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ABSTRAK

PENGARUH CONTENT MARKETING, CUSTOMER REVIEW, DAN
BRAND IMAGE TERHADAP PURCHASE DECISION PRODUK
WHITELAB PADA KONSUMEN GENERASI Z
DI KOTA SURABAYA

Disusun Oleh :

DANI SYSNANDA CAHYA PUTRA
NPM. 22042010017

Pertumbuhan industri skincare yang masif memicu persaingan ketat antar
merek skincare lokal di pasar digital, termasuk Whitelab yang menghadapi fluktuasi
posisi pasar dalam merebut atensi konsumen muda. Penelitian ini bertujuan untuk
mengetahui dan menganalisis pengaruh content marketing, customer review, dan
brand image baik secara parsial maupun simultan terhadap purchase decision
produk Whitelab pada konsumen Generasi Z di Kota Surabaya. Metode penelitian
menggunakan pendekatan kuantitatif asosiatif kausal. Data primer dihimpun
melalui kuesioner digital berbasis Skala Likert dari 156 responden yang dipilih
menggunakan teknik purposive sampling berdasarkan Rumus Slovin. Analisis data
menggunakan regresi linier berganda yang diproses dengan IBM SPSS Statistics.
Hasil pengujian hipotesis secara parsial membuktikan bahwa content marketing,
customer review, dan brand image masing-masing berpengaruh positif dan
signifikan terhadap purchase decision. Hasil pengujian secara simultan juga
menunjukkan pengaruh bersama yang signifikan dari seluruh variabel independen
terhadap variabel dependen. Nilai koefisien determinasi mengonfirmasi adanya
kontribusi dari model tersebut, sementara sisanya dipengaruhi oleh faktor lain di
luar fokus amatan riset ini. Kesimpulan riset menegaskan bahwa citra merek (brand
image) merupakan faktor stimulan paling dominan dalam memengaruhi keputusan
pembelian aktual Generasi Z di Surabaya.

Kata Kunci: Brand Image, Content Marketing, Customer Review, Generasi Z,
Purchase Decision.
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ABSTRACT

THE INFLUENCE OF CONTENT MARKETING, CUSTOMER REVIEWS,
AND BRAND IMAGE ON THE PURCHASE DECISIONS OF WHITELAB
PRODUCTS AMONG GENERATION Z CONSUMERS
IN SURABAYA CITY

Written By :

DANI SYSNANDA CAHYA PUTRA
NPM. 22042010017

The massive growth of the skincare industry has triggered intense
competition among local skincare brands in the digital market, including Whitelab,
which faces fluctuations in market position in attracting the attention of young
consumers. This study aims to determine and analyze the effect of content
marketing, customer reviews, and brand image, both partially and simultaneously,
on the purchase decisions of Whitelab products among Generation Z consumers in
Surabaya City. The research employed a causal associative quantitative approach.
Primary data were collected through a digital questionnaire based on a Likert Scale
from 156 respondents selected using purposive sampling techniques based on the
Slovin Formula. Data analysis was conducted using multiple linear regression
processed with IBM SPSS Statistics. The results of partial hypothesis testing prove
that content marketing, customer reviews, and brand image each have a positive
and significant effect on purchase decisions. The results of simultaneous testing
also indicate a significant collective effect of all independent variables on the
dependent variable. The coefficient of determination confirms the model's
contribution, while the remainder is influenced by other factors beyond the scope
of this study. The research concludes that brand image is the most dominant
stimulating factor influencing the actual purchase decisions of Generation Z in
Surabaya.

Keywords: Brand Image, Content Marketing, Customer Reviews, Generation Z,
Purchase Decisions.
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