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ABSTRAK

REGITA NOOR’AFIFA RAHMAH. “Pengaruh Social Media Marketing
TikTok, e-WOM, dan Brand Trust terhadap Proses Keputusan Pembelian Produk
Skintific Generasi Z Jabodetabek”. Dibimbing oleh RETNANINGSIH.

Perkembangan Social Commerce melalui TikTok memengaruhi perilaku
konsumen dalam mencari informasi dan melakukan pembelian produk perawatan
kulit. Penelitian ini bertujuan menganalisis pengaruh Social Media Marketing
TikTok, Electronic Word of Mouth (e-WOM), dan Brand Trust terhadap Proses
Keputusan Pembelian produk Skintific pada Generasi Z di Jabodetabek. Penelitian
menggunakan pendekatan kuantitatif dengan metode survei terhadap 299 responden
yang aktif menggunakan TikTok dan pernah membeli produk Skintific melalui
TikTok. Data dianalisis menggunakan regresi linear berganda dengan IBM SPSS
Statistics. Hasil penelitian menunjukkan bahwa ketiga prediktor memiliki koefisien
positif dan signifikan secara parsial, sedangkan model yang mencakup ketiganya
secara simultan. e-WOM memiliki beta terstandar secara numeric, tetapi nilainya
sangat dekat dengan Social Media Marketing TikTok.

Kata kunci: Brand Trust, Electronic Word of Mouth, Proses Keputusan Pembelian,
Skintific, Social Media Marketing TikTok.

ABSTRACT

REGITA NOOR’AFIFA RAHMAH. “The Effect of TikTok Social Media
Marketing, Electronic Word of Mouth (E-WOM), and Brand Trust on the
Purchase Decision Process of Skintific Products Generation Z Jabodetabek”.
Supervised by RETNANINGSIH.

The development of Social Commerce through TikTok has influenced
consumer behavior in seeking information and purchasing skincare products. This
study aims to analyze the effects of TikTok Social Media Marketing, Electronic
Word of Mouth (e-WOM), and Brand Trust on the Purchase Decision Process of
Skintific products among Generation Z consumers in Greater Jakarta. This
research employed a quantitative approach using a survey method involving 299
respondents who actively used TikTok and had purchased Skintific products
through TikTok. The data were analyzed using multiple linear regression with
IBM SPSS Statistics. The results indicate that three predictors have positive and
statistically significant coefficients individually, while the model that includes all
three predictors simultaneously. e-WOM has a standardized beta coefficient
numerically, but its value is very close to that of TikTok Social Media Marketing.

Keywords: Brand Trust, Electronic Word of Mouth, Purchase Decision Process,
Skintific, TikTok Social Media Marketing.
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PRAKATA
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