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Abstract— This study aims to explore the influence of User Generated Content (UGC) and Influencer Marketing on Consumer Buying Interest, focusing on Warunk Juragan in Pangkalan Masyhur Village, Medan Johor. A quantitative research method was employed, targeting individuals aged 15 to 44 years within the village. The total population in 2024 was recorded at 10,439 people. Using the Slovin formula, a sample size of 99 respondents was determined. Data analysis was conducted using multiple linear regression. The results indicate that (1) UGC has a positive and significant impact on consumer buying interest, supported by a significance value of 0.000, which is lower than 0.05, and a t-calculated value of 5.945, exceeding the t-table value of 1.984. (2) Influencer Marketing also positively and significantly affects consumer buying interest, as shown by a significance value of 0.000 and a t-calculated value of 4.895, surpassing the t-table value of 1.984. (3) Additionally, both independent variables—UGC (X1) and Influencer Marketing (X2)—jointly consumer buying interest. This is confirmed by the F-calculated value being higher than the F-table value, with a significance level of 0.000, which is below 0.05.
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1. INTRODUCTION
In the contemporary digital epoch, swift advancements in technology are instigating significant transformations across diverse facets of existence, encompassing the methodologies by which consumers seek information and execute purchases. Consumers exhibit increased proactivity in engaging with and procuring information via the internet and social media platforms. The internet has emerged as the foundational pillar of this metamorphosis, facilitating connections among individuals globally and enabling consumers to investigate international markets without the necessity of physical relocation [1]. The internet facilitates the capacity for consumers to deliver feedback in a direct and instantaneous manner. Via online reviews, social media platforms, and other interactive mediums, the experiences of customers can swiftly gain prominence in the public domain [2].
With the unprecedented increase in the number of Internet users in Indonesia, the prospects for businesses to broaden their market penetration are becoming increasingly favorable. Digital marketing methodologies, particularly those implemented via social media, present a highly efficient and efficacious means of advertising products and services. This paradigm enables enterprises to engage a broader consumer base, unencumbered by geographical limitations, while concurrently resulting in substantial reductions in marketing expenditures. Furthermore, the enhanced accessibility of information via the Internet affords consumers significant convenience in identifying products that align with their specific needs [3].
This aligns with the operational model of Warunk Juragan. Warunk Ravine represents a culinary enterprise situated in Pangkalan Masyhur Village, Medan Johor, which is endeavoring to evolve within the digital milieu. By capitalizing on user generated content and influencer marketing, the business aims to amplify consumer buying interest.
[bookmark: _Hlk190463987][bookmark: _Hlk190181394]The concept of buying interest encapsulates the propensity or inclination of consumers to acquire a product in the foreseeable future. While it does not necessarily culminate in actual transactions, this buying interest is frequently employed as a viable prognostic indicator to ascertain consumer buying behavior [4]. An analysis of consumer feedback on TikTok video posts pertinent to Warunk Juragan reveals a relatively elevated level of buying interest among consumers concerning the products or services proffered by this establishment.
A significant determinant influencing consumer buying interest is User Generated Content (UGC) [5]. User Generated Content (UGC) is defined as evaluative commentary produced by users who are customers of a particular brand [6]. However, the emergence of negative reviews on digital platforms such as Google underscores the potential of adverse User Generated Content (UGC) to detrimentally impact consumer buying interest in Warunk Juragan. This phenomenon may compel consumers to transition towards competing offerings and pose a threat to the sustainability of the business.
Another pivotal factor that affects consumer buying interest is influencer marketing [7]. Influencer marketing encompasses a strategic framework in marketing that seeks to bolster sales through the endorsement of products or services by individuals who wield influence over their target demographic [8]. By generating creative and engaging content on TikTok, influencers are capable of reaching an extensive audience and fostering high levels of engagement. By presenting Warunk Juragan in a manner that is both authentic and appealing, influencers have effectively ignited consumer buying interest [9].
According to the findings of a preliminary survey conducted with 10 respondents, there exists considerable potential in harnessing User Generated Content (UGC) and influencer marketing to enhance consumer interest in Warunk Juragan. Although the majority of respondents acknowledged that these two strategies exert an influence, discrepancies in perceptions regarding the relative efficacy of each approach were evident. Certain respondents demonstrated a greater propensity to trust the endorsements of influencers whom they follow. Nevertheless, the prevalence of negative reviews and comments on digital platforms such as Google and TikTok presents a distinct challenge for this culinary establishment.

2. THEORETICAL REVIEW 
2.1 CONSUMER BUYING INTEREST
The concept of buying interest encapsulates the propensity or inclination of consumers to acquire a product in the foreseeable future. While it does not necessarily culminate in actual transactions, this buying interest is frequently employed as a viable prognostic indicator to ascertain consumer buying behavior [4]. Several determinants that impact consumer buying interest encompass: product quality, pricing strategy, brand reputation, packaging aesthetics, availability of merchandise, promotional efforts, consumer needs, purchasing decisions, behavioral tendencies, as well as cultural, social, personal, and psychological influences [10].
The phenomenon of buying interest can be quantified through four distinct metrics, specifically: 1) Transactional interest, which pertains to the consumer's proclivity to engage in an immediate acquisition of a product or service. 2) Reference interest, which involves the consumer's inclination to solicit information and recommendations from external sources prior to executing a purchase. 3) Preferential interest, denoting the consumer's affinity towards a specific brand, product, or service. 4) Exploratory interest, which signifies the consumer's aspiration to experiment with a new product or service [4].

2.2 USER GENERATED CONTET (UGC)
User Generated Content (UGC) is defined as evaluative commentary produced by users who are customers of a particular brand [6]. UGC transpires when prior purchasers disseminate their experiences through online channels, thereby enabling others, including prospective buyers, to access this information [11]. Typically, users have two primary objectives when producing User Generated Content: to serve as a potent promotional instrument and to function as a participatory mechanism within the product innovation paradigm [12].
The assessment of User Generated Content (UGC) is characterized by four principal indicators, namely: 1) An augmented level of trust in evaluations authored by customers who have previously procured products from that particular brand. 2) An increased credibility of reviews attributable to their foundation in the experiences of customers who have engaged with products from that brand. 3) Enhanced efficacy of original reviews that are directly informed by the experiential accounts of customers who have purchased products from that brand. 4) The content generated possesses the potential to enhance my understanding [6].

2.2 INFLUENCER MARKETING
Influencer marketing encompasses a strategic framework in marketing that seeks to bolster sales through the endorsement of products or services by individuals who wield influence over their target demographic [8]. Identify three prevalent objectives associated with the utilization of influencer marketing: to inform, to persuade, and to entertain [13]. The implementation of influencer marketing yields numerous substantial contributions to the efficacy of a brand's marketing strategy, which includes enhanced brand awareness, fortified consumer trust, more precise market segmentation, and an augmentation in sales volume [14].
Regarding the four key indicators that exert influence over influencer marketing: 1) Visibility, which elucidates the breadth of an influencer's outreach and the frequency with which they are observed by their audience. 2) Credibility, which pertains to the degree of trust that the audience confers upon the influencer. 3) Attractiveness, encompassing various dimensions, including physical appearance, engaging personality, and an inspiring lifestyle. 4) Power, which denotes the influencer's capacity to sway the behaviors and decisions of others [8].

3. RESEARCH METHODS 
This research endeavor scrutinized the ramifications of User Generated Content (UGC) and Influencer Marketing on consumer buying interests utilizing a quantitative methodology. The demographic under investigation comprises individuals residing in Pangkalan Masyhur Village, Medan Johor, within the age range of 15 to 44 years, with a total population of 10,439 inhabitants projected for the year 2024. The research methodology employs purposive sampling techniques to identify respondents who satisfy predetermined criteria. The sample size was established employing Slovin's formula, culminating in a total of 99 respondents. Primary data were amassed through a structured questionnaire. The variables under examination were evaluated utilizing a 5-point Likert scale, where a score of 1 signifies strong disagreement and a score of 5 indicates strong agreement. Data analysis was conducted through multiple linear regression utilizing SPSS software version 27.

[bookmark: _Hlk190189452]4. RESULTS DAN DISCUSSION 
[bookmark: _Hlk190186553]4.1 RESULTS
The results of multiple linear regression tests in this study include: 
(Y) = 2.024 + 0.512 X1 + 0.417 X2 + e 
a. It is established that the constant term possesses a value of 2.024. This particular value can be elucidated in the context that if User Generated Content (UGC) (X1) and Influencer Marketing (X2) exert no influence on the dependent variable (Consumer Buying Interest), the resultant value of the dependent variable Consumer Buying Interest would be 2.024.
b. The regression coefficient corresponding to User Generated Content (UGC) is quantified at 0.512. This coefficient can be interpreted to mean that an increase of 1 unit in User Generated Content (UGC) results in a corresponding increase of 0.512 in Consumer Buying Interest. 
c. The regression coefficient associated with Influencer Marketing is measured at 0.417. This coefficient indicates that an increment of 1 unit in Influencer Marketing leads to an enhancement of 0.417 in Consumer Buying Interest. 
The outcomes of hypothesis testing are delineated as follows: 
Partial Significance Test (t-test) 
a. The variables related to User Generated Content (UGC) exhibit a positive and statistically significant effect on Consumer Buying Interest. This conclusion is substantiated by the significance value (0.000) being less than 0.05 and the calculated t-value (5.945) surpassing the critical t-table value (1.984). 
b. The variables pertaining to Influencer Marketing similarly demonstrate a positive and statistically significant effect on Consumer Buying Interest. This assertion is corroborated by the significance value (0.000) being less than 0.05 and the calculated t-value (4.895) exceeding the critical t-table value (1.984). 
Simultaneous Significance Test (F-Test) 
The calculated F-value is 176.434 with a corresponding significance level of 0.000. In contrast, the F-table value at a 95% confidence interval (α = 0.05) is 3.091. Consequently, both calculations indicate that the F-value exceeds the F-table value, and the significance level (0.000) is less than 0.05, thereby confirming that the collective influence of the independent variables User Generated Content (UGC) (X1) and Influencer Marketing (X2) on Consumer Buying Interest is statistically significant. 
Coefficient of Determination Test (R²) 
The Adjusted R Square value is computed at 0.782. This implies that 78.2% of the variance in Consumer Buying Interest can be accounted for by the User Generated Content (UGC) variable (X1) and the Influencer Marketing variable (X2). Conversely, the remaining 21.8% can be attributed to other variables not encompassed in this investigation. Such variables may include external factors like product quality, pricing, and additional psychological or social influences. Furthermore, a more comprehensive exploration of the impact of UGC and influencer marketing across various consumer demographics, including Generations X, Y, and Z, would facilitate a deeper understanding of the dynamics influencing consumer buying interests, thereby aligning more closely with the diverse requirements of the market. 

4.2 DISCUSSION 
4.2.1 THE INFLUENCE OF USER GENERATED CONTENT (UGC) ON CONSUMER BUYING INTEREST
The analysis conducted via the t-Test indicates that User Generated Content (UGC) variables exert a statistically significant influence on Consumer Buying Interest. This assertion is substantiated by the significant value (0.000), which is less than 0.05, alongside the computed t-value (5.945) exceeding the critical t-table value (1.984). Consequently, the null hypothesis (H0) is discarded, and the alternative hypothesis (H1) is upheld, implying that an incremental unit increase in the User Generated Content (UGC) variable correlates with an enhancement of 0.512 in Consumer Buying Interest. This conclusion aligns with the research findings of Putri (2020), who similarly contends that UGC positively and significantly impacts consumer buying interest [5]. Furthermore, Putri (2020) underscores the pivotal role of user generated content, encompassing reviews, testimonials, photographs, and videos, in fostering the trust of prospective buyers. When consumers are exposed to authentic experiences shared by other users regarding a product or service, they are predisposed to exhibit heightened confidence and motivation to execute a purchase [5].

4.2.2 THE INFLUENCE OF INFLUENCER MARKETING ON CONSUMER BUYING INTEREST
The t-test analysis reveals that the variables pertaining to Influencer Marketing significantly affect Consumer Buying Interest. This is evidenced by the significance value (0.000), which is less than 0.05, and the computed t-value (4.895) surpassing the t-table value (1.984), indicating the rejection of the null hypothesis (H0) and the acceptance of the alternative hypothesis (H1). Therefore, an increase of one unit in the Influencer Marketing variable results in a 0.417 augmentation in Consumer Buying Interest. This finding is corroborated by research undertaken by Sekar (2023), which asserts that Influencer Marketing exerts a positive and significant impact on consumers' purchasing interests [15]. Sekar (2023) emphasizes that contemporary consumer interest is profoundly influenced by social media public figures who are regarded as credible and emotionally connected to their audience. Consumers exhibit a greater propensity to trust and feel encouraged to purchase a product when it is endorsed by an influencer they follow, particularly if the influencer possesses a relevant image to the promoted product [15].

4.2.3 THE INFLUENCE OF USER GENERATED CONTENT (UGC) AND INFLUENCER MARKETING ON CONSUMER BUYING INTEREST
The statistical test reveals an F-count value of 176.434, accompanied by a significance level of 0.000. In contrast, the F-table value at a 95% confidence level (α = 0.05) is 3.091. Consequently, in both analytical assessments, the F-count exceeds the F-table, and the significance level (0.000) is less than 0.05, indicating that the combined effect of the independent variables User Generated Content (UGC) (X1) and Influencer Marketing (X2) is statistically significant on Consumer Buying Interest. Based on the responses gathered from participants concerning User Generated Content (UGC) and Influencer Marketing in relation to consumer buying interests, it is observed that a majority of customers categorized their responses as less agreeable. This suggests that customers have not been fully influenced by the user-generated content and influencer marketing strategies employed by Warunk Juragan. Moreover, customers expressed that they do not consistently seek consumer reviews on social media prior to visiting Warunk Juragan, as evidenced by an average score of 2.92 and 25.25% of respondents strongly opposing such behavior. Nevertheless, it remains plausible that customer buying interest could escalate if Warunk Juragan optimizes its digital marketing strategies, as indicated by 28.28% of respondents who strongly concurred that promotional activities could influence their purchasing desires, despite the existence of 20.2% who strongly disagreed with this assertion.

5. CONCLUSION
	Based on the findings of the research, it can be inferred that User Generated Content (UGC) and Influencer Marketing exert a favorable and statistically significant influence on consumer purchasing interest in Warunk Juragan, located in Pangkalan Masyhur Village, Medan Johor. The outcomes of the t-test revealed that, in isolation, high-quality UGC enhances consumer purchasing interest, whereas substandard UGC diminishes it. Likewise, effective influencer marketing contributes to an increase in purchasing interest, whereas ineffective marketing results in a decline in purchasing interest. Furthermore, according to the F test, both UGC and Influencer Marketing simultaneously yield a positive impact on consumer purchasing interest, indicating that an improvement in the quality of UGC and the efficacy of Influencer Marketing correlates with heightened consumer purchasing interest; conversely, a reduction in the quality of these two variables will similarly lead to a decrease in consumer buying interest.
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