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 Abstract: This study aims to analyze the dynamics of 
social influence, the formation of consumer perceptions, 
and their impact on purchasing decisions regarding 
Skintific products among eighth-semester female 
students of the 2022 cohort in the Management Study 
Program at Universitas Mayjen Sungkono. This study 
employed a qualitative approach using a descriptive-
interpretive method. The participants consisted of 12 
female students selected through purposive sampling 
based on their intensity of social media use and 
experience with Skintific products. Data were collected 
through in-depth interviews, observation, and 
documentation, and analyzed using the Miles and 
Huberman interactive model, including data reduction, 
data display, and conclusion drawing. The findings 
indicate that social influence is formed through 
influencers, electronic word of mouth (eWOM), and 
intensive interactions on TikTok and Instagram. These 
social influences shape positive perceptions of product 
quality, consumer trust, and Skintific’s brand image, 
which subsequently affect purchasing decisions through 
information searching and alternative evaluation. 
Influencer credibility, consistent positive reviews, 
product suitability, and high social media usage 
strengthen social influence, whereas negative reviews, 
doubts about testimonial authenticity, and product 
incompatibility weaken its effect 
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INTRODUCTION 

Digital transformation has shifted consumer behavior toward an ecosystem 
increasingly shaped by social interaction, recommendations, and forms of digital legitimacy. 
In the skincare industry, influencers, user reviews, and electronic word of mouth (eWOM) 
have become important sources of consideration prior to purchase. Influencers’ credibility, 
attractiveness, and parasocial interactions can shape consumers’ responses, while social 
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media marketing strengthens perceived value and trust, particularly among Generation Z 
consumers. Advances in communication technology have further expanded access to 
information and accelerated consumer interaction. These patterns are evident in Skintific’s 
marketing activities on TikTok and Instagram, which employ influencer marketing, before-
and-after content, user experiences, and eWOM. Accordingly, the central issue concerns how 
social influences are received and interpreted by consumers and subsequently translated 
into perceptions and purchase decisions. 

Social influence refers to the process through which individuals or groups affect the 
attitudes, perceptions, and behaviors of others. Consumer perception, meanwhile, represents 
a cognitive process through which individuals select, organize, and interpret information 
about products. Purchase decision refers to the outcome of consumers’ evaluation of various 
alternatives before making a final choice. These three constructs form a behavioral sequence 
in which social influence provides reference points, perception assigns meaning to 
information, and the purchase decision constitutes the resulting behavioral response. In the 
context of skincare products, this process is influenced by source credibility, user 
experiences, product–consumer fit, and fear of missing out (FOMO), which may encourage 
consumers to follow prevailing digital trends. 

Previous studies have established the important roles of influencers, eWOM, parasocial 
interaction, and information credibility in shaping consumer behavior. More recent studies 
have also associated FOMO and information credibility with consumers’ purchase decisions 
[3], [11]. Nevertheless, several gaps remain in the existing literature. First, limited attention 
has been given to the mechanism through which consumer perception mediates the 
relationship between social influence and purchase decisions. Second, previous research has 
predominantly focused on purchase intention rather than actual purchase decisions. Third, 
quantitative approaches remain dominant, providing limited insight into consumers’ 
subjective experiences and interpretations. Finally, empirical studies focusing specifically on 
final-year female university students and a particular skincare brand remain relatively 
limited. These gaps provide an opportunity to examine the process of social influence more 
deeply through consumers’ lived experiences and interpretations. 

The selection of eighth-semester female students from the 2022 cohort of the 
Management Study Program at Universitas Mayjen Sungkono Mojokerto provides a relevant 
empirical setting for this study. During the even semester of the 2025/2026 academic year, 
the 2022 cohort consisted of 215 students. The focus on female students is particularly 
relevant given their active engagement with skincare products and social media 
environments. Final-year university students may possess relatively mature evaluative 
capacities while simultaneously experiencing substantial exposure to digital trends, 
influencers, and online recommendations. This context provides an opportunity to examine 
the interaction between rational evaluation and social influence in skincare product 
selection, particularly amid the continued growth of Indonesia’s skincare industry. 

The novelty of this study lies in conceptualizing social influence as a socio-psychological 
process that moves from exposure to social stimuli toward the formation of consumer 
perceptions and, ultimately, actual purchase decisions. This perspective complements 
existing studies that predominantly examine the effects of influencers, eWOM, or social 
media marketing on purchase intention through quantitative approaches. A qualitative 
approach enables a more comprehensive exploration of how consumers assess the 
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credibility of information, interpret user experiences, compare product alternatives, and 
respond to social pressures before making a purchase. The specific focus on Skintific and 
eighth-semester female students also provides a more contextually bounded empirical 
setting than studies addressing Generation Z consumers in general. 

Theoretically, this study contributes to the literature on consumer behavior and digital 
marketing by demonstrating that social influence operates through consumers’ processes of 
interpretation and meaning-making. Influencer credibility, consistency of user reviews, 
product relevance, intensity of social media use, and FOMO may shape consumers’ 
acceptance of information, whereas negative reviews, doubts concerning testimonial 
authenticity, and experiences of product incompatibility may inhibit the formation of 
favorable perceptions and purchase decisions. This perspective extends the understanding 
of social influence, which has often been conceptualized primarily as a direct predictor of 
consumer behavior. Practically, the findings may provide implications for digital marketing 
strategies that emphasize credibility, authenticity, information relevance, and meaningful 
consumer engagement. 

This study aims to analyze the role of social influence in shaping perceptions and 
purchase decisions regarding Skintific products among eighth-semester female students 
from the 2022 cohort of the Management Study Program at Universitas Mayjen Sungkono 
Mojokerto. The analysis focuses on the roles of influencers, eWOM, social media interactions, 
and FOMO in shaping consumer perceptions and on how these perceptions are subsequently 
translated into purchase decisions. The conceptual foundation of the study draws upon social 
norms within the Theory of Planned Behavior, information credibility, and FOMO. A 
qualitative approach is employed to explain how and why social influence operates through 
the formation and interpretation of consumer perceptions, thereby providing a more 
contextual understanding of skincare purchasing behavior within the contemporary digital 
marketing ecosystem. 

 
LITERATURE REVIEW 
1. Grand Theory: Marketing 

Marketing is viewed as a process of creating, exchanging, and delivering value to satisfy 
consumer needs. Technological developments have expanded these practices through digital 
marketing, which integrates technology, interactive communication, data, and consumer 
engagement. Marketing 5.0 positions technology as a bridge connecting firms and 
consumers, while communication technologies accelerate interaction and information 
exchange. Social media further transforms consumers from merely recipients into both 
recipients and producers of information through reviews, recommendations, and electronic 
word of mouth (eWOM). Social media marketing activities also shape perceptions of quality, 
value, trust, and purchasing responses among Generation Z consumers. In this study, 
marketing is conceptualized as value creation based on digital interaction, enabling social 
influence to shape consumer evaluations. 

This framework positions marketing theory as the grand theory explaining the 
influence of the digital environment on consumer behavior. Social influence functions as a 
stimulus through influencers, eWOM, and social media interactions; perception represents 
the internal process through which information is interpreted; and purchase decisions 
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constitute the behavioral response resulting from consumer evaluation. Social media 
marketing shapes consumer experiences through digital interaction and engagement. Based 
on this synthesis, the marketing perspective encompasses seven dimensions: value creation, 
digital marketing communication, consumer engagement, social interaction, eWOM, trust, 
and consumer experience, which collectively provide a foundation for explaining the 
formation of perceptions and purchase decisions regarding Skintific products. 
2. Social Influence 

Social influence is explained through three processes: compliance, identification, and 
internalization, ranging from conformity to social pressure to the acceptance of social values 
as personal beliefs. Social media has expanded the sources of social influence through 
influencers, digital communities, and eWOM. Influencers’ credibility, expertise, and 
attractiveness can affect consumer responses, while social media marketing and eWOM 
shape Generation Z consumers’ responses as well as digital consumption norms and patterns. 
In this study, social influence is conceptualized as a process of digital social influence that 
shapes consumers’ acceptance, evaluation, and responses toward Skintific. Kelman’s theory 
is employed to explain the depth and mechanisms of this influence. 

In the context of skincare products, social influence operates through source credibility, 
user experiences, recommendations, social validation, and the intensity of information 
exposure . Based on this synthesis, the exploration of social influence encompasses 
trustworthiness, expertise, attractiveness, influencer–product fit, content exposure intensity, 
the strength of recommendations/eWOM, information credibility, and social validation. 
These dimensions are used to explain how informants receive, evaluate, and internalize 
digital social influence before forming perceptions of Skintific. 
3. Consumer Behavior 

Consumer behavior refers to the process of selecting, purchasing, using, and evaluating 
products to satisfy needs and is influenced by psychological, social, cultural, and 
environmental factors. Social media has expanded the consumer environment by providing 
broader access to information, interaction, and digital evaluation. In the skincare context, 
purchasing behavior is also influenced by personal preferences, digital information, and 
social influence. Accordingly, this study conceptualizes consumer behavior as a dynamic 
process in which internal and external factors shape consumers’ choices and consumption 
experiences concerning Skintific products. 

The Theory of Planned Behavior (TPB) explains that behavior is influenced by 
intention, which is shaped by attitudes, subjective norms, and perceived behavioral control. 
This framework is therefore relevant for understanding the influence of influencers, peers, 
and digital communities on consumer behavior. Previous findings also reinforce the roles of 
digital information, perception, and social pressure in consumption behavior. Based on this 
synthesis, the exploration of consumer behavior encompasses need recognition, information 
search, alternative evaluation, social considerations, risk considerations, product selection, 
usage experience, and post-purchase evaluation as an interconnected sequence of 
consumption processes involving Skintific products. 
4. Consumer Perception 

Perception is defined as the process of selecting, organizing, and interpreting 
information to construct meaning regarding an object, with its subjective nature being 
influenced by experience, motivation, and expectations. In digital environments, influencer 
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credibility can shape consumer perceptions, while source credibility and eWOM are 
associated with trust in skincare products. In this study, consumer perception is 
conceptualized as an interpretive process in which informants receive socially generated 
information, relate it to their experiences and needs, and subsequently form evaluations of 
Skintific. 

The Elaboration Likelihood Model (ELM) explains information processing through two 
routes: the central route, which involves systematic and in-depth evaluation, and the 
peripheral route, which relies on cues such as source credibility and attractiveness. This 
framework is relevant for explaining consumers’ evaluation of product ingredients and 
suitability, as well as their use of influencer popularity as a peripheral evaluative cue. Based 
on this synthesis, the dimensions of consumer perception encompass attention, 
comprehension, information credibility, perceived quality, perceived benefits, perceived 
safety and suitability, perceived value, and brand image. These dimensions explain how 
social influence is transformed into consumer evaluations of Skintific products. 
5. Purchase Decision 

A purchase decision is viewed as a process of selecting an alternative after consumers 
recognize a need, search for information, and evaluate available alternatives. This process is 
influenced by internal, external, rational, emotional, and social factors. The digital 
environment has expanded the sources of consideration through online reviews and 
recommendations. In this study, purchase decision is conceptualized as the process through 
which consumers ultimately select Skintific products after evaluating their needs, available 
information, alternatives, perceived risks, and confidence in the product as a response to 
social influence and the perceptions formed through that influence. 

The Theory of Planned Behavior explains that attitudes, subjective norms, and 
perceived behavioral control shape behavioral intentions, which are associated with actual 
behavior. Subjective norms are particularly relevant for understanding the influence of 
influencers, peers, and digital communities on consumers’ decisions. Source credibility, 
eWOM, and trust are also associated with purchase intention, while digital factors influence 
consumers’ purchasing considerations. Based on this synthesis, the dimensions of purchase 
decision encompass need recognition, information search, alternative evaluation, social 
recommendations, risk consideration, confidence in the selected product, purchase decision, 
and post-purchase evaluation. These dimensions are used to trace how perceptions formed 
through social influence ultimately lead to the selection of Skintific products. 
6. Conceptual Framework 

The conceptual framework of this study is based on the assumption that purchase 
decisions emerge from the interaction between social and cognitive factors. Within the digital 
marketing environment, social influence functions as a stimulus through influencers, 
electronic word of mouth (eWOM), and social norms. These stimuli are processed through 
consumer perception as a cognitive mechanism through which consumers receive, interpret, 
and evaluate information. Purchase decision subsequently represents the behavioral 
response, consistent with the Theory of Planned Behavior through the roles of attitudes and 
subjective norms. 

Among eighth-semester female students in the Management Study Program at 
Universitas Mayjen Sungkono Mojokerto, who are highly exposed to social media, influencer 
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credibility, social recommendations, digital trends, and fear of missing out (FOMO) may 
interact with rational considerations in shaping perceptions of Skintific and subsequently 
influencing purchase decisions. Thus, the proposed framework positions social influence as 
the independent variable, consumer perception as the intervening variable, and purchase 
decision as the dependent variable. This framework further illustrates the underlying socio-
cognitive mechanism through which digital social influence is interpreted by consumers and 
translated into purchasing behavior. 

Figure 2.1. Conceptual Framework of the Study 
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RESEARCH METHOD 
This study employed a qualitative descriptive research design to gain an in-depth 

understanding of how social influence shapes perceptions and purchasing decisions 
regarding skincare products among female university students. A qualitative approach was 
selected because it enables researchers to explore participants’ experiences, meanings, 
interpretations, and social constructions from their own perspectives. The study was 
conducted at Universitas Mayjen Sungkono Mojokerto among eighth-semester female 
students in the Management Study Program, cohort 2022, during the even semester of the 
2025/2026 academic year. Data collection and processing were planned for April–June 2026, 
taking into account the flexibility of qualitative research in obtaining rich data and verifying 
emerging findings. 

The research participants were eighth-semester female students in the Management 
Study Program who had used or were currently using Skintific products, actively used social 
media, and had been exposed to influencer content or skincare product reviews. Informants 
were selected using purposive sampling based on their suitability for the research objectives. 
Twelve informants were initially selected, considering the depth of information required and 
the principle of data saturation. The data consisted of primary and secondary data. Primary 
data were obtained through in-depth interviews, observation, and documentation, while 
secondary data were derived from scientific journals, books, industry reports, and relevant 
documents supporting the interpretation of the phenomenon. 

Data were collected through semi-structured interviews, observation, and 
documentation. Interviews were conducted to explore participants’ experiences, 
perceptions, and interpretations of social influence in their purchasing decisions regarding 
Skintific products, while observation was used to understand participants’ behavior when 
interacting with social media and skincare-related content. Documentation, including 
screenshots, field notes, and digital archives, was used as supporting evidence to strengthen 
the interview and observation findings. Data analysis employed the interactive model, 
consisting of data condensation or reduction, data display, and conclusion drawing and 
verification. The analysis was conducted iteratively throughout the data collection process 
until patterns and meanings explaining the relationship between social influence, consumer 
perceptions, and purchasing decisions were identified. 

Data validity was ensured through source triangulation, technique triangulation, and 
member checking by comparing information across informants and data collection methods 
and by confirming the researchers’ interpretations with the informants. The quality of the 
findings was assessed through the criteria of credibility, transferability, dependability, and 
confirmability, supported by contextual descriptions, documentation of the research process, 
empirical evidence, and researcher reflexivity. The entire research process was scheduled to 
take place from February to July 2026. 

 
FINDINGS AND DISCUSSION 

The study involved 12 eighth-semester students from the Management Study Program 
who actively used social media and had been exposed to information concerning Skintific 
skincare products. The informants were between 21 and 23 years old, with social media 
usage ranging from 2 to 8 hours per day. These characteristics indicate that the participants 
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were relatively intensive users of digital media, particularly TikTok, Instagram, and 
marketplaces. This condition made them relevant research subjects because they had 
experience receiving, evaluating, and responding to digital marketing information. Skintific 
was selected as the research object because of its high exposure through influencers, 
electronic word of mouth (eWOM), user reviews, digital promotions, and various skincare-
related contents circulating on social media. 

The interview findings indicated that social influence constituted an initial factor 
shaping informants’ attention and interest in Skintific. Most informants became familiar with 
the products through TikTok, Instagram, marketplaces, influencers, friends, and other users. 
Review content, before-and-after presentations, explanations of product ingredients, usage 
experiences, and recommendations from social networks encouraged informants to seek 
further information about the products. Informants with higher levels of social media usage 
tended to encounter skincare-related content more frequently, making Skintific increasingly 
familiar to them. However, social influence was not accepted passively. Informants continued 
to consider influencer credibility, review authenticity, user comments, and the relevance of 
the information before accepting it. Thus, social influence emerged through a combination of 
social media exposure, influencer communication, eWOM, interpersonal interaction, and 
validation from other users. 

This social influence subsequently shaped consumers’ perceptions of Skintific, 
particularly regarding product quality, safety, popularity, brand image, and trustworthiness. 
Informants tended to develop positive perceptions after encountering numerous reviews 
and testimonials demonstrating perceived product benefits. The frequent appearance of 
Skintific on social media also generated a perception that the product was popular and widely 
used among peers. eWOM served as a form of social validation that strengthened consumer 
confidence, particularly when the information originated from actual users or influencers 
perceived as credible. Nevertheless, several informants demonstrated critical evaluation by 
comparing positive and negative reviews, reading user comments, seeking information about 
product ingredients, and considering product compatibility with their individual skin 
conditions. These findings indicate that consumer perception results from an interaction 
between external social influence and consumers’ internal evaluation processes. 

The perceptions formed through this process subsequently influenced purchasing 
decisions through a gradual evaluation process. Informants did not immediately purchase 
Skintific products after encountering promotional content. Instead, they generally sought 
additional information, read reviews, compared products with competing brands, considered 
price and perceived benefits, and evaluated product suitability before making a purchase 
decision. Positive perceptions concerning quality, safety, popularity, and other users’ 
experiences increased their confidence to purchase. Conversely, negative reviews, concerns 
regarding product incompatibility, price considerations, and doubts about information 
credibility could lead consumers to postpone or cancel their purchases. Observations 
revealed similar patterns through activities such as viewing review content, comparing 
products, saving products to a wishlist or shopping cart, and eventually completing 
transactions. Documentation consisting of search histories, marketplace screenshots, 
shopping carts, and transaction records further supported the finding that purchasing 
decisions resulted from a process of information perception and evaluation. 
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Table 1. Overall Synthesis of Research Findings 
No. Aspect Main Finding Implication 

1 Social influence 
Influencers, social media, eWOM, friends, and other 
users served as major sources of social influence. 

Shaped initial attention and 
interest. 

2 
Social media 
exposure 

Higher social media usage increased the frequency 
of exposure to Skintific-related content. 

Strengthened product 
familiarity. 

3 
Source 
credibility 

Informative, experienced, and realistic influencers 
were perceived as more trustworthy. 

Strengthened social 
influence. 

4 
Consumer 
perception 

Perceptions were formed regarding quality, safety, 
popularity, brand image, and trust. 

Became the basis for 
product evaluation. 

5 
eWOM and 
reviews 

Positive reviews and user experiences served as 
social validation, whereas negative reviews 
increased caution. 

Strengthened or weakened 
consumer confidence. 

6 
Purchasing 
decision 

Consumers searched for information, compared 
alternatives, evaluated products, and subsequently 
purchased or postponed the purchase. 

Represented the final 
response in the evaluation 
process. 

7 
Reinforcing 
factors 

Influencer credibility, positive reviews, 
recommendations from friends, popularity, 
promotions, and discounts. 

Accelerated purchasing 
decisions. 

8 
Weakening 
factors 

Negative reviews, excessive promotion, price, 
incompatibility risks, and doubts about information 
credibility. 

Delayed or prevented 
purchasing decisions. 

9 
Relationship 
mechanism 

Social influence → consumer perception → 
purchasing decision. 

Demonstrated a sequential 
and interconnected 
relationship. 

 
The observation and documentation findings generally confirmed the interview results. 

Regarding social influence, informants were observed actively accessing skincare content, 
watching influencer reviews, reading comments, and engaging in activities such as liking, 
saving, and sharing content. Regarding consumer perception, informants paid attention to 
product ingredients, benefits, reviews, and other users’ experiences before forming 
evaluations of Skintific. In terms of purchasing decisions, observable stages included 
information seeking, product comparison, saving products to shopping carts or wishlists, and 
completing transactions. Documentation in the form of screenshots of social media content, 
positive and negative reviews, search histories, marketplace pages, shopping carts, and 
transaction records demonstrated that consumer behavior developed systematically from 
information exposure to evaluation and purchasing action. 

Overall, the findings indicate that the relationship between social influence, consumer 
perception, and purchasing decisions occurs through a sequential and interconnected 
mechanism. Social influence functions as an external stimulus originating from influencers, 
social media, eWOM, friends, and the digital environment. Consumer perception represents 
the cognitive process through which consumers evaluate product quality, safety, popularity, 
brand image, and credibility, while the purchasing decision constitutes the behavioral 
response that emerges after consumers have developed sufficient confidence. This 
relationship can be formulated as social influence exposure → perception formation → 
product evaluation → purchasing decision. The strength of this relationship is enhanced by 
source credibility, positive reviews, user experiences, product popularity, and promotional 
incentives, but may be weakened by negative reviews, excessive promotional claims, price 
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considerations, and perceived risks of product incompatibility. Therefore, this study 
demonstrates that Skintific purchasing decisions among eighth-semester university students 
are not driven solely by digital promotion but emerge from the interaction between social 
influence, perception formation, information evaluation, and consumers’ rational 
considerations. 
Discussion 

The findings from the 12 informants demonstrate that social influence plays a 
substantial role in shaping perceptions and purchasing decisions regarding Skintific skincare 
products. This influence primarily emerged through TikTok, Instagram, influencers, 
electronic word of mouth (eWOM), user reviews, comments, and repeated digital 
interactions. Higher levels of social media use increased the likelihood of exposure to 
Skintific-related content, while influencer credibility and consistent positive user 
experiences strengthened informants’ interest in seeking further information. The 
behavioral pattern identified in the study progressed from content exposure and attention to 
reviews and comments, to information seeking, product evaluation, and purchasing through 
marketplaces. These findings indicate that social influence operates as a social stimulus that 
gradually shapes consumption processes rather than functioning as a single stimulus that 
directly results in purchase behavior. 

From an interpretive perspective, digital social influence shapes consumer perceptions 
through processes of social validation, comparison of experiences, and uncertainty reduction. 
Informants tended to perceive Skintific as a high-quality, safe, modern, and popular product 
after repeated exposure to information from influencers and other users. These perceptions 
became stronger when information obtained from different sources produced relatively 
consistent evaluations. This finding is consistent with the concept of perception  and the 
perspective presented by, which conceptualize perception as a process of selecting and 
interpreting information based on individual experiences and the surrounding social 
environment. In the context of contemporary digital marketing, this mechanism is relevant 
to Marketing 5.0, which emphasizes the role of technology and digital interaction in 
understanding consumer behavior. It is also supported by the findings of  and, which 
highlight the importance of digital information credibility in shaping consumer responses. 

The relationship between social influence, perception, and purchasing decisions 
reveals a stimulus–cognitive process–behavioral response mechanism. Social influence 
originates from influencer content, eWOM, recommendations from friends, user comments, 
and social media trends. This information is subsequently processed through perceptions 
concerning product quality, safety, benefits, brand image, and product suitability. The final 
behavioral response is reflected in consumers’ decisions to purchase, postpone, or cancel a 
purchase. This mechanism supports Social Influence Theory, particularly through the 
processes of compliance, identification, and internalization, and is also consistent with the 
Theory of Planned Behavior through attitudes and subjective norms. Previous findings 
reported by, and further support the relationship between social influence, consumer 
perceptions, and purchasing behavior. The present findings indicate that perception 
functions as a cognitive mechanism that translates social stimuli into consumption behavior. 

The findings are also consistent with the development of literature on influencer 
marketing and digital consumer behavior. Study demonstrates the importance of influencer 
credibility and emotional relationships in shaping purchase intentions, while positions 
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influencers as persuasive agents within digital marketing. Study identifies a relationship 
between influencer credibility and purchasing responses through consumer perceptions, 
whereas highlights the role of influencers and eWOM in shaping brand image. Findings 
reported by, and further demonstrate the substantial influence of social media, eWOM, 
FOMO, and influencers on young consumers. The contribution of the present study lies in 
providing a qualitative explanation of this sequence of processes, from exposure to digital 
social influence to actual purchasing decisions. In this respect, the study complements 
previous research that has predominantly examined relationships among variables using 
quantitative approaches. 

Differences in the intensity of social influence across informants can be explained by 
variations in social media usage, levels of trust in influencers, personal experiences, product 
needs, and perceived skincare risks. Informants who used social media for approximately 6–
8 hours per day were exposed to Skintific-related content more frequently, whereas 
informants with lower levels of exposure tended to conduct additional verification through 
product comparisons and further review searches. Reinforcing factors included influencer 
credibility, the number of positive reviews, brand popularity, visualization of product results, 
compatibility between product ingredients and skincare needs, and marketplace 
promotions. Conversely, weakening factors included negative reviews, doubts regarding 
testimonial authenticity, the risk of skin incompatibility, price considerations, and negative 
experiences reported by other users. These findings demonstrate that consumers retain 
evaluative capacity; social influence becomes stronger when information is perceived as 
credible and relevant, whereas uncertainty increases the likelihood of postponing or 
cancelling a purchase. 

The principal contribution of this study lies in explaining consumer perception as a 
mediating cognitive mechanism between social influence and purchasing decisions in the 
context of university students’ skincare consumption. The study extends the understanding 
that digital social influence operates through a multilayered process: exposure to 
information generates attention, social interaction produces validation, validation shapes 
perception, and perception directs product evaluation and purchasing decisions. This pattern 
enriches the application of Social Influence Theory, consumer perception theory, and the 
Stimulus–Organism–Response (SOR) framework within social media-based marketing 
environments. The novelty of the study is also reflected in its use of participants’ actual 
experiences, observations of digital interactions, and documentation of information-
searching and purchasing activities to provide a more contextual explanation of consumer 
behavior. Thus, young consumers are positioned not merely as passive recipients of social 
influence but as active actors who select, compare, and evaluate the information they 
encounter. 

The findings have both theoretical and practical implications. For skincare companies, 
marketing strategies should prioritize influencer credibility, information transparency, 
eWOM quality, consistency of consumer experiences, and digital reputation management 
because positive consumer perceptions constitute an important pathway toward purchasing 
decisions. For consumers, digital literacy is necessary to distinguish authentic user 
experiences, personal recommendations, and promotional content before making 
purchasing decisions. For higher education institutions, these findings may support the 
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development of digital marketing literacy and students’ understanding of consumption 
behavior in digital environments. Future studies could expand participant characteristics, 
geographical contexts, and product categories and employ quantitative or mixed-method 
approaches incorporating variables such as FOMO, trust, brand loyalty, digital lifestyle, and 
perceived risk. The limitation of the present study, which involved only 12 eighth-semester 
Management Study Program students at Universitas Mayjen Sungkono Mojokerto and 
employed a qualitative approach, means that the findings should be interpreted as an in-
depth explanation of behavioral mechanisms within a specific group rather than as 
generalizable conclusions applicable to all skincare consumers. 

 
CONCLUSION  

The findings demonstrate that social influence plays an important role in shaping 
perceptions and purchasing decisions regarding Skintific skincare products among eighth-
semester female students in the Management Study Program at Universitas Mayjen 
Sungkono Mojokerto. This influence primarily originates from influencers, electronic word 
of mouth (eWOM), peers, and intensive exposure to content on TikTok, Instagram, and 
marketplaces. Digital information shapes perceptions concerning product quality, safety, 
benefits, popularity, and brand image, subsequently encouraging consumers to engage in 
information seeking, evaluation, comparison, and validation before making a purchase. 
Consumer perception functions as the mechanism connecting social influence to purchasing 
decisions. Influencer credibility, positive reviews, visualization of product results, product 
suitability to skincare needs, peer recommendations, and skincare trends strengthen this 
process, whereas negative reviews, doubts regarding information authenticity, perceived 
risks of skin incompatibility, price considerations, and consumers’ critical attitudes may 
inhibit purchasing decisions. These findings confirm that skincare purchasing decisions 
constitute a social and cognitive process involving the interaction of digital information, 
social validation, user experiences, and individual evaluation. 

Based on these findings, skincare companies, particularly Skintific, should develop 
digital marketing strategies that prioritize influencer credibility, information transparency, 
product education, and authentic consumer engagement. Consumers should strengthen their 
digital literacy by assessing source credibility, comparing reviews, examining product 
ingredients and their suitability for individual skincare needs, and avoiding decisions driven 
solely by social media trends or product popularity. Higher education institutions can utilize 
these findings to strengthen digital literacy and students’ understanding of consumer 
behavior within digital marketing environments. Future researchers are encouraged to 
expand the characteristics of informants, research locations, age groups, and brands 
examined, as well as to employ quantitative or mixed-method approaches incorporating 
variables such as brand trust, FOMO, digital lifestyle, brand image, and brand loyalty. The 
principal limitation of this study lies in the limited number and specific characteristics of its 
informants, who were restricted to eighth-semester female students in the Management 
Study Program at Universitas Mayjen Sungkono Mojokerto. Consequently, the findings 
cannot yet be generalized to a broader population of skincare consumers. 

 
 
 

http://bajangjournal.com/index.php/JEMBA


 209 
JEMBA 

Jurnal Ekonomi, Manajemen, Bisnis dan Akuntansi 
 Vol.5, No.5, September 2026 
 

…………………………………………………………………………………………………….......................................... 
 http://bajangjournal.com/index.php/JEMBA 
 

REFERENCES 
L. Hudders, S. De Jans, and M. De Veirman, “The commercialization of social media stars: a 

literature review and conceptual framework on the strategic use of social media 
influencers,” Int. J. Advert., vol. 40, no. 3, pp. 327–375, 2021, doi: 
10.1080/02650487.2020.1836925. 

K. Sokolova and H. Kefi, “Instagram and YouTube bloggers promote it, why should I buy? 
How credibility and parasocial interaction influence purchase intentions,” Journal of 
Retailing and Consumer Services, vol. 53, Mar. 2020, doi: 
10.1016/J.JRETCONSER.2019.01.011. 

G. K. An and T. T. A. Ngo, “Uncovering the influence of social media marketing activities on 
Generation Z’s purchase intentions and eWOM for organic cosmetics,” PLoS One, vol. 
20, no. 6 June, Jun. 2025, doi: 10.1371/JOURNAL.PONE.0325953. 

S. J. Naik, J. G. Prabhu Parrikar, and N. E. Tulaskar, “Influence of social media on consumer 
buying behaviour towards cosmetic products,” E-Learning and Digital Media, 2024, 
doi: 10.1177/20427530241267275. 

D. Dewianawati et al., MANAJEMEN PEMASARAN JASA. CV. Intelektual Manifes Media, 2023. 
M. Ridha, R. Sholeh, E. Joenarni, F. Budiyanto, F. Ekonomi, and U. Mayjen Sungkono, 

“PENERAPAN LEAN SIX SIGMA UNTUK OPTIMASI PEMASARAN : MENINGKATKAN 
KONVERSI DALAM AFFILIATE MARKETING TIKTOK SHOP,” CERMIN: Jurnal 
Penelitian, vol. 9, no. 2, pp. 463–476, Dec. 2025, doi: 
10.36841/CERMIN_UNARS.V9I2.7286. 

N. P. Khwela, S. K. Msosa, and B. A. Ntshangase, “Social Media Influencers and Their Role in 
the Purchase Pattern of Products Among Females: Gender Aspects of Business 
Leadership in the Skincare Industry,” Business Ethics and Leadership, vol. 8, no. 4, pp. 
173–185, 2024, doi: 10.61093/BEL.8(4).173-185.2024. 

R. Sholeh, Z. A. Fitriyani, S. E. Y. Waluyo, M. J. Effendi, E. Joenarni, and A. Abdillah, 
“Determinan Yang Mempengaruhi Pembelian Online Di Kalangan Mahasiswa,” JEAM, 
April, vol. 21, no. 1, pp. 75–87, 2022. 

Y. Chetioui, H. Benlafqih, and H. Lebdaoui, “How fashion influencers contribute to 
consumers’ purchase intention,” Journal of Fashion Marketing and Management, vol. 
24, no. 3, pp. 361–380, Aug. 2020, doi: 10.1108/JFMM-08-2019-0157. 

S. P. Yulizar, O. Usman, and N. Krissanya, “The Influence of Influencer Credibility, Social 
Media Marketing, and E-Wom on Brand Image and Its Impact on Intention to 
Purchase Local Skincare Among Gen Z (Study on Somethinc Local Skincare),” 
International Student Conference on Business, Education, Economics, Accounting, and 
Management (ISC-BEAM), vol. 2, no. 1, pp. 2577–2594, Aug. 2024, doi: 10.21009/ISC-
BEAM.012.198. 

P. Ranjith, S. Nisansala, N. Jayasingha, K. Weerasekara, K. Wisenthige, and N. Dayapathirana, 
“Does social media information credibility influence social commerce purchase 
intention of skincare products? Evidence from Facebook,” PLoS One, vol. 20, no. 10 
October, Oct. 2025, doi: 10.1371/JOURNAL.PONE.0334126. 

R. F. Purbaningrum, H. J. Astuti, M. A. Miftahuddin, and M. Fauziridwan, “The Impact of 
Social Influence, Product Knowledge, and Fear of Missing Out on Skincare Purchase 

http://bajangjournal.com/index.php/JEMBA


210 
JEMBA 
Jurnal Ekonomi, Manajemen, Bisnis dan Akuntansi 
Vol.5, No.5, September 2026 
 

…………………………………………………………………………………………………………………………………….. 
http://bajangjournal.com/index.php/JEMBA   

Intention in Purwokerto,” International Journal of Management and Business 
Intelligence, vol. 3, no. 1, pp. 63–80, Mar. 2025, doi: 10.59890/IJMBI.V3I1.362. 

H. Masuda, S. H. Han, and J. Lee, “Impacts of influencer attributes on purchase intentions in 
social media influencer marketing: Mediating roles of characterizations,” Technol. 
Forecast. Soc. Change, vol. 174, Jan. 2022, doi: 10.1016/J.TECHFORE.2021.121246. 

R. Nurdianasari, S. Maharani, and Z. N. Damarani, “The Role of Social Media Influencers in 
Cosmetic Marketing: A Systematic Literature Review,” JURNAL EKONOMI KREATIF 
DAN MANAJEMEN BISNIS DIGITAL, vol. 4, no. 2, pp. 375–389, Nov. 2025, doi: 
10.55047/JEKOMBITAL.V4I2.1077. 

Radar Surabaya, “Fantastis! Perputaran Uang Industri Skincare di Indonesia Capai Triliunan 
Rupiah.” Accessed: Apr. 08, 2026. [Online]. Available: 
https://radarsurabaya.jawapos.com/ekonomi/2506130022/fantastis-perputaran-
uang-industri-skincare-di-indonesia-capai-triliunan-rupiah 

A. A. Firdausa, S. Sabihaini, and W. T. Astuti, “Social Media Marketing and Purchase 
Intention: A Parallel Dual Mediation Analysis of FOMO and Materialism in the 
Skintific Skincare Community in the Special Region of Yogyakarta,” Multidiscience : 
Journal of Multidisciplinary Science, vol. 3, no. 1, pp. 44–54, Jan. 2026, doi: 
10.59631/MULTIDISCIENCE.V3I1.472. 

P. Kotler and K. L. Keller, Marketing management (15th global ed.). England: Pearson, 2016. 
D. Chaffey and F. Ellis-Chadwick, Digital Marketing. in Global Edition / English textbooks. 

Pearson, 2019. [Online]. Available: https://books.google.co.id/books?id=-
1yGDwAAQBAJ 

P. Kotler, H. Kartajaya, and I. Setiawan, Marketing 5.0: Technology for humanity. John Wiley 
& Sons, 2021. 

T. L. Tuten, Social Media Marketing. SAGE publications ltd, 2023. 
H. C. Kelman, “Compliance, identification, and internalization three processes of attitude 

change,” Journal of conflict resolution, vol. 2, no. 1, pp. 51–60, 1958. 
G. K. An, T. T. An Ngo, T. T. Tran, and P. T. Nguyen, “Investigating the influence of social 

media influencer credibility on beauty product purchase behaviors: a case study from 
Vietnam,” Innovative Marketing, vol. 20, no. 3, pp. 261–276, 2024, doi: 
10.21511/IM.20(3).2024.21. 

Z. U. Hafizah and K. Kussudyarsana, “Social media influencers and e-WOM on Skintific 
products purchase intentions: the mediating role of brand image,” Jurnal Mantik, vol. 
7, no. 4, pp. 3765–3774, Feb. 2024, doi: 10.35335/MANTIK.V7I4.4873. 

L. G. Schiffman and L. L. Kanuk, “Consumer behavior, 7th,” NY: Prentice Hall, pp. 15–36, 
2000. 

M. R. Solomon, “Buying, having and being,” London: Prenticle Hall, 1994. 
C. Sujith, “A Study on Factors Influencing Purchase Behaviour of Skin Care Products,” 

International Journal For Multidisciplinary Research, vol. 6, no. 4, Aug. 2024, doi: 
10.36948/IJFMR.2024.V06I04.26112. 

I. Ajzen, “The theory of planned behavior,” Organ. Behav. Hum. Decis. Process., vol. 50, no. 2, 
pp. 179–211, 1991. 

R. E. Petty and J. T. Cacioppo, “The elaboration likelihood model of persuasion,” in Advances 
in experimental social psychology, vol. 19, Elsevier, 1986, pp. 123–205. 

D. L. Loudon and B. A. J. Della, “Consumer behavior,” McGraw USA, 1993. 

http://bajangjournal.com/index.php/JEMBA


 211 
JEMBA 

Jurnal Ekonomi, Manajemen, Bisnis dan Akuntansi 
 Vol.5, No.5, September 2026 
 

…………………………………………………………………………………………………….......................................... 
 http://bajangjournal.com/index.php/JEMBA 
 

J. W. Creswell and J. D. Creswell, Research Design: Qualitative, Quantitative, and Mixed 
Methods Approaches, 6e ed. Los Angeles: Sage publications, 2023. 

U. Flick, “The SAGE handbook of qualitative research design,” 2022. 
M. Q. Patton, Qualitative Research & Evaluation Methods: Integrating Theory and Practice. 

SAGE Publications, 2023. 
G. Guest, A. Bunce, and L. Johnson, “How many interviews are enough? An experiment with 

data saturation and variability,” Field methods, vol. 18, no. 1, pp. 59–82, 2006. 
R. K. Yin, Case Study Research: Design and Methods, 6th ed. Thousand Oaks, CA: SAGE 

Publications, 2018. 
M. Miles, A. Huberman, and J. Saldana, Qualitative Data Analysis: a Methods Sourcebook, 6th 

ed. Thousand Oaks, CA, USA: SAGE Publications, 2020. 
Y. S. Lincoln and E. G. Guba, Naturalistic Inquiry. CA, London, Delhi: Sage Publications, Inc, 

1985. 
E. J. Tisdell, S. B. Merriam, and H. L. Stuckey-Peyrot, Qualitative research: A guide to design 

and implementation. John Wiley & Sons, 2025. 
A. D. Jayanti and M. R. Roosdhani, “The Effect of Social Media Marketing Activities on 

Skintific Product Purchase Decision, with Mediation Social Media Influencers and 
Fear of Missing Out (FOMO) in Generation Z,” Golden Ratio of Mapping Idea and 
Literature Format, vol. 6, no. 1, pp. 1022–1036, Oct. 2025, doi: 
10.52970/GRMILF.V6I1.1508. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://bajangjournal.com/index.php/JEMBA


212 
JEMBA 
Jurnal Ekonomi, Manajemen, Bisnis dan Akuntansi 
Vol.5, No.5, September 2026 
 

…………………………………………………………………………………………………………………………………….. 
http://bajangjournal.com/index.php/JEMBA   

 
 
 
 
 
 
 
 
 

HALAMAN INI SENGAJA DIKOSONGKAN 

http://bajangjournal.com/index.php/JEMBA

	LITERATURE REVIEW
	1. Grand Theory: Marketing
	2. Social Influence
	3. Consumer Behavior
	4. Consumer Perception
	5. Purchase Decision
	6. Conceptual Framework
	RESEARCH METHOD
	FINDINGS AND DISCUSSION
	Discussion
	CONCLUSION
	REFERENCES

