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MUDA GLAD2GLOW DI APLIKASI TIKTOK
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ABSTRAK

Pertumbuhan industri kecantikan di Indonesia, terutama di kalangan Gen Z,
mengubah cara konsumen mencari informasi sebelum membeli skincare. Media
sosial seperti TikTok menjadi sumber utama untuk menemukan konten autentik,
sehingga User Generated Content (UGC) berperan penting dalam membentuk
persepsi dan keputusan pembelian. Namun, tidak semua merek mampu
memaksimalkan  potensi UGC untuk meningkatkan engagement maupun
mendorong purchase intention. Selain itu, pemahaman empiris mengenali
bagaimana overall value of UGC memengaruhi attitude towards UGC, UGC
adoption, dan purchase intention dalam konteks skincare masih terbatas.
Glad2Glow sebagai merek lokal menghadapi tantangan serupa karena engagement
rate belum optimal meskipun UGC yang muncul cukup tinggi. Penelitian ini
bertujuan menganalisis peran Overall Value of UGC, Attitude Towards UGC,
dan UGC Adoption terhadap Purchase Intention pada konsumen muda Glad2Glow
di TikTok. Metode yang digunakan adalah deskriptif kuantitatif dengan teknik non-
probability sampling. Sebanyak 172 responden Gen Z yang pernah melihat UGC
Glad2Glow namun belum membeli produknya berpartisipasi dalam penelitian ini.
Data dianalisis menggunakan SmartPLS 4 dengan pendekatan Theory of
Consumption Values (TCV) dan Stimulus—Organism—Response (SOR). Hasil
penelitian menunjukkan bahwa Overall Value of UGC berpengaruh positif
signifikan terhadap Attitude Towards UGC, UGC Adoption, dan Purchase
Intention. Namun, Attitude Towards UGC dan UGC Adoption tidak terbukti
berpengaruh signifikan terhadap Purchase Intention. Temuan ini menegaskan
bahwa peningkatan functional value, social value, dan emotional value dalam UGC
menjadi faktor utama yang dapat memperkuat engagement serta mendukung
potensi terbentuknya niat beli konsumen muda. Oleh karena itu, brand perlu
meningkatkan kualitas dan relevansi UGC untuk memaksimalkan efektivitas
pemasaran digital.

Kata kunci: Overall Value of UGC, Attitude Towards UGC, UGC Adoption,
Purchase Intentinon, Tiktok
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CONTENT), UGC ADOPTION, DAN ATTITUDE TOWARDS UGC PADA
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ABSTRACT

The growth of Indonesia’s beauty industry, especially among Gen Z, has shifted
how consumers seek information before purchasing skincare products. TikTok has
become a key platform for authentic content, making User Generated Content
important in shaping perceptions and purchase decisions. However, many brands
still struggle to maximize UGC to increase engagement or strengthen purchase
intention. Empirical understanding of how the overall value of UGC affects attitude
towards UGC, UGC adoption, and purchase intention in the skincare context also
remains limited. Glad2Glow faces a similar challenge, as its engagement rate is
not yet optimal despite the high exposure of UGC on TikTok. This study aims to
analyze the role of Overall Value of UGC, Attitude Towards UGC, and UGC
Adoption on Purchase Intention among young Glad2Glow consumers. The
research uses a quantitative descriptive method with non-probability sampling. A
total of 172 Gen Z respondents who had seen Glad2Glow’s UGC but had not
purchased its products participated in this study. Data were analyzed using
SmartPLS 4 with the Theory of Consumption Values and Stimulus—Organism-—
Response as the theoretical foundation. The findings show that the Overall Value
of UGC significantly influences Attitude Towards UGC, UGC Adoption, and
Purchase Intention. However, Attitude Towards UGC and UGC Adoption do not
significantly affect Purchase Intention. These results indicate that enhancing the
functional, social, and emotional value within UGC is essential for increasing
engagement and supporting the potential formation of purchase intention.
Therefore, brands need to optimize the quality and relevance of UGC to improve
digital marketing effectiveness.

Keywords: Overall Value of UGC, Attitude Towards UGC, UGC Adoption,
Purchase Intentinon, Tiktok
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