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ABSTRAK 

Risma Trye Monica/23209035/ Pengaruh Content Marketing dan Electronic Word Of Mouth 

Terhadap Niat Beli Konsumen Masker Wajah Camille Beauty./ Prof. Dr. Ir. Bilson 

Simamora, M.M. 

Dalam era digital, industri kecantikan, khususnya produk masker wajah, tumbuh 

pesat dengan persaingan yang semakin ketat. Camille Beauty, yang sebelumnya berhasil 

mencuri perhatian dan memperoleh pangsa pasar yang besar, kini menghadapi penurunan 

penjualan, terutama di platform Shopee dan Tokopedia. Penelitian ini bertujuan untuk 

menganalisis pengaruh content marketing dan electronic word of mouth terhadap niat beli 

konsumen masker wajah Camille Beauty. 

Teori dasar penelitian ini adalah Elaboration Likelihood Theory. Stimuli pemasaran 

sesuai model ini adalah content marketing. Respon konsumen yang diteliti mencakup 

electronic word of mouth dan niat beli. 

Penelitian ini menggunakan metode deskriptif dengan pengumpalan data dari 100 

responden melalui non-probability sampling menggunakan pendekatan judgment sampling. 

Data dianalisis menggunakan Structural Equation Modeling (SEM) dengan bantuan 

LISREL 8.80 dan SPSS. 

Hasil penelitian ini menunjukkan bahwa content marketing terbukti memiliki 

pengaruh yang signifikan terhadap niat beli, namun electronic word of mouth menunjukkan 

tidak memiliki pengaruh yang signifikan terhadap niat beli.  

Peneliti merekomendasikan agar penelitian selanjutnya dapat memperluas cakupan, 

mengeksplorasi secara lebih mendalam elemen-elemen khusus dalam content marketing 

yang berpengaruh besar terhadap niat beli dan menyelidiki lebih lanjut alasan di balik 

minimnya dampak electronic word of mouth sehingga dapat memberikan pandangan yang 

lebih jelas untuk meningkatkan dan memperbaiki strategi electronic word of mouth. 
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ABSTRACT 

Risma Trye Monica/23209035/ The Influence of Content Marketing and Electronic Word of 

Mouth on the Purchase Intent of Camille Beauty Face Masks Consumers./ Prof. Dr. Ir. 

Bilson Simamora, M.M. 

In the digital era, the beauty industry, especially face mask products, is experiencing 

rapid growth with increasingly fierce competition. Camille Beauty, which previously 

captured attention and secured a large market share, is now facing a decline in sales, 

particularly on the Shopee and Tokopedia platforms. This study aims to analyze the influence 

of content marketing and electronic word of mouth on the purchase intent of Camille Beauty 

face masks consumers. 

The underlying theory of this research is the Elaboration Likelihood Theory. 

Marketing stimuli according to this model include content marketing. The studied consumer 

responses encompass electronic word of mouth and purchase intent. This research employs 

a descriptive method with data collection from 100 respondents through non-probability 

sampling using the judgment sampling approach. Data is analyzed using Structural 

Equation Modeling (SEM) with the assistance of LISREL 8.80 and SPSS. 

The results of this research indicate that content marketing has a significant 

influence on purchase intent, but electronic word of mouth does not show a significant 

influence on purchase intent.  

The researchers recommend that future studies could broaden the scope, delve more 

deeply into specific elements of content marketing that have a significant impact on purchase 

intent, and further investigate the reasons behind the limited impact of electronic word of 

mouth. This could provide a clearer perspective for enhancing and improving electronic 

word of mouth strategies. 
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