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ABSTRAK 

Devita Fridayana Purba, 22042010273, Eksplorasi Pengalaman Gen Z Dalam 

Memaknai Electronic word of mouth di TikTok Pada Keputusan Pembelian 

Produk Skincare Azarine 

Perkembangan media sosial, khususnya TikTok, telah mengubah cara konsumen 

memperoleh, menilai, dan membagikan informasi mengenai produk melalui 

electronic word of mouth (e-WOM). Fenomena ini semakin relevan pada Generasi 

Z yang dikenal sebagai digital natives dan aktif menggunakan media sosial dalam 

proses pengambilan keputusan pembelian, termasuk pada produk skincare seperti 

Azarine. Penelitian ini bertujuan untuk mengeksplorasi pengalaman Generasi Z 

dalam menerima, menafsirkan, dan merespons e-WOM terkait produk skincare 

Azarine di TikTok serta memahami pengaruhnya terhadap keputusan pembelian. 

Penelitian ini menggunakan pendekatan deskriptif kualitatif dengan teknik 

pengumpulan data melalui wawancara mendalam, observasi, dan dokumentasi. 

Informan penelitian terdiri dari lima Generasi Z yang aktif menggunakan TikTok 

dan pernah terpapar konten e-WOM mengenai produk Azarine. Hasil penelitian 

menunjukkan bahwa e-WOM di TikTok tidak hanya berfungsi sebagai sumber 

informasi, tetapi juga sebagai bentuk validasi sosial yang memengaruhi persepsi 

dan keyakinan konsumen terhadap produk. Kredibilitas kreator konten, keaslian 

ulasan, visualisasi pengalaman penggunaan produk, serta intensitas interaksi digital 

menjadi faktor penting dalam membangun kepercayaan konsumen. Selain itu, 

keputusan pembelian dipengaruhi oleh kombinasi faktor rasional, emosional, dan 

kesesuaian produk dengan identitas diri serta kebutuhan informan. Penelitian ini 

menyimpulkan bahwa e-WOM di TikTok memiliki peran signifikan dalam 

membentuk persepsi dan keputusan pembelian Generasi Z terhadap produk 

skincare Azarine.  

Kata kunci: e-WOM, konten marketing, perilaku konsumen, keputusan pembelian 
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ABSTRACT 

Devita Frisdayana Purba, 22042010273 Exploring Generation Z’s Experiences 

in Interpreting Electronic word of mouth on TikTok in Relation to Azarine 

Skincare Purchasing Decisions 

The rapid development of social media, particularly TikTok, has transformed the 

way consumers obtain, evaluate, and share product-related information through 

electronic word of mouth (e-WOM). This phenomenon is increasingly relevant 

among Generation Z, who are recognized as digital natives and actively rely on 

social media in their purchasing decision-making processes, including for skincare 

products such as Azarine. This study aims to explore Generation Z’s experiences in 

receiving, interpreting, and responding to e-WOM related to Azarine skincare 

products on TikTok, as well as to understand its influence on purchasing decisions. 

This study employed a descriptive qualitative approach. Data were collected 

through in-depth interviews, observations, and documentation involving five 

Generation Z informants who actively use TikTok and had been exposed to e-WOM 

content regarding Azarine skincare products. The findings reveal that e-WOM on 

TikTok functions not only as a source of information but also as a form of social 

validation that shapes consumers’ perceptions and trust toward products. The 

credibility of content creators, the authenticity of reviews, the visualization of 

product usage experiences, and the intensity of digital interactions were found to be 

important factors in building consumer trust. Furthermore, purchasing decisions 

were influenced by a combination of rational and emotional considerations, as well 

as the suitability of the product to the informants’ self-identity and personal needs. 

This study concludes that e-WOM on TikTok plays a significant role in shaping 

Generation Z’s perceptions and purchasing decisions regarding Azarine skincare 

products.  

Keywords: e-WOM, Content Marketing, Consumer Behavior, Purchasing 

Decisions 


