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ABSTRAK

EL KERYSSO NAOKI PANGGABEAN, 22042010226, PENGARUH 

CONSUMER ATTENTION, CONTENT APPEAL, DAN CONSUMER TRUST 

TERHADAP PURCHASE INTENTION PRODUK SKINCARE THE 

ORIGINOTE DI TIKTOK SHOP (STUDI PADA GENERASI Z DI KOTA 

SURABAYA) 

Pertumbuhan pesat e-commerce di Indonesia mendorong transformasi 

belanja daring ke arah social-commerce melalui platform TikTok Shop. Penelitian 

ini bertujuan mengevaluasi pengaruh Consumer Attention, Content Appeal, dan 

Consumer Trust terhadap Purchase Intention produk perawatan kulit The Originote 

pada Generasi Z di Kota Surabaya. Metode penelitian yang digunakan adalah 

kuantitatif asosiatif dengan teknik pengambilan sampel bertujuan (purposive 

sampling). Analisis data dilakukan melalui Regresi Linear Berganda. 

Hasil penelitian menunjukkan bahwa variabel atensi, daya tarik konten, dan 

kepercayaan konsumen secara parsial berpengaruh positif dan signifikan terhadap 

niat pembelian. Secara simultan, ketiga faktor tersebut memberikan kontribusi 

besar dalam menjelaskan variasi niat beli audiens. Analisis lebih lanjut menegaskan 

bahwa kepercayaan konsumen merupakan variabel yang paling dominan dalam 

model ini. Karakteristik produk perawatan tubuh yang memiliki tingkat keterlibatan 

tinggi menjadikan kredibilitas sebagai penentu utama dalam mereduksi persepsi 

risiko konsumen. Temuan ini menekankan pentingnya strategi konten yang 

transparan guna memenangkan persaingan di pasar kecantikan digital. 

 

Kata Kunci: E-commerce; Social-Commerce; Generasi Z; Consumer Attention; 

Content Appeal; Consumer Trust; Purchase Intention. 
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ABSTRACT 

EL KERYSSO NAOKI PANGGABEAN, 22042010226, THE INFLUENCE 

OF CONSUMER ATTENTION, CONTENT APPEAL, AND CONSUMER 

TRUST ON PURCHASE INTENTION OF THE ORIGINOTE SKINCARE 

PRODUCTS ON TIKTOK SHOP (A STUDY ON GENERATION Z IN 

SURABAYA CITY) 

The rapid growth of e-commerce in Indonesia has driven a transformation 

toward social-commerce via TikTok Shop. This study evaluates the impact of 

Consumer Attention, Content Appeal, and Consumer Trust on the Purchase 

Intention of The Originote skincare products among Generation Z in Surabaya. The 

research employs a quantitative associative method with purposive sampling. Data 

were analyzed using Multiple Linear Regression. 

Findings indicate that attention, content appeal, and consumer trust partially 

exert a positive and significant influence on purchase intention. Simultaneously, 

these three factors contribute substantially to explaining variations in audience 

purchase intention. Further analysis confirms that consumer trust is the most 

dominant variable in this model. Due to the high-involvement nature of skincare 

products, credibility serves as the primary determinant in reducing consumer risk 

perception. These results suggest the necessity for transparent content strategies to 

succeed in the competitive digital beauty market. 

 

Keywords: E-commerce; Social-Commerce; Generation Z; Consumer Attention; 

Content Appeal; Consumer Trust; Purchase Intention. 


