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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Electronic Word of Mouth (E-
WOM), Brand Ambassador, Live Streaming, dan Promosi terhadap keputusan
pembelian produk Skintific di Tangerang. Latar belakang ini didasari oleh
meningkatnya tren pemasaran digital yang dimanfaatkan oleh Skintific dalam
memperkuat citra dan mendorong penjualan produk skincare. Metode penelitian yang
digunakan adalah kuantitatif dengan penyebaran kuesioner kepada 170 responden yang
berdomisili di Tangerang, Generasi Z, pernah membeli produk Skintific, menonton live
streaming produk Skintific, serta mengenal Nicholas Saputra sebagai Brand
Ambassador Skintific. Analisis data dilakukan dengan uji validitas, reliabilitas, asumsi

klasik, dan juga regresi linier berganda.

Hasil penelitian ini menunjukan bahwa keempat variabel bebas, yaitu E-WOM,
Brand Ambassador, Live Streaming, dan promosi, berpengaruh positif dan signifikan
terhadap keputusan pembelian produk Skintific di Tangerang, secara parsial. Temuan
ini menegaskan bahwa strategi pemasaran digital yang terintegrasi mampu
meningkatkan keputusan pembelian konsumen, khususnya pada segmen muda yang

aktif di media sosial.

Implikasi dari penelitian ini adalah pentingnya bagi perusahaan kosmetik untuk
mengoptimalkan strategi pemesaran digital melalui kolaborasi dengan brand
ambassador yang relevan, meningkatkan interaksi melalui live streaming, dan
menawarkan program promosi yang menarik guna memperkuat keputusan pembelian

konsumen.

Kata kunci: E-WOM, Brand Ambassador, Live Streaming, Promosi, Keputusan

Pembelian, Skintific.
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ABSTRACT

This study aims to analyze the influence of Electronic Word of Mouth (E-WOM), Brand
Ambassador, Live Streaming, Promotions on purchasing decisions for Skintific
products in Tangerang. The background of this study is based on the increasing trend
of digital marketing, which Skintific is leveraging to strengthen its image and drive
sales of skincare products. The research method used was quantitative, with
guestionnaires distributed to 170 respondents residing in Tangerang, Generation Z,
who had purchased Skintific products, watched Skintific product live streaming,
promotions, and were familiar with Nicholas Saputra as a Skintific Brand Ambassador.
Data analysis was conducted using validity and reability tests, classical assumptions,

and multiple linear regression.

The results of this study indicate that the four independent variables E-WOM,
Brand Ambassador, Live Streaming, and Promotions have a positive and significant
influence on purchasing decisions for Skintific products in Tangerang, both partially
and simultaneously. These findings confirm that an integrated digital marketing
strategy can increase consumer interest and purchasing decisions, especially among

the younger segment active on social media.

The implications of this research are the importance for cosmetic companies to
optimize their digital ordering strategies by collaborating with relevant brand
ambassador, increasing engagement through live streaming, and offering attractive

promotional programs to strengthen consumer purchasing decisions.

Keywords: E-WOM, Brand Ambassador, Live Streaming, Promotions, Purchase

Decisions, Skintific.
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