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ABSTRAK 

 
Keputusan konsumen dalam pembelian produk merupakan hal yang harus 

diperhatikan oleh perusahaan untuk menciptakan strategi pemasaran. Beberapa hal 

penting dalam strategi pemasaran adalah memahami kebutuhan, keinginan, serta 

selera konsumen. Selain itu, keputusan konsumen dalam pembelian juga 

dipengaruhi oleh electronic word of mouth serta banyaknya konsumen lain yang 

menggunakan produk tersebut. Oleh karena itu, penelitian ini berjudul “Pengaruh 

Promosi Media Sosial, Kesadaran Merek, dan Electronic Word Of Mouth terhadap 

Keputusan Pembelian Konsumen Generasi Z (Studi Kasus pada Konsumen Produk 

Camille Beauty di Kota Surabaya)”. 

Tujuan dari penelitian ini adalah untuk menguji dan membuktikan bagaimana 

promosi media sosial, kesadaran merek, dan electronic word of mouth 

memengaruhi Keputusan pembelian. Jenis penelitian ini menggunakan penelitian 

kuantitatif. Sampel penelitian terdiri dari 384 konsumen generasi Z produk Camille 

Beauty di kota Surabaya, yang diperoleh melalui metode Simple Random 

Sampling, dengan jumlah sampel ditentukan menggunakan rumus Chocran. 

Instrumen penelitian berupa kuisioner dan analisis data dilakukan dengan 

menggunakan metode Partial Least Square ( PLS ). 

Hasil penelitian ini menunjukkan bahwa; (1) Promosi media social berpengaruh 

signifikan terhadap keputusan pembelian.(2) Kesadaran merek berpengaruh 

signifikan terhadap keputusan pembelian. (3) Electronic word of mouth 

berpengaruh signifikan terhadap keputusan pembelian. 

Kata Kunci : Promosi Media Sosial, Kesadaran Merek, Electronic Word Of Mouth, 

Keputusan Pembelian, Camille Beauty 
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ABSTRACT 

 
Consumer decisions in purchasing products are things that must be 

considered by companies to create marketing strategies. Some important things in 

a marketing strategy are understanding the needs, wants, and tastes of consumers. 

In addition, consumer decisions in purchasing are also influenced by electronic 

word of mouth and the number of other consumers who use the product. Therefore, 

this study is entitled “The Effect of Social Media Promotion, Brand Awareness, and 

Electronic Word Of Mouth on Generation Z Consumer Purchasing Decisions (Case 

Study on Camille Beauty Product Consumers in Surabaya City)”. 

The purpose of this study was to test and prove how social media promotion, 

brand awareness, and electronic word of mouth influence purchasing decisions. 

This type of research uses quantitative research. The research sample consisted of 

384 generation Z consumers of Camille Beauty products in Surabaya city, which 

were obtained through the Simple Random Sampling method, with the sample size 

determined using the Chocran formula. The research instrument was a 

questionnaire and data analysis was carried out using the Partial Least Square 

(PLS) method. 

The results of this study indicate that; (1) Social media promotion has a 

significant effect on purchasing decisions. (2) Brand awareness has a significant 

effect on purchasing decisions. (3) Electronic word of mouth has a significant effect 

on purchasing decisions. 

Keywords: Social Media Promotion, Brand Awareness, Electronic Word of Mouth, 

Purchase Decisions, Camille Beauty 
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