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ABSTRAK 

 

NINA ESIKELTA TARIGAN,22042010214, PENGARUH BRAND IMAGE, 

PERCEIVED VALUE DAN INFLUENCER MARKETING TERHADAP 

KEPUTUSAN PEMBELIAN PRODUK FINALLY FOUND YOU (FFY) 

PADA KONSUMEN GENERASI Z DI TIKTOK SHOP SURABAYA 

 

Digitalisasi memberikan pengaruh terhadap perkembangan bisnis dunia dan 

Indonesia dengan pemanfaatan platform online yang agresif. Hal ini diiringi dengan 

pertumbuhan  industri kecantikan berbasis digital yang mendorong aktivitas 

pembelian produk kecantikan melalui platform Tiktok Shop. Generasi Z 

mendominasi penggunaan platform online dan menjadi konsumen utama brand 

kecantikan saat ini. Persaingan yang kompetitif antar brand dan konsumennya, 

perusahaan harus memahami faktor-faktor yang mempengaruhi keputusan 

pembelian konsumen, seperti peningkatan nilai brand image, perceived value, dan 

influencer marketing terhadap keputusan pembelian konsumen. Penelitian ini 

berguna untuk menganalisis pengaruh Brand Image. Perceived Value, dan 

Influencer Marketing  terhadap Keputusan Pembelian Produk Finally Found You di 

Tiktok Shop pada Konsumen Generasi Z di Kota Surabaya. Penelitian ini 

menggunakan pendekatan kauntitatif regresi berganda dengan penyebaran 

kuesioner secara online dan perhitungan SPSS 29. Populasi dalam penelitian ini 

adalah konsumen Generasi Z di Surabaya. Teknik pengambilan sampel 

menggunakan purposive sampling dengan syarat pernah membeli dan 

menggunakan produk Finally Found You melalui Tiktok Shop serta melihat video 

promosi influencer di Tiktok sehingga jumlah responden sebanyak 160 orang.  

Hasil penelitian ini menunjukan bahwa Brand Image, Perceived Value, dan 

Influencer Marketing secara parsial bepengaruh positif dan signifikan terhadap 

Keputusan Pembelian. Secara simultan ketiga variabel independen tersebut 

berpengaruh signifikan terhadap Keputusan Pembelian.  Penelitian ini mampu 

menegaskan bahwa dengan peningkatan Brand Image, Perceived Value, dan 

Influencer Marketing yang efektif dapat meningkatkan Keputusan Pembelian pada 

Konsumen Generasi Z di Tiktok Shop sehingga perusahaan dapat fokus pada 

peningkatan variabel-variabel tersebut. 

 

Kata Kunci: Brand Image, Perceived Value, Influencer Marketing, Keputusan 

Pembelian,Generasi Z, Tiktok Shop.
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ABSTRACT 

 

NINA ESIKELTA TARIGAN, 22042010214, THE INFLUENCE OF BRAND 

IMAGE, PERCEIVED VALUE AND INFLUENCER MARKETING ON 

FINALLY FOUND YOU (FFY) PRODUCT PURCHASE DECISIONS ON  

GENERATION Z CONSUMERS AT TIKTOK SHOP SURABAYA 

 

Digitalization has an influence on the development of world and Indonesian 

business with the use of aggressive online platforms. This is accompanied by the 

growth of the digital-based beauty industry which encourages the purchase of 

beauty products through the Tiktok Shop platform. Generation Z dominates the use 

of online platforms and is the main consumer of beauty brands today. With 

competitive competition between brands and consumers, companies must 

understand the factors that influence consumer purchasing decisions, such as 

increasing the value of brand image, perceived value, and influencer marketing on 

consumer purchasing decisions. This study is useful to analyze the influence of 

Brand Image. Perceived Value, and Influencer Marketing towards purchasing 

decisions for Finally Found You products in Tiktok Shop among Generation Z 

consumers in the city of Surabaya. This study uses a quantitative multiple 

regression approach with the distribution of online questionnaires and calculation 

of SPSS 29. The population in this study is Generation Z consumers in Surabaya. 

The sampling technique uses purposive sampling with the condition that you have 

purchased and used Finally Found You products through the Tiktok Shop and 

viewed influencer promotional videos on Tiktok so that the number of respondents 

is 160 people.  The results of this study show that Brand Image, Perceived Value, 

and Influencer Marketing partially have a positive and significant influence on 

purchasing decisions. Simultaneously the three independent variables have a 

significant effect on purchasing decisions.  This study was able to confirm that 

increasing Brand Image, Perceived Value, and effective Influencer Marketing can 

improve purchasing decisions for Generation Z consumers in Tiktok Shop so that 

companies can focus on improving these variables. 

 

Keywords: Brand Image, Perceived Value, Influencer Marketing,Purchase 

Decision, Generation Z, Tiktok Shop. 
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