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ABSTRAK 

 

CITRA LAILATUL WANDA, 22042010291, Pengaruh Content Marketing, 

Electronic Word of Mouth, dan Brand Trust terhadap Keputusan Pembelian 

Produk Skin1004 melalui TikTok Shop di Surabaya 

Persaingan bisnis di era digital saat ini semakin intens dan dinamis, 

khususnya di industri kecantikan yang berkembang pesat melalui platform e-

commerce dan social commerce. Salah satu merek perawatan kulit yang telah 

mendapatkan popularitas signifikan adalah Skin1004 yang dipasarkan melalui 

TikTok Shop. Penelitian ini bertujuan untuk menguji content marketing, electronic 

word of mouth (e-WOM), dan brand trust terhadap keputusan pembelian produk 

Skin1004 melalui TikTok Shop di kalangan konsumen di Surabaya. Penelitian ini 

menggunakan pendekatan kuantitatif dengan populasi yang terdiri dari konsumen 

berusia 17–35 tahun yang telah membeli produk Skin1004 melalui TikTok Shop 

dan berdomisili di Surabaya. Sampel penelitian berjumlah 150 responden yang 

dipilih menggunakan metode non-probability sampling dengan teknik purposive 

sampling. Teknik analisis data yang digunakan adalah regresi linier berganda yang 

diolah menggunakan perangkat lunak SPSS versi 31. Hasil penelitian menunjukkan 

bahwa secara simultan content marketing, e-WOM, dan brand trust memiliki 

pengaruh signifikan terhadap keputusan pembelian. Secara parsial, ketiga variabel 

tersebut juga memiliki pengaruh positif dan signifikan terhadap keputusan 

pembelian, di mana content marketing yang menarik, e-WOM yang positif, serta 

brand trust yang kuat mampu meningkatkan keputusan pembelian konsumen. 

 

Kata Kunci : Content Marketing, Electronic Word of Mouth, Brand Trust, 

Keputusan Pembelian 
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ABSTRACT 

 

CITRA LAILATUL WANDA, 22042010291, The Influence of Content 

Marketing, Electronic Word of Mouth, and Brand Trust on Purchase Decisions 

of Skin1004 Products Through TikTok Shop in Surabaya 

Business competition in the current digital era is becoming increasingly 

intense and dynamic, particularly in the beauty industry, which is rapidly growing 

through e-commerce and social commerce platforms. One of the skincare brands 

that has gained significant popularity is Skin1004, which is marketed through 

TikTok Shop. This study aims to examine the influence of content marketing, 

electronic word of mouth (e-WOM), and brand trust on the purchase decisions of 

Skin1004 products through TikTok Shop among consumers in Surabaya. This 

research employs a quantitative approach, with a population consisting of 

consumers aged 17–35 years who have purchased Skin1004 products through 

TikTok Shop and reside in Surabaya. The sample consists of 150 respondents 

selected using a non-probability sampling method with a purposive sampling 

technique. The data analysis technique used is multiple linear regression, processed 

using SPSS version 31 software. The results indicate that, simultaneously, content 

marketing, e-WOM, and brand trust have a significant influence on purchase 

decisions. Partially, all three variables have a positive and significant effect on 

purchase decisions, where engaging content marketing, positive e-WOM, and 

strong brand trust are able to enhance consumer purchase decisions. 

 

Keywords: Content Marketing, Electronic Word of Mouth, Brand Trust 

Purchase Decision 
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