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ABSTRAK 

MARCELLA ARTHAMEVIA ARIFIN, PENGARUH CONTENT 

MARKETING, ONLINE CUSTOMER REVIEW, DAN PRODUCT QUALITY 

TERHADAP MINAT BELI PRODUK PARFUM MYKONOS DI E-

COMMERCE SHOPEE (Studi Pada Generasi Z di Surabaya) 

 

Penelitian ini bertujuan menganalisis pengaruh content marketing, online customer 

review, dan product quality terhadap minat beli produk Parfum Mykonos di e-

commerce Shopee pada Generasi Z di Surabaya. Penelitian menggunakan 

pendekatan kuantitatif dengan sampel sebanyak 157 responden yang dipilih melalui 

teknik purposive sampling. Data dikumpulkan menggunakan kuesioner berskala 

Likert dan dianalisis dengan regresi linear berganda menggunakan IBM SPSS 

Statistics. Hasil penelitian menunjukkan bahwa content marketing, online customer 

review, dan product quality secara simultan maupun parsial berpengaruh signifikan 

terhadap minat beli. Nilai koefisien determinasi (R²) sebesar 0,311 menunjukkan 

bahwa ketiga variabel mampu menjelaskan 31,1% variasi minat beli, sedangkan 

68,9% dipengaruhi oleh faktor lain di luar penelitian. Hasil penelitian ini 

diharapkan menjadi referensi bagi perusahaan dalam menyusun strategi pemasaran 

untuk meningkatkan minat beli konsumen. 

 

Kata Kunci: Content Marketing, Online Customer Review, Product Quality, Minat 

Beli.
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ABSTRACT 

MARCELLA ARTHAMEVIA ARIFIN, THE INFLUENCE OF CONTENT 

MARKETING, ONLINE CUSTOMER REVIEWS, AND PRODUCT QUALITY 

ON PURCHASE INTENTION FOR MYKONOS PERFUME ON SHOPEE E-

COMMERCE 

 

This study aims to analyze the influence of content marketing, online customer 

reviews, and product quality on the purchase intention of Mykonos perfume 

products on Shopee among Generation Z in Surabaya. This study employed a 

quantitative approach involving 157 respondents selected using purposive 

sampling. Data were collected through a Likert-scale questionnaire and analyzed 

using multiple linear regression with IBM SPSS Statistics. The results indicate that 

content marketing, online customer reviews, and product quality simultaneously 

and partially have a significant effect on purchase intention. The coefficient of 

determination (R²) of 0.311 indicates that the three independent variables explain 

31.1% of the variation in purchase intention, while the remaining 68.9% is 

influenced by other factors beyond the scope of this study. These findings are 

expected to serve as a reference for companies in developing marketing strategies 

to enhance consumers' purchase intention. 

 

Keywords: Content Marketing, Online Customer Reviews, Product Quality, 

Purchase Intention.


