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ABSTRACT

This study examined how Generation Z consumers decide whether or not to buy skincare products
based on Marketing Content and Electronic Word-of-Mouth (e-WOM) on Instagram. The study was
conducted quantitatively, employing descriptive and verification research techniques. The study
employed analytical techniques such as multiple linear regression analysis to discover that, while e-
WOM had no influence on purchase decisions, marketing content had a moderate influence. However,
a simultaneous examination of marketing content and electronic word-of-mouth revealed a significant
influence on purchasing decisions. As a result, when viewing skincare products online, potential
customers' perceptions of content marketing and e-WOM would influence their decision-making
process, potentially leading to a purchase decision.
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INTRODUCTION

The emergence of the Internet allows
consumers to browse the web page to collect
product information that other consumers
provide and carry out knowledge sharing
according to their own experience and opinions
which forms Electronic Word-of-Mouth (e-
WOM) (Jalilvard et al., 2012). Social media
reviews of skincare products have the potential
to significantly boost their e-WOM marketing. E-
WOM is now recognized as an important factor
in customers' online purchasing decisions. It
refers to current, potential, or previous
customers' positive or negative comments and
evaluations of a specific product or business.

To satisfy and retain customers in the
globalization era, businesses must be more

creative and innovative, particularly in product
marketing. In this digital era, social media is one
of the tools or media that has a large influence on
the purchasing process, particularly among
young people. Social media platforms like
Whatsapp, Instagram, and Facebook are the most
widely used media for personal and business use
to optimize online marketing at a low cost
(Wahdiniwaty, 2022). Instagram is a popular
social media platform among Indonesians,
particularly Generation Z (Gen Z). The use of
Instagram as a channel for education and
activism by Gen Z is considered human behavior
during the period of innovative and creative
adolescence (Izzati, 2020). Furthermore, Gen Z
prefers to consume relatively short content with
appealing visuals, such as Instagram content.
Companies' marketing strategies are influenced
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by Gen Z's social media consumption patterns. To
make the strategy's objectives precise and
precisely on target, changes to the type of
marketing were required. Content marketing is
one of the strategies employed.

Many businesses, including those in the
skincare industry, are implementing content
marketing strategies on Instagram. Brands
understand this situation because they have a
keen sense of skincare. Skincare products are
actively involved in the creation of exciting video
content as well as the use of content to provide
product information. Consumer reviews of
skincare products uploaded to Instagram will
generate significant e-WOM for skincare
products. Word-of-mouth is a method of
communicating products or services that is
usually done face to face with a limited reach, but
as the era of word-of-mouth develops, a
paradigm shift occurs, allowing it to be done in
cyberspace with a broad enough scope, which is
known as e-WOM (Lestari De, 2021). E-WOM is
now a crucial consideration for consumers when
they make online purchases. Good comments
from Instagram users are valued highly,
especially by potential customers whom e-WOM
may influence skincare products. These valuable
comments call on businesses to constantly track
and stay current with trends, notably the
development of social media, by producing
engaging material that will positively influence
e-WOM and consumer purchasing decisions.
Most customers read online reviews before
purchasing (Rosario et al., 2016).

This study aims to look into how marketing
content and e-WOM influence social media
shopping decisions for skincare products. This
study aims to better understand the
characteristics of marketing content and e-WOM
on social media and how these factors influence
purchasing decisions separately and
concurrently. This research employs quantitative
methodology as well as descriptive and
verification techniques. One hundred Generation
Z respondents were polled for data collection,
which was then compiled.

LITERATURE REVIEW
Content marketing

Content marketing has been identified as part
of digital inbound marketing in the quest to
attract potential customers, retain existing ones,
and transform aspirational consumers into

advocates by developing various forms of
content that prospects consider valuable and will
use the created content in order to access a
website to learn more or come into contact with
a marketing offer (Opreana & Vinerean, 2015).
Content Marketing is defined as refers to the
processes of creating and delivering content (i.e.,
text messages, pictures, videos, animations) to
target customers in ways that add value and
engage them in relationships with the company
(Jarvinen & Taiminen, 2015). Content marketing
is considered a pull marketing strategy rather
than pushing, where it creates content that can
add more value to what a consumer is searching
(Liu & Huang, 2014). Publishing content by
communicating, providing information, words,
pictures, graphics, and others must be able to
provide an overview of the products and brands
being sold so consumers can pay attention and
retain existing customers. Content marketing is a
marketing strategy to distribute, plan, and create
exciting content to attract the target market and
encourage consumers to become a company's
customers (Limandono, 2017). Changes in
people's attitudes and behavior make companies
or marketers rethink the best and new strategies
that must be created in their business. Content
Marketing is an art of communicating with
customers or potential customers without
having to sell (Sudarsono, 2020). The indicators
used in this study for content marketing are
Relevance, Accuracy, Value, Easy to understand,
Easy to find, and Consistent.

Electronic word-of-mouth (e-WOM)

E-WOM is defined as the dynamic and ongoing
information  exchange process between
potential, actual, or former consumers regarding
a product, service, brand, or company, which is
available to many individuals and institutions via
the Internet (Ismagilova et al, 2017). Such
communication occurs between producers and
consumers, as well as between consumers
themselves. Consumers interact by talking about
products as a form of expression of thoughts and
in various forms of content created, product
reviews, and postings on social media. Before
shopping, consumers try to find information
shared by previous consumers on social media or
other Social Network Sites, such as blogs, forums,
or shopping reviews (Chu & Kim. 2018).
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Purchase decision

Purchasing decisions as the behavior shown by
consumers in searching, giving, using, and
evaluating, as well as spending on a product and
service expected to satisfy their needs
(Schiffman & Kanuk, 2013). Purchasing decisions
are consumer decisions regarding brand
preferences in a selection set (Santy, 2020).
Purchasing decision is defined as the process of
buying, and effective purchasing aims at
obtaining the suitable material in the right
quantities, with the right quality, from the right
resource, at the right time, and at the right price
(Vrat, 2014). Purchase decision involves a
sequence of choices a consumer makes before
making a purchase, which starts once they are
willing to fulfill a need (Hanaysha, 2018).
Consumers make purchasing decisions based on
the exchange of benefits and value they obtain
(Wang & Tsai, 2014). The indicators used for
decision-making are Product choice, Brand
choice, Time of purchase, and Number of
purchases.

The Relationship of Marketing Content to
Purchasing Decisions

Marketing Content and purchasing decisions
are linked (Yusuf et al., 2020). Online marketing
significantly impacts purchasing behavior
(Ugonna et al., 2017). Prasetya found that
content marketing influences purchasing
decisions (Prasetya et al., 2021).

H1: Marketing content on social media affects
purchasing decisions

The Relationship of e-WOM to Purchasing
Decisions

E-WOM has been shown to influence
consumer  decision-making  (Arif, 2021)
significantly. This finding is consistent with the
findings of Wiraandryana and Ardani, which
found that e-WOM significantly impacts
purchasing decisions (Wiraandryana & Ardani,
2021).

H2: E-WOM on social media affects Purchase
Decisions

The Relationship between Content Marketing
and E-WOM on Purchase Decisions

A study found that content marketing and e-
WOM influence purchase decisions (Fadhilah &
Saputra, 2021).

H3: There is an influence of Marketing Content
and e-WOM on social media on purchasing
decisions.

METHODOLOGY
We wused a Quantitative method with
descriptive and verification methods to

understand the impact of content marketing and
e-WOM on Instagram and their effect on the
purchase decision of skincare products on
Generation Z in Indonesia from April to June
2022. We wanted to describe how respondents
respond to Content Marketing and e-WOM
towards the Purchase Decision for skincare
products in Generation Z in Indonesia. The data
collection method was chosen to be a literature
review and field research using questionnaires.
The population in this study is Instagram
followers of a Scarlett Whitening skincare
product who meet the following criteria: born
between 1996 and 2010, aged 11 to 26 years old,
actively using Instagram, and have purchased
products/services after viewing Instagram
content. The sample size was decided using the
Slovin method; the result was n 96.65 - 100. The
Slovin method was used to determine the sample
size, which resulted in n 96.65 - 100. The authors
used a sample size of 100 respondents based on
the calculation

DISCUSSION

Based on age, it is known that the majority of
consumers aged 21-26 years, as many as 81% of
people, buy skincare products; this is because
they are active age on Instagram and need
properties in products that are relatively new
and good for appearance, and a lot of who
already have income and understand what is
required. The majority of respondents, up to 76%,
were female. The majority of respondents in this
study are women, since some Indonesian women
began using beauty products at a young age. The
majority of students are 61%. Students frequently
purchase this product based on the information
they have received, regardless of whether they
are working. The majority of expenses are IDR.
1,000,000 - IDR. 3,000,000 by 49%; this is
because the expenses incurred by employees are
quite high, ranging from living, eating, and
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transportation expenses to the cost of daily
needs, one of which is skincare.

Marketing Content for Generation Z
consumers of skincare products

The marketing Content variable belongs to a
relevant category. This category indicates that
marketing content for skincare product
consumers in Indonesia has been rated as good
due to the accuracy of the information available,
the information is related to existing problems,
the information being trusted for skin needs, the
language used in the content being easy to
understand, the content being adequately
channeled so that information is easy to find, and
consistency in uploading content on Instagram
social media.

Electronic Word-of-mouth (e-WOM) for
Generation Z consumers of skincare products

E-WOM falls into the sufficient category. This
category indicates that e-WOM among
Indonesian skincare product consumers is
sufficient in terms of intensity or frequency of
information on Instagram, Valance of opinion
regarding consumer opinions on Scarlett
Whitening products, and content regarding the
information on Instagram-related products to
Purchase Decisions. When brands use e-WOM as
a marketing strategy, the potential is great, and
the benefits are substantial because e-WOM
allows brands to communicate with their target
audience.

Purchasing Decisions for Generation Z
consumers of skincare products

The variable Purchasing Decision belongs to a
suitable category. This category indicates that
the purchase decision of skin care product
consumers in Indonesia has been said to be good
in terms of product choice because there are
reviews of exciting products, brand choices have
a variety of skincare choices, and the time of
purchase that makes consumers make purchases
when there is a discount, and quite a large
number of skincare product purchases in
Indonesia.

The authors use the analysis method of
multiple correlation coefficients and analysis of
the coefficient of determination to test the
research hypothesis. This method explains how
to analyze the impact of marketing content and

e-WOM on purchase decisions. Data and
information collected through statistics are
processed to test hypotheses.
Multiple Linear Regression Equation.
Y =4.699 + 0.457 X1 +0.011 X2
(1)
1.If the constant value is 4,699, zero (0), and
there is no change, then a Purchase Decision
with a value of 4,699 will still occur for
skincare products. Social media marketing
and lifestyle influence purchasing decisions
(Arif, 2021).
2.The Marketing Content variable's regression
coefficient on Purchase Decision is 0.457.
This means that for every unit decrease in
Marketing Content, there will be a 0.457-unit
increase in Marketing Content. Increased
Content Marketing activities may have an
impact on Purchase Decisions. Purchase
Decisions can increase or decrease, causing
the changes. As a result of this change, the
greater the Marketing Content, the greater
the Purchase Decision, and vice versa. The
previous discussion supported the findings
of this study by stating that content
marketing can generate interest and inform
customers while uncovering all values in
terms of consistency, quality, and relevance.
This is consistent with previous research
(Prasetya et al., 2021), which found that
marketing content influences purchasing
decisions.
3.The coefficient of regression for the e-WOM
variable with respect to Purchase Decisions
is 0.011, implying that for every unit increase
in e-WOM, Purchasing Decisions increase by
0.011 units. This suggests that an increase in
e-WOM can influence the Purchase Decision,
causing it to increase or decrease. It can be
deduced that increased e-WOM leads to
increased Purchase Decisions and vice versa.
These findings are consistent with previous
research showing that the availability of
intensity, valence of opinion, and content are
essential factors for Generation Z consumers
when making purchasing decisions.
According to a study conducted by Fadhillah
and Saputra (2021), e-WOM influences
purchasing decisions.

In this case, if the company can apply every
factor of Content Marketing and e-WOM owned
by the company, it will be able to improve
Purchase Decisions for consumers; however, if
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this does not happen, then Consumer Purchase
Decisions will remain stagnant with no changes
in its application. As a result, it is critical to use
these two variables, namely Marketing Content
and e-WOM.

Partial Correlation between Marketing
Content and Purchase Decisions

Content Marketing Correlation Coefficient with
Purchasing Decisions

Correlation result of 0.728 based on criteria
(0.60 - 0.799); there is a strong positive
correlation between Marketing Content and
Purchase Decision, which indicates that the
relationship is one-way. This implies that as the
company's marketing content implementation
increases, so does the strength of the relationship
between marketing content and purchase
decisions. According to the research findings and
testing, Marketing Content has a minor influence
on purchasing decisions (Fadhilah & Saputra,
2021).

Partial Correlation between e-WOM and
Purchase Decision

The correlation coefticient of e-WOM with
Purchasing Decisions

The obtained correlation value is 0.360, which
indicates a weak correlation level based on the
parameters of 0.20 to 0.399. e-WOM and
Purchase Decision have a positive relationship,
indicating a one-way relationship between the
two variables. Because of this weak association,
e-WOM cannot significantly influence consumer
purchase decisions. According to previous
research, the e-WOM variable has a negligible
influence on purchasing decisions. (Amin &
Yanti, 2021).

Simultaneous Correlation Coefficient Analysis
Simultaneous Correlation Coefficient

According to the findings, there is a strong
correlation between marketing content and e-
WOM and purchase decisions, with a correlation
coefficient of 0.728 based on a range of 0.60-
0.799. The positive correlation value shows that
the two components have a unidirectional
relationship. This means that more effective e-
WOM and marketing content can influence
purchase decisions. The study also discovered
that marketing content and e-WOM had an

impact on purchasing decisions at the same time
(Fadhilah & Saputra, 2021).

Partial Determination Coefficient Analysis

Determination Coefficient Value of Marketing
Content Variable on Purchasing Decisions

The Marketing Content variable shows 52.9% of
Marketing Content, with the remaining 47.1%
(100% - 52.9%) explained by another variable not
examined in this study. The contribution value of
52.9% is then included in the range of 50% -80%,
indicating that Marketing Content contributes
52.9% to Purchase Decisions and is therefore
considered high. Previous research supports this,
demonstrating  that  marketing  content
influences purchasing decisions. (Tricahyadinata
etal., 2021).

Determination Coefficient Value of e-WOM
Variable on Purchasing Decisions

The e-WOM variable contributes 12.9% to
Purchase Decisions, with the remaining 87.1
(100% - 12.9%) explained by another variable not
examined in this study. The 12.9% contribution
value is then included in the 5% - 16% range,
implying that e-WOM contributes 12.9% to
Purchase Decisions and can be described as low
but certain. This is consistent with previous
research indicating that e-WOM has no or
negligible influence on Nature Republic purchase
decisions. (Amin & Yanti, 2021).

Simultaneous Determination Coefficient
Analysis

Determination Coefficient Value of Marketing
Content Variables and e-WOM on Purchasing
Decisions

Marketing Content and e-WOM variables
contribute 53.0% to Purchase Decisions, with the
remaining 47% (100% - 53.0%) influenced by
Social Media Marketing and lifestyle (Arif, 2021).
The contribution value of 53.0% falls within the
50%-80% range, indicating that Marketing
Content and e-WOM contribute 53.0% to
Purchase Decisions and can be considered high.
Previous research has shown that Content
Marketing and e-WOM simultaneously affect
Purchase Decisions (Fadhillah & Saputra, 2021).

Hypothesis testing
Partial Hypothesis Test (T-Test).
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e The t count is 9,087, which exceeds the t table
of 1,290. Marketing Content has a significance
value of 0.000, less than 0.1; therefore, the t
count > t table, or 9,087 > 1,290. The total HO
is then rejected, while H1 is accepted. It
means that the Marketing Content variables
significantly influence the Purchase Decision
variable. Based on the multiple regression
analysis results in the table above, the
Correlation between the value of marketing
content and purchasing decisions can be
concluded using the t-test that the marketing
content variable has a partially positive and
significant effect on purchasing decisions.
Content Marketing influences Purchase
Decisions (Sudarsono et al., 2020)

» The t count is 0.262, less than the 1.290 in the
t table. e-WOM receives a significance value of
0.794, greater than 0.1; therefore, the t count
t table or 0.262 1.290 can be concluded. The
total HO is then accepted, while H1 is rejected.
It means the e-WOM variables do not
significantly affect the Purchasing Decision
variables. The e-WOM variable has no partial
effect and is insignificant in Purchasing
Decisions (Amin & Yanti, 2021). Based on the
multiple regression analysis results in the
table above, the Correlation between the
value of e-WOM and the Purchase Decision
can be concluded using the t-test that the
variable e-WOM partially has no effect and is
not significant on the Purchase Decision. The
e-WOM variable has no partial effect and is
not significant in Purchasing Decisions (Amin
& Yanti, 2021)

Simultaneous Hypothesis Testing (F-Test).

This study found a link between Content
Marketing and e-WOM on Purchase Decisions
(Fadhillah & Saputra, 2021). Concurrently,
evidence suggests that Content Marketing and e-
WOM impact Purchase Decisions.

CONCLUSION AND RECOMMENDATION

This study concludes that marketing content
for Generation Z consumers of skincare products
in Indonesia is generally good, Electronic Word-
of-mouth (e-WOM) for Generation Z consumers
of skincare products in Indonesia is generally
sufficient, Purchasing Decisions for Generation Z
consumers of skincare products in Indonesia.
Indonesia, as a whole, is quite good. Based on the
partial testing results, the Marketing Content

variable has a noteworthy and constructive
impact on Purchase Decisions. In contrast, the e-
WOM variable has no effect and is insignificant
in influencing Purchase Decisions. Moreover, the
authors' simultaneous tests revealed a
meaningful and moderate connection between
the variables of Content Marketing and e-WOM
on Purchase Decisions. However, it is essential to
note that other variables not considered in this
study may also influence Purchase Decisions.
Marketing specialists can use other analytical
methods or consider external variables for
further research. Research can also be conducted
with broader area coverage and a more
significant number of respondents.
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