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 PENGARUH ELECTRONIC WORD OF MOUTH DAN CONTENT 

MARKETING PADA INSTAGRAM SKINTIFIC TERHADAP 

PURCHASE INTENTION 

Cherlynne Staceya Wijaya   

ABSTRAK 

Penelitian ini dilatarbelakangi oleh berkembangkannya industri skincare 

salah satunya adalah skintific. Perkembangan yang cukup pesat terjadi di social 

media instagram dimana saat ini skintific memiliki akun instagram yang memiliki 

konten yang menarik dan memiliki interaksi yang cukup baik antara audience yang 

bertanya terkait dengan produk dan memberikan testimonial saat menggunakan 

produk Skintific. Tujuan penelitian untuk mengetahui pengaruh eWOM dan 

Content marketing terhadap purchase intention. Konsep yang digunakan adalah 

eWOM, content marketing dan Purchase Intention. Paradigma yang digunakan 

adalah paradigma positivisme. Pendekatan penelitian yang digunakan adalah 

kuantitatif yang bersifat eksplanatif, dengan metode survei. Pengumpulan data 

menggunakan kuesioner dengan sample sebanyak 153 followers akun Instagram 

Skintificid. Hipotesis diuji menggunakan Uji Regresi Linier Berganda. Hasil 

penelitian, menunjukan bahwa  eWOM dan  content marketing berkontribusi 

sebesar 39% terhadap purchase intention, Lalu, eWOM dan  content marketing 

secara simultan berpengaruh terhadap purchase intention. Namun, Secara Parsial 

eWOM berpengaruh terhadap purchase intention, Demikian juga  content 

marketing berpengaruh terhadap purchase intention.  

Kata kunci: eWOM, Content Marketing, Purchase Intention, Social Media  
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THE INFLUENCE OF ELECTRONIC WORD OF MOUTH AND 

CONTENT MARKETING ON INSTAGRAM SKINTIFIC PURCHASE 

INTENTION 

Cherlynne Staceya Wijaya  

ABSTRACT 

This study is motivated by the development of the skincare industry, one of which is 

Skintific. There has been significant growth on the social media platform 

Instagram, where Skintific currently has an Instagram account with engaging 

content and good interaction between the audience who ask questions about 

products and provide testimonials when using Skintific products. The purpose of 

this study is to determine the influence of eWOM and  content marketing on 

purchase intention. The concepts used are eWOM, content marketing, and 

Purchase Intention. The paradigm used is positivism. The research approach used 

is quantitative and explanatory, with a survey method. Data collection was carried 

out using questionnaires with a sample of 153 followers of the Skintificid Instagram 

account. The hypothesis was tested using Multiple Linear Regression Analysis. The 

results of the study show that eWOM and  content marketing contribute 39% to 

purchase intention. Furthermore, eWOM and  content marketing simultaneously 

influence purchase intention. However, partially, eWOM influences purchase 

intention, as does Content Marketing. 

Keywords: eWOM, Content Marketing, Purchase Intention, Social Media 
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