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ABSTRAK

Perkembangan media sosial, khususnya TikTok Shop, telah mengubah pola perilaku
konsumen dalam mencari informasi, membandingkan produk, dan mengambil
keputusan pembelian produk skincare secara cepat dan interaktif. Electronic word of
mouth (e-WOM) yang tersebar melalui konten ulasan, rekomendasi, komentar, serta
pengalaman pengguna menjadi faktor penting yang memengaruhi persepsi, sikap, dan
penilaian konsumen terhadap suatu merek. Selain itu, brand image yang dibangun
melalui konsistensi kualitas, visual, dan komunikasi merek turut berperan dalam
membentuk tingkat kepercayaan konsumen. Penelitian ini bertujuan untuk
menganalisis pengaruh e-WOM di platform TikTok Shop dan brand image terhadap
keputusan pembelian melalui kepercayaan konsumen sebagai variabel mediasi pada
Generasi Z pengguna skincare Avoskin di Surabaya. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode survei. Data dikumpulkan melalui kuesioner
terstruktur yang disebarkan kepada 100 responden Generasi Z yang pernah membeli
dan menggunakan produk skincare Avoskin melalui TikTok Shop. Teknik analisis data
menggunakan analisis jalur (path analysis) dengan bantuan perangkat lunak statistik,
disertai uji Sobel untuk menguji peran variabel mediasi. Hasil penelitian menunjukkan
bahwa e-WOM dan brand image berpengaruh positif dan signifikan terhadap
kepercayaan konsumen. Selanjutnya, kepercayaan konsumen terbukti berpengaruh
signifikan terhadap keputusan pembelian. Uji Sobel menunjukkan bahwa kepercayaan
konsumen mampu memediasi secara signifikan pengaruh e-WOM dan brand image
terhadap keputusan pembelian. Temuan ini menegaskan pentingnya strategi
komunikasi digital dan penguatan citra merek dalam meningkatkan keputusan
pembelian konsumen muda. Hasil ini diharapkan menjadi referensi akademik dan
praktis bagi pelaku industri skincare berbasis pemasaran digital di era media sosial.

Kata Kunci: e-WOM, brand image, kepercayaan konsumen, keputusan
pembelian, TikTok Shop, Avoskin, Generasi Z.
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ABSTRACT

The development of social media, particularly TikTok Shop, has transformed consumer
behavior in searching for information, comparing products, and making purchasing
decisions for skincare products in a fast and interactive manner. Electronic word of mouth
(e-WOM) disseminated through review content, recommendations, comments, and user
experiences has become an important factor influencing consumers’ perceptions, attitudes,
and evaluations of a brand. In addition, brand image built through consistent quality,
visual presentation, and brand communication also plays a role in shaping consumer trust.
This study aims to analyze the effect of e-WOM on the TikTok Shop platform and brand
image on purchasing decisions through consumer trust as a mediating variable among
Generation Z users of Avoskin skincare products in Surabaya. This research employs a
quantitative approach using a survey method. Data were collected through structured
questionnaires distributed to 100 Generation Z respondents who had purchased and used
Avoskin skincare products via TikTok Shop. The data analysis technique used path analysis
with the assistance of statistical software, accompanied by the Sobel test to examine the
mediating role of the variable. The results indicate that e-WOM and brand image have a
positive and significant effect on consumer trust. Furthermore, consumer trust is proven to
have a significant effect on purchasing decisions. The Sobel test results show that consumer
trust is able to significantly mediate the effect of e-WOM and brand image on purchasing
decisions. These findings emphasize the importance of digital communication strategies
and strengthening brand image in increasing purchasing decisions among young
consumers. The results are expected to serve as academic and practical references for
players in the skincare industry based on digital marketing in the era of social media.

Keywords: e-WOM, brand image, consumer trust, purchasing decision, TikTok
Shop, Avoskin, Generation Z.
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