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ABSTRAK 

Oktaviana Nawang Ardi, 21042010143, Pengaruh Content Marketing, E-WOM, 

dan Product Quality Terhadap Repurchase Intention (Studi pada Generasi Z yang 

Membeli skincare COSRX pada Platform TikTok di Kota Surabaya) 

Penelitian ini didasari oleh bermunculannya berbagai jenis skincare yang tengah menjadi 

perbincangan oleh Gen Z mengenai produk atau skincare yang berasal dari Korea Selatan 

pada platform TikTok. Tujuan utama penelitian ini untuk meneliti dan menganalisis lebih 

lanjut mengenai content marketing, E-WOM, dan product quality terhadap niat 

pembelian ulang atau repurchase intention produk skincare COSRX di Kota Surabaya. 

Penelitian ini melibatkan 100 sampel responden yang telah membeli dan menggunakan 

skincare COSRX dari kalangan Gen Z di Kota Surabaya. Metode yang digunakan adalah 

pendekatan kuantitatif dengan teknik penarikan sampel non-probability sampling melalui 

purposive sampling dan analisis data primer. Teknik analisis menggunakan analisis 

regresi linear berganda dan olah data menggunakan program SPSS. Hasil yang diperoleh 

menunjukkan bahwa Uji F menghasilkan fhitung 99,290 > ftabel 270 dengan nilai sign. 0,00 

< 0,05, maka H1 diterima. Uji T dalam content marketing menghasilkan thitung 5,964 > 

ttabel 1,985, untuk E-WOM menghasilkan thitung 3,367  >  ttabel 1,985, dan product quality 

menghasilkan thitung 2,538  >  ttabel 1,985. Maka, hasil dari Uji T H2, H3, dan H4 diterima. 

Berdasarkan hasil tersebut, dapat disimpulkan bahwa content marketing, E-WOM, dan 

product quality secara simultan berpengaruh signifikan terhadap repurchase intention. 

Secara parsial content marketing, E-WOM, dan product quality berpengaruh signifikan 

terhadap repurchase intention. 

 

Kata Kunci: Content Marketing, E-WOM, Product Quality, dan Repurchase Intention. 
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ABSTRACK 

Oktaviana Nawang Ardi, 21042010143, The Influence of Content Marketing, E-

WOM, and Product Quality on Repurchase Intention (A Study on Generation Z 

Purchasing COSRX Skincare on TikTok Platform in Surabaya) 

This research is based on the emergence of various types of skincare that are being 

discussed by Gen Z regarding products or skincare originating from South Korea on the 

TikTok platform. The main purpose of this study is to examine and further analyze 

content marketing, E-WOM, and product quality on the repurchase intention of COSRX 

skincare products in Surabaya City. This study involved 100 samples of respondents who 

had bought and used COSRX skincare from Gen Z in Surabaya City. The method used is 

a quantitative approach with non-probability sampling technique through purposive 

sampling and primary data analysis. The analysis technique uses multiple linear 

regression analysis and data processing using the SPSS  program. The results obtained 

show that the F test produces an fcount of 99.290 > ftable 270 with a sign value. 0.00 

<0.05, then H1 is accepted. The T test in content marketing produces a tcount of 5.964> t 

table 1.985, for E-WOM produces a tcount of 3.367> t table 1.985, and product quality 

produces a tcount of 2.538> t table 1.985. So, the results of the T test H2, H3, and H4 are 

accepted. Based on these results, it can be concluded that content marketing, E-WOM, 

and product quality simultaneously have a significant effect on repurchase intention. 

Partially, content marketing, E-WOM, and product quality have a significant effect on 

repurchase intention. 

Keywords: Content Marketing, E-WOM, Product Quality, and Repurchase Intention. 
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