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ANALISIS DESKRIPTIF KREDIBILITAS INFLUENCER FUJI DI
PLATFORM TIKTOK TERHADAP PERILAKU IMPULSIVE BUYING:
STUDI DESKRIPTIF PADA PENGIKUT AKUN TIKTOK @FUJIITAN

Nasywa Amani

ABSTRAK

Perkembangan media sosial, khususnya TikTok, memengaruhi perilaku konsumsi
masyarakat, termasuk kecenderungan melakukan impulsive buying. Kredibilitas
influencer menjadi salah satu faktor yang dapat memengaruhi respons audiens
terhadap konten promosi. Penelitian ini bertujuan untuk menganalisis kredibilitas
influencer Fuji serta keterkaitannya dengan impulsive buying pada pengikut akun
TikTok @fujiiian. Penelitian ini menggunakan pendekatan kuantitatif deskriptif
dengan metode survei terhadap 400 responden yang dipilih melalui purposive
sampling. Data dikumpulkan melalui kuesioner skala Likert dan dianalisis
menggunakan analisis deskriptif dan cross-tabulation. Hasil penelitian menunjukkan
bahwa kredibilitas influencer dan impulsive buying berada pada kategori tinggi, serta
terdapat kecenderungan hubungan positif antara keduanya, di mana semakin tinggi

kredibilitas influencer, semakin tinggi pula tingkat impulsive buying.

Kata Kunci: kredibilitas influencer; impulsive buying; TikTok.
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DESCRIPTIVE ANALYSIS OF INFLUENCER FUJI’S CREDIBILITY ON
TIKTOK AND IT’S IMPACT ON IMPULSIVE BUYING BEHAVIOR: A
DESCRIPTIVE STUDY OF FOLLOWERS OF THE TIKTOK ACCOUNT
@FUJIIAN

Nasywa Amani

ABSTRACT

The rise of social media, particularly TikTok, has influenced consumer behavior,
including the tendency toward impulsive buying. Influencer credibility is a key factor
affecting audience response to promotional content. This study aims to analyze the
credibility of the influencer Fuji and its relationship with impulsive buying among
followers of the TikTok account @fujiiian. A descriptive quantitative approach was
employed, utilizing a survey of 400 respondents selected through purposive sampling.
Data were collected via Likert-scale questionnaires and analyzed using descriptive
statistics and cross-tabulation. The results indicate that both influencer credibility
and impulsive buying fall into the high category, furthermore, a positive relationship
exists between the two, suggesting that higher influencer credibility correlates with

higher levels of impulsive buying.

Keyword: influencer credibility, impulsive buying; TikTok, influencer marketing.
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