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ABSTRAK 

 

PENGARUH KUALITAS PRODUK, ELECTRONIC WORD OF 

MOUTH (E-WOM) DAN INFLUENCER MARKETING TERHADAP 

KEPUTUSAN PEMBELIAN PRODUK FACETOLOGY TRIPLE 

CARE SUNSCREEN PADA GENERASI Z DI PLATFORM TIKTOK 

JAKARTA SELATAN 

 

Oleh: 

Siti Sekar Ayuningsih 

NPM: 223402516087 

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

 

Penelitian ini bertujuan untuk menganalisis pengaruh dari Kualitas Produk, 

Electronic Word Of Mouth (E-WOM) dan Influencer Marketing terhadap 

Keputusan Pembelian Produk Facetology Triple Care Sunscreen Pada Generasi Z 

di Plaftrom TikTok Jakarta Selatan. Data yang digunakan dalam penelitian ini 

diperoleh dari data primer dengan menyebarkan kuesioner kepada 100 responden 

Generasi Z yang menggunakan Facetology Triple Care Sunscreen di Plaftrom 

TikTok Jakarta Selatan. Analisis data dilakukan menggunakan software SPSS versi 

29. Hasil dari penelitian ini menunjukkan bahwa Kualitas Produk memberikan 

pengaruh yang positif dan signifikan terhadap Keputusan Pembelian Facetology 

Triple Care Sunscreen Pada Generasi Z di Plaftrom TikTok Jakarta Selatan, 

sementara Electronic Word Of Mouth (E-WOM) juga memiliki pengaruh positif 

dan signifikan terhadap Keputusan Pembelian Facetology Triple Care Sunscreen 

Pada Generasi Z di Plaftrom TikTok Jakarta Selatan. Selain itu, Influencer 

Marketing juga memiliki pengaruh positif dan signifikan terhadap Keputusan 

Pembelian Facetology Triple Care Sunscreen Pada Generasi Z di Plaftrom TikTok 

Jakarta Selatan. 

 

Kata Kunci: Kualitas Produk, Electronic Word Of Mouth (E-WOM) dan Influencer 

Marketing 



 
 

 

 

ABSTRACT 

 

THE EFFECT OF PRODUCT QUALITY, ELECTRONIC WORD OF 

MOUTH (E-WOM) AND INFLUENCER MARKETING ON THE 

PURCHASE DECISION OF FACETOLOGY TRIPLE CARE SUNSCREEN 

PRODUCTS AMONG GENERATION Z ON THE TIKTOK PLATFORM IN 

SOUTH JAKARTA 

 

By: 

Siti Sekar Ayuningsih 

NPM: 223402516087 

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

 

This study aims to analyze the influence of Product Quality, Electronic Word Of 

Mouth (E-WOM) and Influencer Marketing on the Purchase Decision of 

Facetology Triple Care Sunscreen Products on Generation Z on the TikTok 

Platform in South Jakarta. The data used in this study were obtained from primary 

data by distributing questionnaires to 100 Generation Z respondents who use 

Facetology Triple Care Sunscreen on the TikTok Platform in South Jakarta. Data 

analysis was carried out using SPSS software version 29. The results of this study 

indicate that Product Quality has a positive and significant influence on the 

Purchase Decision of Facetology Triple Care Sunscreen on Generation Z on the 

TikTok Platform in South Jakarta, while Electronic Word Of Mouth (E-WOM) also 

has a positive and significant influence on the Purchase Decision of Facetology 

Triple Care Sunscreen on Generation Z on the TikTok Platform in South Jakarta. 

In addition, Influencer Marketing also has a positive and significant influence on 

the Purchase Decision of Facetology Triple Care Sunscreen on Generation Z on 

the TikTok Platform in South Jakarta. 

 

Keywords: Product Quality, Electronic Word of Mouth (E-WOM) and Influencer 

Marketing 
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