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ABSTRAK 

 

Perkembangan media sosial TikTok mendorong influencer menjadi bagian penting 

dalam komunikasi pemasaran produk kecantikan. Fenomena ini terlihat pada 

produk cluster lashes MLEN Diary melalui konten beauty influencer Alma Tando. 

Penelitian ini bertujuan untuk mengetahui gambaran kredibilitas influencer dan 

minat beli konsumen terhadap produk MLEN Diary di TikTok Shop. Penelitian 

menggunakan pendekatan deskriptif kuantitatif. Dari 400 responden yang 

merupakan followers Alma Tando dan telah menonton konten Alma Tando terkait 

MLEN Diary, hasil penelitian menunjukkan dominasi responden menilai Alma 

Tando kredibel dan cukup berminat terhadap produk MLEN Diary sebesar 

73.2%.Temuan ini menberi gambaran kredibilitas Alma Tando berkontribusi 

terhadap minat beli produk MLEN Diary di TikTok Shop.   

Kata Kunci:   Kredibilitas Influencer, Minat Beli, MLEN Diary, TikTok Shop 
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ABSTRACT 

 

The development of TikTok as a social media platform has made influencers an 

important part of marketing communication for beauty products. This phenomenon 

can be observed in the promotion of MLEN Diary cluster lashes through beauty 

influencer Alma Tando’s content. This study aims to examine the perceived 

influencer credibility and consumer purchase intention toward MLEN Diary 

products on TikTok Shop. The study employed a descriptive quantitative approach. 

Data were collected from 400 respondents who were Alma Tando’s followers and 

had watched her content related to MLEN Diary. The results showed that the 

majority of respondents perceived Alma Tando as credible and demonstrated a 

relatively high level of purchase intention toward MLEN Diary products, with 

73.2% of respondents falling into this category. These findings provide an overview 

of how Alma Tando’s credibility is associated with consumers’ purchase intention 

toward MLEN Diary products on TikTok Shop. 

Keywords: Influencer Credibility, Purchase Intention, MLEN Diary, TikTok Shop 
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