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ABSTRAK 

ANALISIS CONTENT MARKETING, ELECTRONIC WORD OF MOUTH 

PADA PLATFORM TIKTOK TERHADAP PERILAKU KONSUMTIF 

PRODUK THE ORIGINOTE 

MARIA HELENA PUTRI MADYORATRI, ETY DWI SUSANTI 

Penelitian ini memiliki tujuan untuk melihat seberapa besar pengaruh 

content marketing dan Electronic word of mouth terhadap perilaku konsumtif 

produk The originote. Latar belakang penelitian ini didasari oleh pentingnya 

memahami perilaku konsumtif Generasi Z yang dipengaruhi oleh paparan content 

marketing digital dan interaksi elektronik, seperti Electronic word of mouth, 

terutama dalam konteks merek skin care lokal yang semakin populer di kalangan 

Gen Z. Metode penelitian yang digunakan adalah pendekatan kuantitatif dengan 

teknik non-probability sampling berbasis purposive sampling, melibatkan 100 

responden Gen Z di Surabaya. Data dikumpulkan melalui kuesioner dan dianalisis 

menggunakan regresi linear berganda untuk menguji pengaruh parsial dan simultan 

antara content marketing dan Electronic word of mouth terhadap perilaku 

konsumtif. Hasil analisis menunjukkan bahwa baik secara simultan maupun parsial, 

content marketing dan Electronic word of mouth berpengaruh signifikan terhadap 

perilaku konsumtif. Namun, Electronic word of mouth memiliki pengaruh parsial 

yang lebih kecil dibandingkan dengan content marketing, yang mengindikasikan 

bahwa strategi pemasaran digital The originote lebih efektif melalui konten 

terencana. 

Kata kunci: Content marketing, Electronic word of mouth, Perilaku Konsumtif.
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ABSTRACT 

ANALYSIS OFCONTENT MARKETING, ELECTRONIC WORD OF 

MOUTH ON THE TIKTOK PLATFORM REGARDING CONSUMPTIVE 

BEHAVIOR TOWARD THE ORIGINOTE PRODUCS 

MARIA HELENA PUTRI MADYORATRI, ETY DWI SUSANTI 

This research aims to examine the extent of the influence of content 

marketing and Electronic word of mouth on the consumptive behavior of The 

Originote products. The background of this study is based on the importance of 

understanding the consumptive behavior of Generation Z, which is influenced by 

exposure to digital content marketing and electronic interactions, such as 

Electronic word of mouth, especially in the context of local skin care brands that 

are becoming increasingly popular among Gen Z. The research method used is a 

quantitative approach with a non-probability sampling technique based on 

purposive sampling, involving 100 Gen Z respondents in Surabaya. Data were 

collected through questionnaires and analyzed using multiple linear regression to 

test the partial and simultaneous effects of content marketing and Electronic word 

of mouth on consumptive behavior. The analysis results show that both 

simultaneously and partially, content marketing and Electronic word of mouth 

have a significant effect on consumptive behavior. However, Electronic word of 

mouth has a smaller partial effect compared to content marketing, indicating that 

The Originote's digital marketing strategy is more effective through planned 

conten. 

Keywords: Content marketing, Electronic word of mouth, Consumptive Behavior.


