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ABSTRAK 

 

PENGARUH BRAND AWARENESS, ELECTRONIC WORD OF MOUTH  

(E-WOM), DAN SOCIAL MEDIA MARKETING TERHADAP  

MINAT BELI ULANG PRODUK SUNSCREEN SKINTIFIC PADA 

GENERASI Z DI TIKTOK JAKARTA SELATAN 

 

Oleh : 

Ajeng Sekarayu Andiani 

NPM : 223402516082 

Tugas Akhir, dibawah bimbingan Dr. Resti Hardini S.E., M.Si. 

 

Penelitian ini bertujuan untuk melakukan analisis pengaruh brand awareness, 

electronic word of mouth (e-wom), dan social media marketing terhadap minat beli 

ulang produk sunscreen Skintific pada generasi z di Tiktok Jakarta Selatan. Data 

yang ada di dalam penelitian ini menggunakan data primer dengan segala bentuk 

cara menyebarkan kuesioner pada 100 responden pengguna generasi z produk 

sunscreen Skintific di Jakarta Selatan. Teknis analisis data ini diolah menggunakan 

aplikasi perangkat lunak SPSS (Statistical Package for Social Scientes) versi 29. 

Hasil pada penelitian ini menunjukkan bahwa Brand Awareness berpengaruh 

positif dan signifikan terhadap minat beli ulang produk sunscreen Skintific pada 

generasi z di TikTok Jakarta Selatan, selanjutnya Electronic Word of Mouth (e-

WOM) berpengaruh positif dan signifikan terhadap minat beli ulang produk 

sunscreen Skintific pada generasi z di TikTok Jakarta Selatan, dan Social Media 

Marketing berpengaruh positif dan signifikan terhadap minat beli ulang produk 

sunscreen Skintific pada generasi z di TikTok Jakarta Selatan. 

 

Kata Kunci: Brand Awareness, Electronic Word of Mouth (e-Wom), Dan Social 

Media Marketing 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



ABSTRACT 

 

THE EFFECT OF BRAND AWARENESS, ELECTRONIC WORD OF 

MOUTH (E-WOM), AND SOCIAL MEDIA MARKETING ON REPURCHASE 

INTENTION OF SKINTIFIC SUNSCREEN PRODUCTS AMONG 

GENERATION Z ON TIKTOK IN SOUTH JAKARTA 

 

By: 

Ajeng Sekarayu Andiani 

Number of Students: 223402516082 

Final Project, under the guidance of Dr. Resti Hardini S.E., M.Si. 

 

This study aims to analyze the influence of brand awareness, electronic word of 

mouth (e-WOM), and social media marketing on repurchase intention of Skintific 

sunscreen products among Generation Z on TikTok, South Jakarta. The data in this 

study uses primary data, using various methods of distributing questionnaires to 

100 respondents who are Generation Z users of Skintific sunscreen products in 

South Jakarta. The data analysis technique was processed using SPSS (Statistical 

Package for Social Scientists) version 29 software. The results of this study indicate 

that brand awareness has a positive and significant effect on repurchase intention 

for Skintific sunscreen products among Generation Z on TikTok in South Jakarta. 

Furthermore, electronic word of mouth (e-WOM) has a positive and significant 

effect on repurchase intention for Skintific sunscreen products among Generation 

Z on TikTok in South Jakarta. Social media marketing has a positive and significant 

effect on repurchase intention for Skintific sunscreen products among Generation 

Z on TikTok in South Jakarta. 

 

Keywords: Brand Awareness, Electronic Word of Mouth (e-WOM), and Social 

Media Marketing 
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