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PERBEDAAN GAYA PENGAMBILAN KEPUTUSAN
PEMBELIAN PRODUK SKINCARE ANTARA KONSUMEN

GEN Z LAKI-LAKI DAN PEREMPUAN DI JABODETABEK
Sheila Daniska

ABSTRAK

Penelitian ini mengkaji perbedaan gaya pengambilan keputusan pembelian
produk skincare antara konsumen Gen Z laki-laki dan perempuan di
Jabodetabek. Menggunakan kerangka Consumer Style Inventory (CSI),
penelitian ini menganalisis pengaruh quality, fashion, brand, dan price
consciousness, serta kebingungan akibat banyaknya pilihan terhadap
keputusan pembelian. Data dari 162 responden dianalisis menggunakan
Structural Equation Modeling-Partial Least Squares (SEM-PLS). Hasil
penelitian menunjukkan bahwa fashion consciousness, brand consciousness,
dan price consciousness berpengaruh signifikan terhadap keputusan
pembelian, sementara quality consciousness dan confused by over choice
tidak. Gender memoderasi beberapa hubungan, dengan pengaruh signifikan
pada quality consciousness, brand consciousness, dan confused by over
choice. Temuan ini memberikan wawasan bagi pemasar skincare untuk fokus
pada kesadaran konsumen daripada sensitivitas harga atau kebingungan
dalam memilih produk.

Kata kunci: Gen Z, Skincare, Pengambilan Keputusan Pembelian, Consumer

Style Inventory, Perbedaan Gender
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DIFFERENCES IN PURCHASE DECISION-MAKING STYLES
FOR SKINCARE PRODUCTS BETWEEN MALE AND

FEMALE GEN Z CONSUMERS IN JABODETABEK
Sheila Daniska

ABSTRACT (English)

This study examines the differences in skincare purchase decision-making
between male and female Gen Z consumers in the Jabodetabek area. Using
the Consumer Style Inventory (CSI) framework, the research analyzes the
influence of quality, fashion, brand, and price consciousness, along with
confusion due to over choice, on purchase decisions. Data from 162
respondents were analyzed using Structural Equation Modeling-Partial Least
Squares (SEM-PLS). The results indicate that fashion consciousness, brand
consciousness, and price consciousness significantly influence purchase
decisions, while quality consciousness and confusion by over choice do not.
Gender moderates some relationships, with significant effects on quality
consciousness, brand consciousness, and confusion by over choice. These
findings provide valuable insights for skincare marketers, suggesting that
strategies should focus on consumer awareness rather than price sensitivity

or decision confusion.

Keywords: Gen Z, Skincare, Purchase Decision Making, Consumer Style

Inventory, Gender Differences
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