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ABSTRAKSI

NADILLA PUTRI PERTIWI, PENGARUH BEAUTY INFLUENCER TASYA
FARASYA, ELECTRONIC WORD OF MOUTH (E-WOM), DAN CITRA
MEREK TERHADAP KEPUTUSAN PEMBELIAN (Studi Pada Konsumen
Produk Skincare Skintific Sx Ceramide Barrier Moisturizer Gel di Surabaya)

Penelitian ini bertujuan untuk menganalisis pengaruh beuaty influencer Tasya
Farasya, Electronic Word of Mouth (E-WOM), dan Citra Merek terhadap Keputusan
Pembelian produk Skintific 5x Ceramide Barrier Moisturizer Gel di Surabaya.
Perkembangan industri perawatan dan kecantikan saat ini berkembang pesat dan
diikuti adanya strategi digitalisasi dalam melakukan pemasaran sebuah produk. Di
era digital, peran beauty influencer dinilai semakin signifikan untuk membentuk
presepsi konsumen, sedangkan E-WOM adalah salah satu faktor penting dalam
penyebaran informasi sebuah produk. Selain itu, citra merek yang baik membantu
meningkatkan kepercayaan konsumen dan dapat mendorong keputusan pembelian.
Jenis penelitian yang digunakan pada penelitian ini adalah penelitian asosiatif
dengan metode kuantitatif. Teknik pengambilan sampel dalam penelitian ini adalah
nonprobability sampling dengan metode purposive sampling. Data dalam penelitian
ini menggunakan data primer dan sekunder. Data primer didapatkan dari kuesioner
yang diisi oleh responden, sedangkan data sekunder berdasarkan sumber yang
relevan dengan topik penelitian. Hasil penelitian ini berdasarkan analisis data yang
telah dilakukan menunjukkan bahwa keberadaan beauty influencer Tasya Farasya
berpengaruh signifikan terhadap keputusan pembelian, E-WOM berpengaruh
signifikan terhadap keputusan pembelian, dan citra merek juga berpengaruh
signifikan terhadap keputusan pembelian. Selain itu ketiga faktor tersebut secara
simultan berpengaruh signifikan terhadap keputusan pembelian produk. Oleh
karena itu, penelitian ini menegaskan pentingnya peran beauty influencer, E-WOM,
dan citra merek dalam penerapan strategi pemasaran produk.

Kata kunci: Beauty Influencer. Tasya Farasya, Electronic Word of Mouth (E-
WOM), Citra Merek, dan Keputusan Pembelian
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ABSTRACT

NADILLA PUTRI PERTIWI, THE INFLUENCE OF BEAUTY
INFLUENCER TASYA FARASYA, ELECTRONIC WORD OF MOUTH (E-
WOM), AND BRAND IMAGE ON PURCHASE DECISIONS (Study on
Consumers of Skincare Products Skintific 5x Ceramide Barrier Moisturizer Gel
in Surabaya)

The purpose of this study was to analyze the influence of beauty influencer Tasya
Farasya, Electronic Word of Mouth (E-WOM), and Brand Image on Purchasing
Decisions for Skintific 5x Ceramide Barrier Moisturizer Gel products in Surabaya.
The development of the care and beauty industry is currently growing rapidly and
is followed by a digitalization strategy in marketing a product. In the digital era,
the role of beauty influencers is consideres increasingly significant in shaping
consumer perceptios, while E-WOM is an important factor in disseminating
information about a product. In addition, a good brand image helps increase
consumer trust and can encourage purchasing decisions. The type of research used
in this study is associative research with quantitative methods. The sampling
technique in this study is nonprobability samoling with a purposive sampling
method. The data in this studi uses primary and secondary data. Primary data is
obtained from questionnaires filled out by 100 respondents, while secondary data
is based od sources relevant to the research topic. The results of this study based on
the data analysis that has been carried out indicate that the existence of beauty
influencer Tasya Farasya has a significant effect on purchasing decisions, E-WOM
has a significant effect on purchasing decisions, and brand image also has a
significant effect on purchasing decisions. In addition, these three factors
simultaneously have a significant effect on the purchasing decision of Skintific 5x
Ceramide Barrier Moisturizer Gel products in Surabaya. Therefore, this study
confirms the importance of the role of beauty influencers, E-WOM, and brand
image in implementing product marketing strategies.

Keywords: Beauty Influencer. Tasya Farasya, Electronic Word of Mouth (E-
WOM), Brand Image, and Purchase Decisions
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