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ABSTRAK 

SAFIRA ANDALIANA JAMIL. Pengaruh Micro Influencer dan Electronic Word of Mouth 
terhadap Keputusan Pembelian ESQA Cosmetics pada Generasi Z. Dibimbing oleh 

RADEN DIKKY INDRAWAN dan ANGGI MAYANG SARI. 

 

Pertumbuhan media sosial mendorong pemanfaatan konten digital sebagai rujukan 

utama Generasi Z dalam membeli kosmetik. ESQA Cosmetics sebagai brand kosmetik 

vegan lokal memanfaatkan micro influencer dan electronic word of mouth (E-WOM) untuk 

mendorong keputusan pembelian. Analisis data dilakukan melalui SEM-PLS dan analisis 

deskriptif dengan 200 pengguna produk ESQA Cosmetics Generasi Z yang berdomisili di 

Jabodetabek. Penelitian bertujuan untuk menganalisis pengaruh micro influencer dan E- 

WOM terhadap keputusan pembelian produk ESQA Cosmetics pada Generasi Z, 

menganalisis pengaruh micro influencer terhadap E-WOM, serta menguji peran mediasi E- 

WOM dalam hubungan antara micro influencer dan keputusan pembelian. Hasil penelitian 

menunjukkan bahwa micro influencer dan E-WOM berpengaruh positif dan signifikan 

terhadap keputusan pembelian, micro influencer berpengaruh positif dan signifikan 

terhadap E-WOM, dan E-WOM memediasi hubungan antara micro influencer dan 

keputusan pembelian. Temuan ini menegaskan peran strategis kolaborasi konten dengan 

micro influencer dan pengelolaan ulasan konsumen dalam membentuk keputusan 

pembelian Generasi Z, serta mengarah pada rekomendasi implementasi kampanye edukatif, 

program user-generated content berbasis insentif, dan sistem voucher terintegrasi untuk 

mengoptimalkan kinerja pemasaran digital ESQA Cosmetics. 

 
Kata Kunci: E-WOM, ESQA Cosmetics, keputusan pembelian, micro influencer, SEM- 

PLS. 

ABSTRACT 

SAFIRA ANDALIANA JAMIL. The Influence of Micro Influencers and Electronic Word 

of Mouth on ESQA Cosmetics Purchase Decisions among Generation Z. Supervised by 

RADEN DIKKY INDRAWAN dan ANGGI MAYANG SARI. 

The growth of social media has encouraged the use of digital content as the primary 
reference for Generation Z in purchasing cosmetics. ESQA Cosmetics, a local vegan 

cosmetics brand, utilizes micro-influencers and electronic word of mouth (E-WOM) to 

drive purchasing decisions. Data analysis was conducted through SEM-PLS and descriptive 

analysis with 200 ESQA Cosmetics Generation Z product users domiciled in Greater 

Jakarta. This study aims to analyze the effects of micro-influencers and electronic word of 

mouth (E-WOM) on Generation Z purchase decisions for ESQA Cosmetics, examine the 

influence of micro-influencers on E-WOM, and test the mediating role of E-WOM in the 

relationship between micro-influencers and purchase decisions. The results showed that 

micro-influencers and E-WOM have a positive and significant influence on purchasing 

decisions, micro-influencers have a positive and significant influence on E-WOM, and E- 

WOM mediates the relationship between micro-influencers and purchasing decisions. 

These findings confirm the strategic role of content collaboration with micro-influencers 

and consumer review management in shaping Generation Z purchasing decisions, and lead 

to recommendations for implementing educational campaigns, incentive-based user- 

generated content programs, and an integrated voucher system to optimize ESQA 

Cosmetics' digital marketing performance. 

 

Keywords: E-WOM, ESQA Cosmetics, micro influencer, purchase decision, SEM-PLS 
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