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ABSTRAK 

 

 

Perkembangan teknologi informasi dan media sosial telah mengubah cara 

konsumen, terutama generasi Z, dalam berinteraksi dengan merek dan memutuskan 

pembelian. TikTok, sebagai platform media sosial populer di kalangan generasi Z, 

tidak hanya berfungsi sebagai sarana berbagi konten video tetapi juga telah 

berkembang menjadi platform e-commerce melalui fitur TikTok Shop. Salah satu 

produk yang berhasil memanfaatkan platform ini adalah Skintific.Penelitian ini 

bertujuan untuk menganalisis pengaruh content marketing dan kredibilitas 

influencer terhadap keputusan pembelian produk Skintific di aplikasi TikTok pada 

mahasiswa S1 Gen Z di lingkungan UWKS . Berdasarkan rumusan masalah, 

penelitian ini menjawab dua pertanyaan utama yaitu.apakah content marketing 

berpengaruh signifikan terhadap keputusan pembelian produk Skintific dan apakah 

kredibilitas influencer berpengaruh signifikan terhadap keputusan pembelian 

produk Skintific 

 

Penelitian menggunakan pendekatan kuantitatif dengan populasi mahasiswa 

S1 generasi Z Universitas Wijaya Kusuma Surabaya. Sampel sebanyak 100 

responden dipilih menggunakan teknik non-probability sampling dengan 

pendekatan purposive sampling, berdasarkan kriteria tertentu seperti pengguna aktif 

TikTok dan pernah membeli produk Skintific. Data dikumpulkan melalui kuesioner 

dan dianalisis menggunakan uji regresi berganda. 

 

Hasil penelitian menunjukkan bahwa content marketing dan kredibilitas 

influencer berpengaruh signifikan terhadap keputusan pembelian. Hal ini 

mengindikasikan bahwa strategi pemasaran berbasis konten yang menarik serta 

kepercayaan terhadap influencer dapat meningkatkan efektivitas promosi produk di 

media sosial. Penelitian ini memberikan implikasi bagi perusahaan untuk 

mengoptimalkan strategi pemasaran digital dengan memanfaatkan platform seperti 

TikTok untuk menjangkau konsumen generasi Z secara lebih efektif. 

 

Kata kunci: content marketing, kredibilitas influencer, dan keputusan 

pembelian 
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ABSTRACT 

 

The development of information technology and social media has changed 

the way consumers, especially generation Z, interact with brands and make 

purchasing decisions. TikTok, as a popular social media platform among 

generation Z, not only functions as a means of sharing video content but has also 

developed into an e-commerce platform through the TikTok Shop feature. One 

product that has successfully utilized this platform is Skintific. This research aims 

to analyze the influence of content marketing and influencer credibility on 

purchasing decisions for Skintific products on the TikTok application among Gen Z 

undergraduate students in the UWKS environment. Based on the problem 

formulation, this research answers two main questions, namely whether content 

marketing has a significant effect on the decision to purchase Skintific products and 

whether the credibility of influencers has a significant effect on the decision to 

purchase Skintific products. 

 

The research used a quantitative approach with a population of generation 

Z undergraduate students at Wijaya Kusuma University, Surabaya. A sample of 100 

respondents was selected using a non-probability sampling technique with a 

purposive sampling approach, based on certain criteria such as active TikTok users 

and having purchased Skintific products. Data was collected through 

questionnaires and analyzed using multiple regression tests. 

 

The research results show that content marketing and influencer credibility 

have a significant influence on purchasing decisions. This indicates that marketing 

strategies based on attractive content and trust in influencers can increase the 

effectiveness of product promotions on social media. This research provides 

implications for companies to optimize digital marketing strategies by utilizing 

platforms such as TikTok to reach generation Z consumers more effectively. 

 

Keywords: content marketing, influencer credibility, and purchasing decisions 
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