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ABSTRACT

Dinda Cahya Rabbika (2025). The Influence of Electronic Word of Mouth (E-
WOM) and Content Digital Marketing on TikTok Social Media on the Purchase
Decision of Skintific Cosmetic Products among Generation Z in Banjarmasin City.
Advisor: Ikhwan Faisal.

This study aims to examine and analyze: (1) the influence of Electronic
Word of Mouth (E-WOM) on the purchase decision of Skintific cosmetic products
among Generation Z in Banjarmasin, (2) the influence of Content Digital
Marketing on the purchase decision of Skintific cosmetic products among
Generation Z in Banjarmasin, and (3) the simultaneous influence of Electronic
Word of Mouth and Content Digital Marketing on the purchase decision of Skintific
cosmetic products among Generation Z in Banjarmasin.

This research employs a quantitative approach. The population consists of
individuals categorized as Generation Z in Banjarmasin who use TikTok, have seen
Skintific content, and have made a purchase of Skintific products. The sampling
technique used is purposive sampling with a total of 107 respondents. Data analysis
was conducted using multiple linear regression analysis through SPSS version 27.

The results show that: (1) Electronic Word of Mouth has a positive and
significant effect on the purchase decision of Skintific cosmetic products among
Generation Z in Banjarmasin, (2) Content Digital Marketing has a positive and
significant effect on the purchase decision of Skintific cosmetic products among
Generation Z in Banjarmasin, and (3) Electronic Word of Mouth and Content
Digital Marketing simultaneously have a positive and significant effect on the
purchase decision of Skintific cosmetic products among Generation Z in
Banjarmasin.

Keywords: Electronic Word of Mouth, Content Digital Marketing, Purchase
Decision, TikTok, Generation Z.
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ABSTRAKSI

Dinda Cahya Rabbika (2025). Pengaruh Electronic Word of Mouth (E-WOM) dan
Content Digital Marketing di Sosial Media TikTok terhadap Keputusan Pembelian
Produk Kosmetik Skintific di Kalangan Generasi Z Kota Banjarmasin.
Pembimbing: Ikhwan Faisal.

Penelitian ini bertujuan untuk menguji dan menganalisis: (1) pengaruh
Electronic Word of Mouth (E-WOM) terhadap keputusan pembelian produk
kosmetik Skintific di kalangan generasi Z kota Banjarmasin, (2) pengaruh Content
Digital Marketing terhadap keputusan pembelian produk kosmetik Skintific di
kalangan generasi Z kota Banjarmasin, dan (3) pengaruh Electronic Word of Mouth
dan Content Digital Marketing secara simultan terhadap keputusan pembelian
produk kosmetik Skintific di kalangan generasi Z kota Banjarmasin.

Jenis penelitian ini menggunakan pendekatan kuantitatif. Populasi dalam
penelitian ini adalah individu yang termasuk dalam kategori generasi Z di kota
Banjarmasin yang menggunakan TikTok, pernah melihat konten Skintific, dan
pernah melakukan pembelian produk Skintific. Teknik pengambilan sampel
menggunakan metode purposive sampling dengan jumlah responden sebanyak 107
orang. Teknik analisis data dilakukan menggunakan analisis regresi linier berganda
melalui program SPSS versi 27.

Hasil penelitian menunjukkan bahwa: (1) Electronic Word of Mouth
berpengaruh positif dan signifikan terhadap keputusan pembelian produk kosmetik
Skintific di kalangan generasi Z kota Banjarmasin., (2) Content Digital Marketing
berpengaruh positif dan signifikan terhadap keputusan pembelian produk kosmetik
Skintific di kalangan generasi Z kota Banjarmasin., (3) Electronic Word of Mouth
dan Content Digital Marketing secara simultan berpengaruh positif dan signifikan
terhadap keputusan pembelian produk kosmetik Skintific di kalangan generasi Z
kota Banjarmasin.

Kata kunci: Electronic Word of Mouth, Content Digital Marketing, Keputusan
Pembelian, TikTok, Generasi Z.
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