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INTISARI 

Perkembangan pemasaran digital berbasis media sosial, khususnya TikTok, telah 
mengubah cara merek membangun komunikasi dan memengaruhi perilaku 
konsumen Generasi Z. Platform ini tidak hanya berfungsi sebagai media hiburan, 
tetapi juga sebagai sumber informasi, rekomendasi, dan referensi pembelian, 
termasuk pada produk perawatan kulit pria. Penelitian ini bertujuan untuk 
menganalisis pengaruh strategi pemasaran digital di TikTok yang meliputi 
kredibilitas dan daya tarik influencer selebriti, ulasan pelanggan secara online, serta 
karakteristik media sosial terhadap sikap konsumen, serta implikasinya terhadap 
loyalitas merek, kesadaran merek, electronic word of mouth (eWOM), dan niat beli 
produk Kahf pada Generasi Z. Penelitian ini menggunakan pendekatan kuantitatif 
eksplanatori dengan metode survei melalui kuesioner daring. Data dikumpulkan 
dari 346 responden Generasi Z di Indonesia yang aktif menggunakan TikTok dan 
pernah terpapar konten produk Kahf, dengan teknik purposive sampling. Analisis 
data dilakukan menggunakan Structural Equation Modeling–Partial Least Squares 
(SEM-PLS). Hasil penelitian menunjukkan bahwa kredibilitas influencer, ulasan 
pelanggan secara online, dan media sosial berpengaruh signifikan terhadap sikap 
konsumen, sedangkan daya tarik influencer tidak terbukti berpengaruh signifikan 
terhadap sikap konsumen. Selanjutnya, sikap konsumen terbukti berpengaruh 
signifikan terhadap loyalitas merek dan electronic word of mouth (eWOM), serta 
secara tidak langsung memengaruhi niat beli. Namun, kesadaran merek tidak 
terbukti berpengaruh signifikan terhadap niat beli. Temuan ini memberikan 
kontribusi empiris dalam pengembangan kajian perilaku konsumen digital, 
khususnya pada konteks produk perawatan kulit pria, serta menjadi dasar bagi 
praktisi pemasaran dalam merancang strategi komunikasi merek berbasis media 
sosial yang lebih menekankan aspek kredibilitas sumber dan kualitas informasi 
dibandingkan daya tarik visual semata. 

Kata kunci: Sikap, Loyalitas Merek, Kesadaran Merek, eWOM, Niat Beli. 
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ABSTRACT 

The development of social media based digital marketing, particularly TikTok, has 
transformed the way brands build communication and influence the behavior of 
Generation Z consumers. This platform not only functions as a medium for 
entertainment but also as a source of information, recommendations, and purchase 
references, including for men’s skincare products. This study aims to analyze the 
influence of digital marketing strategies on TikTok, which include celebrity 
influencer credibility and attractiveness, online customer reviews, and social media 
characteristics on consumer attitudes, as well as their implications for brand 
loyalty, brand awareness, electronic word of mouth (eWOM), and purchase 
intention toward Kahf products among Generation Z. This study employs a 
quantitative explanatory approach using a survey method through online 
questionnaires. Data were collected from 346 Generation Z respondents in 
Indonesia who actively use TikTok and have been exposed to Kahf product content, 
using purposive sampling techniques. Data analysis was conducted using 
Structural Equation Modeling–Partial Least Squares (SEM-PLS). The results show 
that influencer credibility, online customer reviews, and social media have a 
significant effect on consumer attitudes, while influencer attractiveness is not 
proven to have a significant effect on consumer attitudes. Furthermore, consumer 
attitudes are proven to have a significant effect on brand loyalty and electronic 
word of mouth (eWOM), and indirectly influence purchase intention. However, 
brand awareness is not proven to have a significant effect on purchase intention. 
These findings provide an empirical contribution to the development of digital 
consumer behavior studies, particularly in the context of men’s skincare products, 
and serve as a basis for marketing practitioners in designing social media based 
brand communication strategies that emphasize source credibility and information 
quality rather than visual attractiveness alone. 

Keywords: Attitude, Brand Loyalty, Brand Awareness, eWOM, Purchase Intention. 


