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Abstract

The rapid growth of social media has changed consumer behavior in searching for
information and making purchasing decisions. TikTok has become one of the most
popular platforms for product promotion through influencer marketing and online
customer reviews. This study aims to analyze the influence of Influencer Marketing and
Online Customer Reviews on the Purchase Decisions of Facetology Sunscreen products
among TikTok users. This research employs a quantitative approach using a survey
method. Data were collected through questionnaires distributed to TikTok users who were
familiar with Facetology Sunscreen products. The data were analyzed using Path
Analysis to examine the direct and simultaneous effects of Influencer Marketing and
Online Customer Reviews on Purchase Decisions. The study provides empirical evidence
regarding the role of influencer marketing and online customer reviews in shaping
consumer purchase decisions. The findings are expected to contribute to the
development of digital marketing strategies, particularly for skincare brands that utilize
social media platforms to increase consumer engagement and purchasing behavior.

Keywords: Influencer Marketing, Online Customer Review, Purchase Decision,
TikTok, Facetology Sunscreen.

INTRODUCTION
The beauty industry in Indonesia has experienced significant growth, particularly
in the skincare sector, driven by increasing public awareness of skin health and changing
2601
IJEBIR, Volume 05 Issue 04,2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

lifestyle trends (Nawiyah et al., 2023). Among skincare products, sunscreen has become
one of the fastest-growing categories due to its important role in protecting the skin from
ultraviolet (UV) radiation, especially in tropical countries such as Indonesia (Sulistiyowati
et al., 2022). Recent market data indicate that sunscreen products recorded the highest
growth among beauty and personal care categories during 2023—-2025, reflecting the
increasing demand for skin protection products.

The development of digital technology and social media has also transformed
consumer purchasing behavior. Social media platforms are no longer used solely for
communication and entertainment but have become important channels for product
promotion and online transactions (Nur Zahra et al., 2023). One of the most influential
platforms is TikTok, which integrates entertainment content with e-commerce features
through TikTok Shop, enabling users to discover and purchase products within a single
application (Rahmat et al., 2024). Indonesia currently has the largest number of TikTok
users globally, highlighting the platform's strong influence on consumer purchasing
decisions.

In the context of social commerce, purchase decisions are influenced not only by
product quality but also by digital marketing factors such as influencer marketing and
online customer reviews. Influencers who possess credibility, expertise, and
attractiveness can build consumer trust and encourage purchase decisions (Irrawati et
al., 2025; Rumopa et al., 2026). Likewise, online customer reviews provide valuable
information regarding product quality and user experiences, helping consumers reduce
uncertainty before making a purchase (Putri et al., 2025; Andini & Wirsa, 2026). However,
previous studies have reported inconsistent findings regarding the influence of online
customer reviews on purchase decisions (Kamila & Pratita, 2026; Zakiyah & Hariyasih,
2023).

One sunscreen brand that actively utilizes TikTok Shop as a marketing channel is
Facetology Sunscreen. The brand has successfully become one of the best-selling
sunscreen products in Indonesia, demonstrating the effectiveness of digital marketing
strategies in attracting consumers. Nevertheless, consumer purchasing decisions may
still be influenced by their perceptions of influencer credibility and the reliability of online
reviews.

To obtain preliminary insights, a pre-survey involving 30 TikTok users was
conducted. The results indicate that respondents generally showed moderate perceptions
regarding purchase decisions, influencer marketing, and online customer reviews,
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suggesting that consumers still have some doubts regarding influencer recommendations
and review credibility.

Table 1. Pre-Survey Results
STS | TS |CS |S SS | Skors
(%) | (%) | (%) | (%) | (%) |Average
Purchase Purchased Facetology | 3.3 |26.7 | 50.0 [20.0 | 0.0 |2,8
Decision Sunscreen because of
influencer
recommendations
Prefer Facetology over | 3.3 |30.0 |46.7 |20.0 | 0.0 |2,83
competing brands
Willing to repurchase | 6.7 |16.7 |43.3 |30.0|3.3 | 3,06
the product
Influencer | Interested in Facetology | 0.0 | 6.7 |30.0 {50.0 | 13.3 | 3,7
Marketing | because it was
recommended by
TikTok influencers
Influencers increase | 6.7 |20.0 |36.7 | 36.7 |0.0 |3,0
trust in  Facetology

Variable Statement

products
Influencers promoting | 3.3 | 16.7 | 40.0 | 33.3 | 6.7 | 3,2
the product are
attractive and
convincing
Online Read other consumers' | 3.3 | 13.3 | 36.7 | 26.7 | 20.0 | 3,4
Customer | reviews before
Reviews purchasing

Reviews help identify | 6.7 |6.7 |36.7 |33.316.7 |3,4
product strengths and
weaknesses

Read reviews before |6.7 |6.7 |40.0 |36.710.0 | 3,3
making a purchase
decision

Source: Pre-survey data processed by the researcher (2026).
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The pre-survey findings suggest that although consumers tend to have positive
perceptions of Facetology Sunscreen, their confidence in making purchase decisions is
not yet fully established. Therefore, further research is needed to examine the influence
of Influencer Marketing and Online Customer Reviews on Purchase Decisions for
Facetology Sunscreen among TikTok users.

RESEARCH METHOD

This study employed a quantitative research approach with a survey design to
examine the influence of Influencer Marketing and Online Customer Reviews on the
Purchase Decisions of Facetology Sunscreen products among TikTok users. A
quantitative approach was selected because it enables the measurement and analysis of
relationships among variables objectively through statistical techniques.

The target population consisted of TikTok users who were familiar with Facetology
Sunscreen and had been exposed to promotional content, influencer endorsements, or
customer reviews related to the product. The sample was determined using a purposive
sampling technique, in which respondents were selected based on specific criteria,
namely active TikTok users who had knowledge of Facetology Sunscreen products. Data
were collected through an online questionnaire distributed using Google Forms.

The study involved two independent variables, namely Influencer Marketing (X;)
and Online Customer Reviews (X,), and one dependent variable, Purchase Decision (Y).
Influencer Marketing was measured through indicators of attractiveness, expertise, and
credibility, while Online Customer Reviews were measured through review quality,
usefulness, and credibility. Purchase Decision was assessed through indicators related
to product selection, purchase intention, and repurchase intention. All measurement items
were evaluated using a five-point Likert scale ranging from strongly disagree (1) to
strongly agree (5).

Data analysis was conducted using IBM SPSS Statistics Version 25. Descriptive
analysis was used to describe respondents’ perceptions of each variable. Prior to
hypothesis testing, validity, reliability, and classical assumption tests were performed to
ensure the quality of the research instrument and data. Furthermore, multiple linear
regression analysis was applied to examine the partial and simultaneous effects of
Influencer Marketing and Online Customer Reviews on Purchase Decisions. The
hypotheses were tested using t-tests and F-tests at a significance level of 0.05, while the
coefficient of determination (R?*) was used to evaluate the explanatory power of the
proposed model.
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RESULTS AND DISCUSSION
Validity Test Results
Table 2. Validity Test Results

Variable Number of | Range of r- r-table
Items count Result
Influencer Marketing (X;) 12 0.294 - 0.709 0.196 Valid
8("')'”6 Customer Review 8 0.298 — 0.690 0.196 |  Valid
2
Purchase Decision (Y) 10 0.483 - 0.708 0.196 Valid

Source: Processed Data (2026).

As presented in Table 2, all questionnaire items for the Influencer Marketing,
Online Customer Review, and Purchase Decision variables have corrected item-total
correlation values exceeding the r-table value of 0.196. Therefore, all measurement items
are considered valid and suitable for further statistical analysis.

Reliability Test Results
Table 3. Reliability Test Results

Variable Cronbach's Alpha | Threshold Result
Influencer Marketing (X;) 0.733 0.600 Reliable
Online Customer Review (X;) 0.671 0.600 Reliable
Purchase Decision (Y) 0.811 0.600 Reliable

Source: Processed Data (2026).

As shown in Table 3, all variables have Cronbach's Alpha values greater than the
minimum threshold of 0.60. Influencer Marketing obtained a reliability coefficient of 0.733,
Online Customer Review obtained 0.671, and Purchase Decision obtained 0.811.
Therefore, all research variables are considered reliable and suitable for further analysis.
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Normality Test
Table 4 Results of the Normality Test
One-Sample Kolmogorov-Smirnov Test
Unstandardized Residual

N 100
Normal Parameters Mean .0000000

Std.
Deviation 247.682.726
Most Extreme Absolute .063
Differences Positive .040
Negative -.063
Test Statistic .063
Asymp. Sig (2-Tailed) 200¢4

A.Test Distribution Is Normal

B. Calculated From Data

C. Lilliefors Significance Correction

D. This Is A Lower Bound Of The True Significance
Source: SPSS Output (2026).

Based on Table X, the Asymp. Sig. (2-tailed) value is 0.200, which is greater than
the significance level of 0.05. Therefore, the residual data are normally distributed. This
result indicates that the normality assumption has been satisfied, allowing the data to be
further analyzed using Path Analysis.

Descriptive Analysis

Samgzat thdak

[idak baik Cukup baik Baik Sangat baik

100 1 80 260 140 420 v 20

4.50
Figure 1 Descriptive Analysis of Influencer Marketing (X,)
Source: Processed Data (2026).
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The results show that the Influencer Marketing variable obtained a mean score of
4.86, which falls within the “Very Good” category. This finding indicates that respondents
generally perceive influencers promoting Facetology Sunscreen as attractive, credible,
and knowledgeable. Therefore, influencer marketing is considered highly effective in
attracting consumer attention and enhancing trust toward the product.

Sangat tidak
Tidak baik

L]

1,00 1,80 2.60 340 ¥ 4.20 5.00

Cukup baik Balk Sangat balk

baik

Figure 2 Descriptive Analysis of Onlinre_ Customer Review (X3)
Source: Processed Data (2026).

The Online Customer Review variable achieved a mean score of 3.67, which is
classified as “Good.” This result suggests that respondents tend to perceive customer
reviews as useful and trustworthy sources of information when evaluating Facetology
Sunscreen products. Online reviews assist consumers in understanding product quality
and reducing uncertainty before making a purchase decision.

Sangst tidak
Ticlak balk Cukup baik Baik Sangt baik

balk

4
1.00 1 .80 Al 140 + 120 500

Figure 3 Descriptive Analysis of Purchase Decision (Y)
Source: Processed Data (2026).

The Purchase Decision variable obtained a mean score of 3.58, which is
categorized as “Good.” This indicates that respondents generally have a positive
tendency toward purchasing Facetology Sunscreen products. Consumers demonstrate a
relatively favorable level of confidence in selecting, purchasing, and repurchasing the
product, although the score suggests there is still room for improvement.
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Verification Analysis Results
Correlation Analysis
Table 5. Correlation Analysis Results

Variable X1 X, Y

Influencer Marketing (X;) 1.000 0.450** 0.481**

Online Customer Review (X,) 0.450** 1.000 0.796**

Purchase Decision (Y) 0.481* 0.796** 1.000
Note: p < 0.01

Source: Processed Data (2026).

Based on Table 5, Influencer Marketing has a positive correlation with Purchase
Decision (r = 0.481, p < 0.001), indicating a moderate relationship. Online Customer
Review demonstrates a strong positive relationship with Purchase Decision (r = 0.796, p
< 0.001). In addition, Influencer Marketing and Online Customer Review are positively
correlated (r = 0.450, p < 0.001), indicating that the two independent variables are
associated with one another.

Path Analysis
Table 6 Path Coefficient Results

Variable Beta t-value Sig.
Influencer Marketing (X;) 0.454 8.237 0.000
Online Customer Review (X;) 0.547 9.942 0.000

Dependent Variable: Purchase Decision (Y)
Source: Processed Data (2026).

The results indicate that both independent variables significantly influence
Purchase Decision. Influencer Marketing has a standardized coefficient (B) of 0.454 (p <
0.001), while Online Customer Review has a standardized coefficient (8) of 0.547 (p <
0.001). The findings show that Online Customer Review exerts a stronger influence on
Purchase Decision than Influencer Marketing.

Coefficient of Determination
Table 7 Coefficient of Determination

R R Square Adjusted R Square Std. Error
0.915 0.836 0.833 3.333
Source: Processed Data (2026).
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As shown in Table 7, the coefficient of determination (R?) is 0.836. This indicates
that Influencer Marketing and Online Customer Review jointly explain 83.6% of the
variance in Purchase Decision. The remaining 16.4% is explained by other factors outside
the scope of this study.

Direct and Indirect Effects
Table 8 Direct and Indirect Effects on Purchase Decision

Variable Direct Effect | Indirect Effect | Total Effect
(%) (%) (%)
Influencer Marketing (X;) 20.61 11.17 31.78
Online Customer Review 29.92 11.17 41.09
(X2)
Total 50.53 22.34 72.87

Source: Processed Data (2026).

Table 8 shows that Online Customer Review contributes the largest total effect on
Purchase Decision, accounting for 41.09%, compared to Influencer Marketing at 31.78%.
Overall, both variables contribute 72.87% to Purchase Decision, indicating that consumer
purchasing decisions for Facetology Sunscreen are strongly influenced by digital
marketing activities, particularly customer reviews and influencer promotions.

Influencer Marketing
0.454
’ 0,164
(X1)
0.450 Keputusan
Pembelian
Online Customer
—
Review (X2) 0,547

Figure 4 Path Analysis Model of Influencer Marketing and Online Customer
Review on Purchase Decision
Source: Processed Data (2026).
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DISCUSSION

The findings indicate that Influencer Marketing has a positive and significant effect
on Purchase Decision among TikTok users. The path coefficient value (B = 0.454)
demonstrates that influencer marketing contributes substantially to consumers’
purchasing decisions regarding Facetology Sunscreen. This result suggests that
influencers play an important role in attracting consumer attention, building trust, and
increasing confidence in the promoted products. Consumers tend to rely on influencers
who are perceived as attractive, credible, and knowledgeable when evaluating skincare
products. These findings support the study of Irrawati et al. (2025), which found that
influencer credibility and attractiveness positively influence consumers’ purchase
intentions. Similarly, Rumopa et al. (2026) argued that influencers are capable of shaping
consumer perceptions and encouraging purchasing behavior through creative and
persuasive content on social media platforms.

The results also reveal that Online Customer Review has a positive and significant
effect on Purchase Decision, with a higher path coefficient (3 = 0.547) than Influencer
Marketing. This finding indicates that online customer reviews exert a stronger influence
on consumers’ purchasing decisions. Before purchasing skincare products, consumers
generally seek information from previous buyers regarding product quality, effectiveness,
advantages, and potential drawbacks. Reviews are perceived as more objective because
they reflect actual user experiences. Consequently, positive and credible reviews can
reduce perceived risk and strengthen consumer confidence in making purchase
decisions. This finding is consistent with previous studies conducted by Putri et al. (2025),
Andini and Wirsa (2026), and Ananda et al. (2025), which concluded that online customer
reviews serve as an important source of information that significantly influences consumer
purchasing behavior.

The stronger effect of Online Customer Review compared to Influencer Marketing
suggests that consumers tend to place greater trust in information provided by fellow
users than in promotional messages delivered by influencers. This is particularly relevant
in the skincare industry, where consumers are highly concerned about product suitability,
effectiveness, and safety. As a result, authentic experiences shared by other consumers
become a critical consideration before making a purchase.

Furthermore, the coefficient of determination (R? = 0.836) indicates that Influencer
Marketing and Online Customer Review jointly explain 83.6% of the variation in Purchase
Decision. This demonstrates that both variables are highly relevant in influencing
consumer purchasing behavior on TikTok. The remaining 16.4% may be explained by
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other factors not examined in this study, such as brand image, product quality, price
perception, electronic word-of-mouth, consumer trust, and personal preferences.

Overall, the findings confirm that digital marketing strategies implemented through
influencer marketing and online customer reviews play an important role in shaping
consumer purchase decisions for Facetology Sunscreen products. Therefore, companies
should not only collaborate with credible influencers but also encourage positive customer
reviews and maintain product quality to enhance consumer trust and purchasing
behavior. This study contributes to the growing literature on social commerce by providing
empirical evidence of the importance of influencer marketing and online customer reviews
in influencing purchase decisions among TikTok users.

Managerial Implications

The results of this study provide several managerial implications for skincare
companies, particularly Facetology. First, companies should collaborate with influencers
who possess high credibility, expertise, and strong engagement with their audiences.
Second, businesses should actively encourage customers to share honest product
reviews and testimonials on TikTok and e-commerce platforms. Third, maintaining
product quality and customer satisfaction is essential to generate positive reviews that
can strengthen consumer trust. By optimizing both influencer marketing and online
customer reviews, companies can improve their marketing effectiveness and increase
consumer purchase decisions in the competitive skincare market.

CONCLUSION

This study concludes that Influencer Marketing and Online Customer Reviews
have positive and significant effects on the Purchase Decisions of Facetology Sunscreen
products among TikTok users. The findings indicate that credible and attractive
influencers can encourage consumers to purchase products, while online customer
reviews have a stronger influence because consumers rely heavily on the experiences
and opinions of other users before making purchasing decisions. Simultaneously, both
variables significantly affect purchase decisions and explain 83.6% of the variation in
consumer purchasing behavior. These results suggest that skincare companies,
particularly Facetology, should optimize collaborations with credible influencers and
encourage positive customer reviews to strengthen consumer trust and increase
purchase decisions. Future studies are recommended to incorporate additional variables,
such as brand image, product quality, consumer trust, and electronic word-of-mouth, to
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provide a more comprehensive understanding of consumer purchasing behavior in digital
environments.

REFERENCES

Philip Kotler & Kevin Lane Keller. (2021). Marketing Management. Pearson Education.

Satriadi, S., Marlena, N., & Hidayat, R. (2021). Manajemen pemasaran. Yogyakarta:
Samudra Biru.

Sugiyono. (2020). Metode Penelitian Kuantitatif, Kualitatif Dan R&D. Alfabeta. Bandung.

Supomo, R., & Eti Nurhayati. (2018). Manajemen sumber daya manusia untuk
mahasiswa dan umum. Bandung: Yrama Widya.

Sundari, S., & Hanafi, M. (2023). Manajemen pemasaran. Yogyakarta: Deepublish.

Adiani, C. |, Parasari, N. S. M., Paramita, P. A. T., & Yunita, P. I. (2025). Peran Infuencer
marketing dan E-WOM terhadap Keputusan Pembelian Produk Orlenalycious di
Denpasar dengan Brand Trust sebagai Variabel Mediasi. Journal of Artificial
Intelligence and Digital Business (RIGGS).

Alvarizi, M., & Purnamasari, D. (2023). Pengaruh Online customer review terhadap
keputusan pembelian konsumen pada platform e-commerce . Jurnal Manajemen
dan Bisnis Digital, 3(1), 44-53.

Amelia, A.M., Hariasih, M., & Indayani, L. (2025). Pengaruh Infuencer marketing, Online
customer review , dan Brand Image Terhadap Keputusan Pembelian Produk
Scarlett Whitening di Shopee. Jurnal Teknologi dan Manajemen Industri Terapan
(JTMIT) Vol. 4, No. 4. .

Ananda, M. F., Furgoni, M. A.A., Yusa, V.D. (2025). Pengaruh On Line Customer Review
dan Content Marketing Terhadap Keputusan Pembelian pada Produk Skincare
HALLOCA di Tiktok Shop. Seminar Nasional Hasil Penelitian dan Pengabdian
Masyarakat 2025 Institut Informatika dan Bisnis Darmajaya 185-193.

Ar Kacio Maharani, A.K., Musnaini, & Siregar, A.P.(2025). The Influence of Infuencer
marketing and Online customer review s on Purchase Decisions for Skintific
Products in the E-commerce TikTok Shop. Journal of Business Studies and
Management Review (JBSMR) Vol.9 No.1 December 2025 P-ISSN: 2597-369X E-
ISSN: 2597-6265.

Astuti, R., Pramudya, A., &Lestari, D. (2023). Pengaruh Online customer review terhadap
keputusan pembelian konsumen pada platform e-commerce . Jurnal Manajemen
dan Bisnis, 4(2), 95-107.

2612
IJEBIR, Volume 05 Issue 04,2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Athaya, A., & Irwansyah, |. (2021). Peran Infuencer marketing dalam meningkatkan
keputusan pembelian konsumen melalui media social. Jurnal Komunikasi dan
Media Digital, 9(2), 115-126.

Baronah, S., Putri, A., & Ramadhani, F. (2023). Pengaruh Infuencer marketing terhadap
keputusan pembelian konsumen pada media social TikTok. Jurnal Manajemen
dan Bisnis Digital, 3(2), 120-132.

Cesariana, C., Juliansyah, F., & Fitriyani, R. (2022). Model keputusan pembelian melalui
kepuasan konsumen pada marketplace. Jurnal Manajemen dan Bisnis, 5(1), 12-
24,

Deni, R. S., Jati, L. J., Assa’ady, M. C. U., Anggriani, R., & Wardi, P. A. (2025). Keputusan
pembelian melalui fitur belanja TikTok Shop: Perspektif pengalaman pengguna
dan live shopping. J-CEKI: Jurnal Cendekia limiah, 4(4).

Elanda, R. (2024). Pengaruh perkembangan media social terhadap efektivitas Infuencer
marketing dalam pemasaran digital. Jurnal Ekonomi Digital dan Bisnis. 4(1), 55-
67.

Fatimah, A.l,, Nurlenawati, N. & Triadinda, D.(2025) “Pengaruh Citra Merek dan
Infuencer marketing Terhadap Keputusan Pembelian Pada Produk Glad2glow di
Tiktok”  JEMSI (Jurnal Ekonomi, Manajemen, dan  Akuntansi):
https://journal.lembagakita.org/index.php/iemsi . Vol 11 (3) Juni 2025 | PP. 1649-
1658 https://doi.org/10.35870/jemsi.v11i3.4187

Hafidh, M., & Medyawati, H. (2023). Pengaruh Infuencer marketing dan Online customer
review terhadap minat beli konsumen. Jurnal Manajemen dan Pemasaran, 4(2),
110-121.

Irrawati, M. D., & Isa, M. (2025). Pengaruh Infuencer marketing dan Live Streaming
terhadap Perilaku Pembelian Skintific di TikTok Shop dengan Niat Pembelian
sebagai Variabel Mediasi.

Jannah, M., & Mufidah, N. (2023). Manajemen Rekrutmen Dan Seleksi Guru Bahasa
Arab Di Pondok Tahfidz Putri Darul Mubarak Curup (Dmc). Jurnal Manajemen
Dewantara Vol 7 No 1 (2023): 52 - 59 http://jurnal.ustjogja.ac.id.

Kamila, C.R., Pratita, M.P. (2026), “Pengaruh Infuencer marketing, Online customer
review dan persepsi harga terhadap keputusan pembelian produk wardah di
shopee (studi pada mahasiswa feb unisri)” Jurnal llImiah Manajemen Dan Bisnis
P-ISSN 2620-9551 E-ISSN 2622-1616 JAMBURA: Vol 8. No 3. Januari 2026
Website Jurnal: http://ejurnal.ung.ac.id/index.php/JIMB

2613
IJEBIR, Volume 05 Issue 04,2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/
http://jurnal.ustjogja.ac.id/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Karinda, R. M., Ariandi, F. (2024), Pengaruh Infuencer, dan Online customer review
Terhadap Keputusan Pembelian Pada Produk Skincare Skintific Di Tiktok. Journal
of Information System, Applied, Management, Accounting and Research.
http://journal.stmikjayakarta.ac.id/index.php/jisamar (JISAMAR), 8(4), 815-823.
https://doi.org/10.52362/jisamar.v8i4.1630

Kartikasari, D., & Rusdiyanto, R. (2025). Pemgaruh Online customer review terhadap
keputusan pembelian konsumen pada marketplace. Jurnal Ekonomi dan Bisnis
Digital, 5(1), 73-84.

Nawiyah, N., Kaemong, R. C., llham, M. A., & Muhammad, F. (2023). Penyebab
pengaruhnya pertumbuhan pasar Indonesia terhadap produk skincare local pada
tahun 2022. ARMADA: Jurnal Penelitian Multidisiplin, 1(12), 1390-1396.
https://doi.org/10.55681/armada.vli12.1060.

Nur Zahra, M.A., Wulandari, W., Widya, Y.A.C., (2023). Tiktok sebagai media sosial
populer untuk komunikasi bisnis. JOURNAL SYNTAX IDEA p—ISSN: 2723-4339
e-ISSN: 2548-1398 Vol. 5, No. 10, Oktober 2023

Purwanto, A., & Mandasari, N. (2025). Pengaruh Infuencer marketing dan Online
customer review terhadap keputusan pembelian pada marketplace. Jurnal
Manajemen Bisnis, 6(1), 55-67.

Puspitasari, D., Rahmawati, L., & Siregar, A. (2025). Pengaruh Infuencer marketing dan
Online customer review terhadap minat beli konsumen pada media sosial. Jurnal
llImu Ekonomi dan Bisnis, 5(1), 75-88.

Putri, P., Oktavianti, S., Haqiqi, T. M., Noprian, N., Rahmania, V., & Berlian, S. (2025).
The impact of social media marketing (TikTok) and online customer review s on
product skincare purchase decisions. Indonesia Accounting Research Journal,
12(4), 174-183.

Rahmat, R. (2024). Analisis penerapan strategi pemasaran digital melalui platform
Instagram dan TikTok dalam menarik minat membeli konsumen di Desa Wisata
Bojong Kulur Bogor. Neraca: Jurnal Ekonomi, Manajemen dan Akuntansi, 2(5),
681-694.

Ratten, V. (2025). Management: The case for definition. Journal of Management &
Organization (2025), 31, 1009—-1011 doi:10.1017/jmo.2024.58

Rumopa, S.E.P., Soegoto, A.S., & Poluan, J.G. (2026). “Analisis Pengaruh Infuencer
marketing, Customer Review dan Customer Rating terhadap Minat Beli Produk
Kosmetik Time Phoria di TikTok’Andini, K.T., & Wirsa, N. (2026). Pengaruh
Infuencer marketing, Online customer review , dan Price Bundling Terhadap

2614

IJEBIR, Volume 05 Issue 04,2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/
http://journal.stmikjayakarta.ac.id/index.php/jisamar
https://doi.org/10.52362/jisamar.v8i4.1630
https://doi.org/10.55681/armada.vli12.1060

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Keputusan Pembelian Produk Skincare Melalui Media Tiktok. Jurnal Kajian
Ekonomi dan Bisnis Islam, 7(1), 72-84. https://indojurnal.com/index.php/jiemi

Sudiantini, D., Arifin, M.,& Hidayat, R. (2024). Pengaruh perkembangan digital marketing
terhadap pertumbuhan industry skincare di Indonesia. Jurnal Ekonomi dan Bisnis
Digital, 3(1), 45-56.

Sulistiyowati, A., Yushardi, Y., & Sudarti, S. (2022). Potensi keberagaman SPF (Sun
Protection Factor) sunscreen terhadap perlindungan paparan sinar ultraviolet
berdasarkan iklim di Indonesia. Jurnal Bidang lImu Kesehatan, 12(3), 257-266.

Ummaesyaroh, E., Puspitasari, R.H.U., Putri, N. K. (2025), Pengaruh Infuencer marketing
dan Online customer review Terhadap Keputusan Pembelian Produk Daviena
Dengan Brand Image Sebagai Variabel Intervening (Studi Kasus Pada Customer
Daviena. Jurnal Inovasi Manajemen dan  Kewirausahaan. 6(3).
https://ejurnals.com/ojs/index.php/jimk .

Yangcen, Y., Pratama, R., Salsabila, N. (2025). Pengaruh Infuencer marketing dan
Online customer review terhadap keputusan pembelian produk kecantikan di
TikTok shop. Jurnal Manajemen dan Bisnis Digital, 5(2), 101-115.

Yuliawan, R., dkk. (2025). Pengaruh Ulasan Infuencer dan Diskon di TikTok terhadap
Keputusan Pembelian. Jurnal Pendidikan Tata Niaga (JPTN). Volume 13 No 2
Tahun 2025.

Zakiyah, S., & Hariyasih, H. (2023). Pengaruh Online customer review terhadap
keputusan pembelian konsumen pada e-commerce . Jurnal limiah Manajemen
dan Bisnis, 8(1), 66-75.

Databoks Katadata. (2025). Dalam Beauty and Care (media online), Katadata Media
Network. Tersedia: https://databoks.katadata.co.id/tags/beauty-and-care (diakses
4 maret 2026, pukul 10.00 WIB).

Facetology. (2025). Dalam Facetology Official (media online), PT Facetology Innovation
Technology. Tersedia: https://facetology.id/product/facetology-triple-care-
sunscreen-spf-40-pa-40ml/ (diakses 12 maret 2026, pukul 20.00 WIB).

Kompas.com. (2025). Dalam GoodStats (media online), GoodStats Data. Tersedia:
https://data.goodstats.id/statistic/10-brand-sunscreen-terlaris-di-e-commerce -
indonesia-2025-mana-favoritmu-EH3sR (diakses 4 maret 2026, pukul 23.12 WIB).

We Are Social & Meltwater. (2025). Dalam Digital Report 2025 (media online), We Are
Social dan Meltwater. Tersedia: https://datareportal.com/reports/digital-2025-
global-overview-report (diakses 12 maaret 2026, pukul 20.00 WIB).

2615
IJEBIR, Volume 05 Issue 04,2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/
https://indojurnal.com/index.php/jiemi
https://ejurnals.com/ojs/index.php/jimk
https://databoks.katadata.co.id/tags/beauty-and-care
https://facetology.id/product/facetology-triple-care-sunscreen-spf-40-pa-40ml/
https://facetology.id/product/facetology-triple-care-sunscreen-spf-40-pa-40ml/
https://data.goodstats.id/statistic/10-brand-sunscreen-terlaris-di-e-commerce-indonesia-2025-mana-favoritmu-EH3sR
https://data.goodstats.id/statistic/10-brand-sunscreen-terlaris-di-e-commerce-indonesia-2025-mana-favoritmu-EH3sR
https://datareportal.com/reports/digital-2025-global-overview-report
https://datareportal.com/reports/digital-2025-global-overview-report

