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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis dan membuktikan pengaruh 

Content Marketing, Influencer Marketing, dan Electronic Word of Mouth (eWOM) 

terhadap Minat Beli produk Sunscreen Azarine pada aplikasi TikTok di Surabaya. 

Latar belakang penelitian didasarkan pada meningkatnya penggunaan media sosial 

sebagai media pemasaran digital, khususnya TikTok yang menjadi platform unggulan 

bagi perusahaan Skincare dalam menarik minat konsumen melalui konten, influencer, 

dan ulasan konsumen. 

Metode penelitian menggunakan pendekatan kuantitatif dengan sampel 

sebanyak 100 responden yang diperoleh melalui penyebaran kuesioner secara online. 

Data dianalisis menggunakan IBM SPSS 26 dengan serangkaian pengujian meliputi 

uji deskriptif, uji kualitas data, uji asumsi klasik, dan uji hipotesis melalui analisis 

regresi linear berganda. Penelitian dilaksanakan pada bulan Oktober hingga 

November 2026. 

Hasil penelitian menunjukkan bahwa seluruh indikator variabel dinyatakan 

valid dan reliabel. Secara parsial, Content Marketing berpengaruh signifikan dan 

menjadi variabel yang paling dominan  terhadap Minat Beli, Influencer Marketing 

berpengaruh signifikan terhadap Minat Beli, serta Electronic Word of Mouth juga 

berpengaruh signifikan terhadap Minat Beli. Secara parsial ketiga variabel tersebut 

terbukti berpengaruh signifikan terhadap Minat Beli produk Sunscreen Azarine di 

TikTok. Koefisien Determinasi (R²) sebesar 86,9% menunjukkan bahwa Minat Beli 

dipengaruhi oleh ketiga variabel independen, sedangkan 13,1% sisanya dipengaruhi 

oleh faktor lain seperti citra merek, kepercayaan merek, harga, dan rekomendasi dari 

orang terdekat.  

 

Kata Kunci: Content Marketing, Influencer Marketing, Electronic Word of Mouth,  

                       Minat Beli, Azarine. 
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ABSTRACT 

 

This study aims to analyze and prove the influence of Content Marketing, 

Influencer Marketing, and Electronic Word of Mouth (eWOM) on Purchase Intention 

of Azarine Sunscreen products on the TikTok application in Surabaya. The research 

background is grounded in the rapid development of digital technology which has 

transformed social media into a dominant marketing platform, particularly TikTok, 

where Skincare brands increasingly utilize digital content, influencers, and consumer 

reviews to attract potential buyers. 

This research employed a quantitative approach with a total of 100 respondents 

obtained through online questionnaires. Data were analyzed using IBM SPSS 26 

through descriptive analysis, data quality testing, classical assumption testing, and 

hypothesis testing using multiple linear regression. The research was conducted 

during October to November 2026. 

The results show that all measurement indicators are valid and reliable. 

Partially, Content Marketing has a significant effect on Purchase Intention, Influencer 

Marketing also has a significant effect and is identified as the most dominant variable, 

and Electronic Word of Mouth significantly influences Purchase Intention as well. 

Simultaneously, the three variables significantly affect Purchase Intention of Azarine 

Sunscreen products on TikTok. The Coefficient of Determination (R²) indicates that 

86.9% of Purchase Intention is explained by the independent variables, while the 

remaining 13.1% is influenced by other factors outside the research model such as 

brand image, brand trust, price, and personal recommendations. 

 

Keywords: Content Marketing, Influencer Marketing, Electronic Word of Mouth,  

                   Purchase Intention, Azarine. 
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RINGKASAN 

 

Pada era digital saat ini, Perkembangan teknologi digital menjadikan media 

sosial sebagai sarana pemasaran yang efektif bagi perusahaan. TikTok, sebagai salah 

satu platform dengan jumlah pengguna terbesar di dunia dan sangat populer di 

Indonesia, dimanfaatkan oleh Azarine untuk mempromosikan produk Skincare. 

Strategi pemasaran yang digunakan meliputi Content Marketing untuk menyajikan 

informasi menarik, Influencer Marketing untuk membangun kepercayaan melalui 

figur berpengaruh, serta Electronic Word of Mouth (eWOM) melalui ulasan konsumen 

di media sosial. 

Penelitian ini bertujuan menganalisis pengaruh Content Marketing, 

Influencer Marketing, dan Electronic Word of Mouth terhadap Minat Beli produk 

Skincare Azarine pada pengguna TikTok di Surabaya. Pendekatan penelitian bersifat 

kuantitatif dengan 100 responden, pengumpulan data melalui kuesioner, dan analisis 

menggunakan IBM SPSS 26 melalui uji deskriptif, validitas, reliabilitas, asumsi 

klasik, dan hipotesis. 

Hasil penelitian menunjukkan bahwa Content Marketing dan Influencer 

Marketing , Electronic Word of Mouth berpengaruh signifikan terhadap Minat Beli. 

Secara simultan, ketiga variabel tersebut terbukti memiliki pengaruh signifikan 

terhadap Minat Beli produk Skincare Azarine pada aplikasi TikTok di Surabaya. 
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SUMMARY 

 

In the current digital era, technological advancements have transformed 

social media into an effective marketing tool for companies. TikTok, as one of the 

platforms with the largest number of users worldwide and highly popular in 

Indonesia, has been utilized by Azarine to promote its Skincare products. The 

marketing strategies applied include Content Marketing to deliver appealing 

information, Influencer Marketing to build consumer trust through influential figures, 

and Electronic Word of Mouth (eWOM) through customer reviews on social media. 

This study aims to analyze the influence of Content Marketing, Influencer 

Marketing, and Electronic Word of Mouth on Purchase Intention toward Azarine 

Skincare products among TikTok users in Surabaya. The research employs a 

quantitative approach with 100 respondents, data collected using questionnaires, and 

data analyzed using IBM SPSS 26 through descriptive tests, validity tests, reliability 

tests, classical assumption tests, and hypothesis testing. 

The findings show that Content Marketing, Influencer Marketing, and 

Electronic Word of Mouth each have a significant effect on Purchase Intention. 

Simultaneously, all three variables were proven to significantly influence the 

Purchase Intention of Azarine Skincare products on the TikTok platform in Surabaya. 
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