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ABSTRAK

Perkembangan industri kecantikan Indonesia mengalami persaingan yang
semakin ketat, khususnya pada segmen produk Skincare yang menjadi kebutuhan
penting bagi konsumen wanita Gen Z. Penelitian ini bertujuan untuk mengetahui
pengaruh Green Storytelling Marketing, Brand Trust, dan Electronic Word of
Mouth terhadap Minat Pembelian Produk Skincare Avoskin Beauty (Studi pada
Wanita Gen Z di Jakarta Selatan). Penelitian ini menggunakan metode kuantitatif
dengan desain penelitian kausal. Populasi dalam penelitian ini yaitu wanita Gen Z
yang berminat terhadap produk Skincare Avoskin Beauty di wilayah Jakarta
Selatan. Sampel penelitian berjumlah 119 responden yang ditentukan
menggunakan teknik purposive sampling dengan metode analisis Structural
Equation Model (SEM). Pengumpulan data dilakukan melalui survei dengan
instrumen berupa kuesioner dan pengukuran pada penelitian menggunakan skala
Likert. Penelitian ini menerapkan pendekatan kuantitatif dengan analisis data
menggunakan software IBM SPSS 26 dan SmartPLS 4. Penelitian ini
membuktikan bahwa Green Storytelling Marketing dan Brand Trust berpengaruh
positif dan signifikan terhadap minat pembelian. Sementara itu Electronic Word of
Mouth berpengaruh negatif dan signifikan terhadap Minat Pembelian.

Kata Kunci: Green Storytelling Marketing, Brand Trust, Electronic Word of
Mouth, Minat Pembelian, Skincare, Gen Z
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ABSTRACT

The development of the beauty industry in Indonesia has led to
increasingly intense competition, particularly in the Skincare sector, which has
become an essential need for consumer need among Generation Z women
consumers. This study aims to examine the influence of Green Storytelling
Marketing, Brand Trust, and Electronic Word of Mouth on Purchase Intention
toward Avoskin Beauty Skincare products among Generation Z women in South
Jakarta). This study uses a quantitative method with a causal research design. The
population of this study consists of Generation Z women who are interested in
Avoskin Beauty Skincare products in the South Jakarta area. The sample used in
this study includes 119 respondents selected using purposive sampling technigues.
Data were collected through a survey using a questionnaire as the research
instrument and measured on Likert scale. The research adopts a quantitative
approach and the data were analyzed using IBM SPSS Statistics 26 and SmartPLS
4 through the Structural Equation Modeling (SEM) method. This study proves that
Green Storytelling Marketing and Brand Trust have a positive and significant
effect on Purchase Intention. Meanwhile, Electronic Word of Mouth has a
negative and significant effect on Purchase Intention.

Keywords: Green Storytelling Marketing, Brand Trust, Electronic Word of Mouth,
Purchase Intention, Skincare, Gen Z
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