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ABSTRAK 

 

 

PENGARUH INFLUENCERMARKETING, SOCIALMEDIA, DAN PERSEPSI 

HARGATERHADAPKEPUTUSAN PEMBELIAN PRODUK SKINTIFIC DI 

TIKTOK SHOP PADA GENERASI Z DI JAKARTA SELATAN 

 

Oleh: 

Ananda Hilalia 

NPM : 223402516342 

Tugas Akhir, dibawah bimbingan Dr. Ir. Farida, M.M. 

 

Studi ini dilakukan untuk mengetahui faktor-faktor yang mendorong Generasi Z di 

Jakarta Selatan dalam membeli produk Skintific melalui TikTok Shop, khususnya 

yang berkaitan dengan promosi melalui influencer, penggunaan media sosial, dan 

pandangan konsumen terhadap harga. Penelitian menggunakan pendekatan 

kuantitatif dengan melibatkan 100 responden yang dipilih berdasarkan kriteria 

tertentu, yaitu pernah melakukan pembelian produk Skintific di TikTok Shop. 

Pengumpulan data dilakukan melalui penyebaran kuesioner secara daring, 

kemudian diolah menggunakan aplikasi SPSS versi 27. Hasil analisis 

memperlihatkan bahwa semakin efektif promosi oleh influencer, semakin aktif 

aktivitas pemasaran di media sosial, serta semakin positif penilaian konsumen 

terhadap harga, maka kecenderungan konsumen untuk melakukan pembelian juga 

meningkat. Nilai Adjusted R Square sebesar 0,662 menunjukkan bahwa lebih dari 

setengah variasi keputusan pembelian dapat dijelaskan oleh ketiga faktor tersebut, 

sementara sisanya dipengaruhi oleh variabel lain yang tidak dianalisis dalam 

penelitian ini. 

Kata Kunci: Influencer Marketing, Social Media, Persepsi Harga, Keputusan 

Pembelian, Skintific 
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ABSTRACT 

 

 

THE INFLUENCE OFINFLUENCER MARKETING, SOCIALMEDIA, AND PRICE 

PERCEPTION ON PURCHASE DECISIONS FOR SKINTIFIC PRODUCTS ON 

TIKTOK SHOP AMONG GENERATION Z IN SOUTH JAKARTA 

 

By: 

Ananda Hilalia 

NPM: 223402516342 

Thesis under the guidance of Dr. Ir. Farida, M.M. 

 

This study aims to analyze the influence of Influencer Marketing, social media, and 

price perception on the decision to purchase Skintific products on the TikTok Shop 

platform among Generation Z in South Jakarta. The research approach used is 

quantitative, with respondents coming from Generation Z who reside in South 

Jakarta and have purchased Skintific products through TikTok Shop at least once. 

The sampling technique employed non-probability sampling using purposive 

sampling, which involves selecting respondents based on specific criteria. The 

sample size for this study was 100 respondents. Data was obtained through an 

online questionnaire, then analyzed using SPSS version 27 to produce more 

structured findings. The results showed that the decision to purchase Skintific 

products tended to increase when Influencer Marketing strategies were 

strengthened, social media activity was increased, and a positive price perception 

was built in the minds of consumers. The coefficient of determination (Adjusted R 

Square) value was 0.662, which means that the variables of Influencer Marketing, 

social media, and price perception simultaneously explain 66.2% of purchasing 

decisions, while the rest is influenced by other factors outside the scope of this study. 

 

Keywords: Influencer Marketing, Social Media, Price Perception, Purchase 

Decision, Skintific 
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