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ABSTRAK 

FIBRILIAN FAUZIA UTOMO, 18042010119, PENGARUH ONLINE 

REVIEWS TERHADAP MINAT BELI PRODUK SKINCARE PADA 

GENERASI MILLENIAL SURABAYA 

Penelitian ini bertujuan untuk menganalisis pengaruh online review terhadap 

minat beli konsumen skincare millenial di Surabaya. Untuk mencapai tujuan 

penelitian, penulis melakukan studi kasus di salah satu platform review media 

sosial terbesar di Indonesia, yaitu TikTok. Ada empat variabel independen 

(kualitas ulasan, kuantitas ulasan, valensi ulasan, dan sumber kredibilitas) untuk 

menguji pengaruh ulasan konsumen online terhadap minat beli. Metode 

pengambilan sampel yang digunakan dalam penelitian ini adalah non-probability 

sampling dengan teknik purposive sampling. Sampel dikumpulkan dari 100 

responden di Indonesia yang telah melihat review melalui aplikasi media sosial 

TikTok. Kualitas ulasan, kuantitas ulasan, valensi ulasan memiliki pengaruh 

terhadap minat beli produk skincare. Sedangkan kredibilitas ulasan tidak 

berpengaruh signifikan terhadap minat beli produk skincare. Hasil uji F yang 

dilakukan dapat diketahui bahwa secara simultan citra merek dan kualitas produk 

memiliki pengaruh yang signifikan terhadap Minat Beli Konsumen. Hasil uji-t 

(parsial) review quality berpengaruh positif dan signifikan terhadap minat beli, 

review quantity berpengaruh positif signifikan terhadap minat beli pada pembelian 

produk skincare, review valence berpengaruh positif signifikan terhadap minat 

beli produk skincare, review credibility tidak mempunyai hubungan yang searah 

dengan minat beli. Dengan hasil penelitian ini, pemasar diharapkan untuk 

mempertimbangkan ulasan pelanggan online sebagai strategi pemasaran yang 

dapat digunakan untuk meningkatkan penjualan perusahaan. 

Kata kunci: Online Review, Minat Beli, Skincare, Electronic Word of Mouth. 
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ABSTRACT 

FIBRILIAN FAUZIA UTOMO, 18042010119, THE EFFECT OF ONLINE 

REVIEWS ON PURCHASE INTENTENION SKINCARE PRODUCT OF 

MILLENIAL GENERATION IN SURABAYA 

This study aims to analyze the effect of online reviews on consumer interest in 

skincare products in Indonesia. To achieve the research objectives, the authors 

conducted a case study on one of the largest social media review platforms in 

Indonesia, namely TikTok. There are four independent variables (quality of 

reviews, quantity of reviews, valence of reviews, and source of credibility) to 

examine the effect of online consumer reviews on purchases.  The sampling 

method used in this research is non-probability sampling with a purposive 

sampling technique. The sample was collected from 100 respondents in Indonesia 

who had seen reviews on the social media application TikTok. Quality of the 

reviews, the quantity of reviews, and the valence of the reviews had an influence 

on the interest in buying skincare products. Meanwhile, the credibility of the 

reviews has no significant effect on purchases of interest in skincare products. The 

results of the F test carried out can be seen that simultaneously brand image and 

product quality have a significant influence on Consumer Buying Interest. The 

results of the t-test (partial) that the quality of the reviews had a positive and 

significant effect on buying interest, the quantity of reviews had a significant 

positive effect on buying interest in the purchase of skin care products, the 

valence of the reviews had a significant positive effect on the purchase intention 

of skin care products, the credibility of the reviews did not have a direct 

relationship with buying interest. By knowing the results of this study, marketers 

are expected to consider online customer reviews as a marketing strategy that can 

be used to increase company sales. 

Keywords : Online reviews, Purchase Intention, Skincare, Electronic Word of 

Mouth 

 

 


