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ABSTRAK 

 

Penelitian dilaksanakan pada akun TikTok @avoskinbeauty, Penelitian ini bertujuan 

untuk mengetahui pengaruh Content Marketing, Influencer Marketing dan Online 

Customer Review terhadap keputusan pembelian produk skincare avoskin. Populasi 

dalam penelitian ini adalah seluruh followers TikTok @avoskinbeauty yang pada 17 

April 2023 sebanyak 549.800 pengikut, sedangkan sempel yang digunakan sebanyak 

130 responden. Teknik pengambilan sempel yang digunakan adalah Probability 

Sampling dengan Simpel Random Sampling yang artinya cara pengambilan sampel 

secara acak dengan benar-benar memberikan peluang yang sama. Berdasarkan hasil 

penelitian ini diketahui variabel Content Marketing, Influencer Marketing dan Online 

Customer Review berpengaruh secara simultan terhadap keputusan pembelian. 

Selanjutnya secara parsial Content Marketing tidak berpengaruh terhadap keputusan 

pembelian, Influencer Marketing berpengaruh terhadap keputusan pembelian dan 

Online Customer Review tidak berpengaruh terhadap keputusan pembelian produk 

skincare pada akun TikTok avoskin beauty. 

Kata Kunci : Content Marketing, Influencer Marketing, Online Customer Review 

  dan Keputusan Pembelian 
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ABSTRACK 

 

The research was conducted on the TikTok account @avoskinbeauty. This study aims to 

determine the effect of Content Marketing, Influencer Marketing and Online Customer 

Reviews on purchasing decisions for Avoskin skincare products. The population in this 

study were all TikTok @avoskinbeauty followers, who on April 17, 2023 had 549,800 

followers, while the sampel used was 130 respondents. The sampling technique used is 

Probability Sampling with Simple Random Sampling, which means a random sampling 

method that really gives the same opportunity. Based on the results of this study, it is 

known that Content Marketing, Influencer Marketing and Online Customer Review 

variabels simultaneously influence purchasing decisions. Furthermore, partially 

Content Marketing has no effect on purchasing decisions, Influencer Marketing has an 

effect on purchasing decisions and Online Customer Reviews have no effect on 

purchasing decisions for skincare products on the Avoskin Beauty TikTok account. 

Keyword : Content Marketing, Influencer Marketing, Online Customer Review 

  and Purchase Decision  
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