video format, through influencer marketing 

strategies that are able to build personal closeness and influence consumers’ 

perceptions of product quality. One implementation of this strategy is the 

#BlowBackto2000 digital campaign conducted by the hair styling brand NVMEE 

for its Leo Blow Dryer product on TikTok. This study aims to examine the effect of 

Influencer Marketing and Perceived Value on consumers’ Purchase Intention in 

this campaign, which is promoted by the influencer Anissa (@uwiyeong). This study 

employs a quantitative approach using a survey method and involves 210 

respondents who are followers of the NVMEE TikTok account and have been 

exposed to the product’s promotional content. The results indicate that Influencer 

Marketing has a positive and significant effect on Purchase Intention, with a 

regression coefficient of 0.540, while Perceived Value also has a positive and 

significant effect with a regression coefficient of 0.144. Simultaneously, both 

variables significantly influence purchase intention, with an R Square value of 

0.172. These findings suggest that consumers’ purchase decisions are more 

strongly influenced by affective and social factors constructed by influencers before 

consumers engage in a rational evaluation of product value. 

 

Keywords: Influencer Marketing, Perceived Value, Purchase Intention, TikTok, 

Digital Campaign 
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