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Abstract: This study aims to explore how content from creators and recommendation 
algorithms influence Generation Z's purchasing decisions for Facetology skincare products on 
the TikTok platform. The method used is a descriptive quantitative approach involving 102 
female respondents aged 15–28 years. Data analysis was performed using SPSS version 16, 
including validity and reliability tests, multiple linear regression, F-tests, and t-tests. The 
findings show that simultaneously and partially, creator content and recommendation 
algorithms have a positive and significant impact on purchasing decisions, with an Adjusted 
R² value of 0.538. The highest indicator in the creator content variable was “easy-to-understand 
language,” which demonstrated Tasya Farasya's ability to use communicative, clear, and 
relatable language to make it easy for the audience to understand product information and build 
trust in her recommendations. Meanwhile, in the recommendation algorithm variable, the 
highest indicator was “flexibility,” which reflected TikTok's ability to tailor content to user 
preferences. These factors encourage Generation Z to increase their purchasing decisions for 
recommended skincare products. This study emphasizes the importance of a collaborative 
strategy between creator credibility and algorithmic intelligence in shaping digital purchasing 
behavior among young consumers. 
 
Keywords: Content Creator, Recommendation Algorithms, Purchase Decision. 
 
 
INTRODUCTION 

The COVID-19 pandemic has accelerated the adoption of digital technology in various 
fields, including the beauty industry, where restrictions on physical activity have forced 
businesses to shift to e-commerce and social media (Yunus Kasim et al., 2022; Muzakir et al., 
2021). Post-pandemic developments in digital technology have also had a major impact on 
consumer behavior (Zahara et al., 2023). Generation Z, which grew up in the digital age, has 
broad access to information and is known as digital natives (Yuli Anita et al., 2024). When 
choosing products, they consider brand image, reviews, and promotions on social media such 
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as TikTok and Shopee, with a focus on brand experience and reputation (Sahabuddin et al., 
2025). TikTok has become a major marketing channel thanks to its sophisticated 
recommendation algorithm and collaborations with creators who are able to create trends 
(Bachri et al., 2023). Inventure's 2024 research shows that skincare is a top priority for 
Generation Z (Fitrianingsih et al., 2025). Facetology, a local skincare brand known as the 
“Viral Skincare Brand,” successfully sold 666,800 units of sunscreen through TikTok with a 
significant increase in January 2025, and its e-commerce turnover reached IDR 6.8 billion in 
Q3 2024 (Haryani et al., 2025; Fauzi & Nurhayaty, 2025). 

Content creators are individuals who produce and distribute online content to attract the 
attention of audiences (Tara Nabita Sari et al., 2023). They play a role in shaping perceptions 
and purchasing decisions through creativity and authentic communication (Eva 
Kusumaningtyas, 2022.) Content can be in the form of text, images, or videos designed to 
entertain, educate, or inform audiences (Febiansah et al., 2020.). Content creators help 
businesses introduce products or services quickly and effectively through creativity in word 
choice and engaging video editing (Yanny, 2024.). The presence of content creators is 
important because they are able to captivate audiences and influence purchasing decisions by 
creating attractive visuals and informative messages (Siddik et al., 2024). This study focuses 
on Tasya Farasya, one of the most influential beauty influencers in Indonesia, and limits 
respondents to women because skincare products are generally used by female consumers, 
making the results more relevant to the target market behavior.  

Recommendation algorithms play a crucial role in filtering and displaying relevant 
information based on user preferences, enabling them to find products, music, or other content 
that suits their needs (Arjuna et al., 2024; Zhang & Liu, 2021). These systems use approaches 
such as Collaborative Filtering, Content-Based Filtering, and Hybrid Systems to analyze data 
and predict user choices. The application of the apriori algorithm helps find association patterns 
from transaction data and improves product recommendation accuracy, which ultimately 
supports more effective marketing strategies (Alma et al., 2020). The purchase decision itself 
is a process that begins with the recognition of needs and ends with the purchase of a product, 
influenced by digital marketing and a comparison of the benefits and costs of the product 
(Wahyuningsih et al., 2022). The right decision increases consumer satisfaction and 
strengthens the relationship with digital marketing (Bachri et al., 2023; Adam et al., 2023). 
This study aims to analyze the influence of creator content and recommendation algorithms on 
Facetology skincare purchasing decisions on TikTok among Generation Z. 
 
Based on the research framework above, the following research hypotheses are formulated :   
H1: Content creators and recommendation algorithms are suspected to have a significant 
influence on purchasing decisions. 
H2: Content creators are suspected to have a significant influence on purchasing decisions. 
H3: Recommendation algorithms are suspected to have a significant influence on purchasing 
decisions. 
 
METHOD 

This study uses a descriptive quantitative approach to describe the influence of creator 
content and recommendation algorithms on Generation Z's purchasing decisions for 
Facetology skincare products. The descriptive quantitative approach aims to describe certain 
characteristics or phenomena through the collection of data that can be measured using 
instruments such as surveys or questionnaires (Yuliani, 2018). The research population was 
Generation Z users of Facetology products, with the sample determined using the Cochran 
formula for unknown populations at a 95% confidence level (Z = 1.96), p = 0.5, and e = 0.10, 
resulting in a minimum sample size of 96 respondents. However, 103 respondents were 
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obtained, and 1 respondent was declared invalid, so only the data from 102 respondents were 
processed. The research instrument was an online questionnaire distributed via Google Form 
to measure respondents' perceptions of the influence of creator content and recommendation 
algorithms on purchasing decisions. Before being distributed to the main sample, the 
instrument was tested on 30 respondents who were users of Facetology's competitor skincare 
products to ensure that the questionnaire was easy to understand and relevant. The data 
obtained was analyzed using SPSS Release 16 software through instrument testing, multiple 
linear regression analysis, and hypothesis testing using the coefficient of determination (R²), F 
test, and t test. 
 
RESULTS AND DISCUSSION 

This study aims to explore the impact of creator content and recommendation algorithms 
on Generation Z's purchasing decisions for Facetology skincare products on the TikTok 
platform, focusing on how these digital elements shape the behavior of young consumers who 
are active on social media (Bachri et al., 2023). The collected data were statistically analyzed 
using SPSS Release 16 software, and the results were presented in tabular form to facilitate 
understanding and deeper interpretation. 
 

Table 1. Validity Test 
Variables r calculate r table Description 
Content Creator 
 X1.1 0,849 0,306 Valid 

X1.2 0,864 0,306 Valid 
X1.3 0,844 0,306 Valid 
X1.4 0,842 0,306 Valid 
X1.5 0,889 0,306 Valid 
X1.6 0,879 0,306 Valid 
X1.7 0,862 0,306 Valid 
X1.8 0,870 0,306 Valid 
X1.9 0,839 0,306 Valid 
X1.10 0,853 0,306 Valid 
Recommendation 
Algorithms 
X2.1 

0,777 0,306 Valid 

X2.2 0,822 0,306 Valid 
X2.3 0,741 0,306 Valid 
X2.4 0,841 0,306 Valid 
X2.5 0,793 0,306 Valid 
X2.6 0,844 0,306 Valid 
X2.7 0,844 0,306 Valid 
Purchase Decision 
Y.1 0,826 0,306 Valid 

Y.2 0,837 0,306 Valid 
Y.3 0,722 0,306 Valid 
Y.4 0,830 0,306 Valid 
Y.5 0,794 0,306 Valid 
Y.6 0,676 0,306 Valid 
Y.7 0,816 0,306 Valid 
Y.8 0,835 0,306 Valid 
Y.9 0,848 0,306 Valid 
Y.10 0,864 0,306 Valid 
Y.11 0,863 0,306 Valid 
Y.12 0,818 0,306 Valid 
Y.13 0,812 0,306 Valid 
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Source : Data Research, 2025 
 

Based on the results of the Validity Test with 30 respondents and a margin of error of 
10%, a table r value of 0.306 was obtained. The analysis results show that all statement items 
have a calculated r value greater than the table r (calculated r > 0.306), so that each question 
item is declared valid. This means that each questionnaire item is able to measure the research 
variables accurately and consistently in accordance with the established measurement 
objectives. 
 

Table 2. Reliability Test 
Variables Cronbach’ Alpha Reliability Score Description 
Content Creator (X1) 0,960 0,60 Reliable 
Recommendation 
Algorithms (X2) 0,912 0,60 Reliable 

Purchase Decision (Y) 0,956 0,60 Reliable 
Source : Data Research, 2025 
 

Based on the results of the Reliability Test conducted using Cronbach's Alpha method, 
an α value greater than 0.60 was obtained, indicating that all items in the questionnaire had a 
good level of internal consistency. Thus, this research instrument can be declared reliable, 
meaning that each item is capable of providing stable and reliable results when used to measure 
the same variable at different times. 
 

Table 3. Descriptive Statistics of Respondent Identity 
Description Amount Percentage  
Age 15 - 20 22 21.57% 
 21 - 25 68 66.67% 
 26 - 28 12 11.76% 
Gender Female 102 100.00% 
 Male 0 0.00% 
Source : Data Research, 2025 
 

Based on Table 3, it can be seen that the majority of respondents were in the 21–25 age 
range, namely 68 people or 66.67% of the total respondents. Furthermore, there were 22 
respondents aged 15–20 years or 21.57%, while there were 12 respondents aged 26–28 years 
or 11.76%. In terms of gender, all respondents in this study were female, totaling 102 people 
or 100%, while there were no male respondents. This shows that participation in this study was 
dominated by young women, especially those aged 21–25 years. 

 
Table. 4 Descriptive Statistics of Respondents' Responses Regarding Content Creator (X1) 

DIM
ENSI
ON 

IND
ICA
TOR
S 

SS S N TS STS 

TOT
AL 
SCO
RE 

Mea
n      

  ∑ % ∑ % ∑ % ∑ % ∑ %   

Creat
ors 
Credi
bility 

Trus
t in 
cont
ent 
creat
ors 

38 37.2
5% 38 37.2

5% 21 20.5
9% 3 2.94

% 2 1.96
% 413 4.05 

 

Exp
ertis
e in 
cont

33 32.3
5% 42 41.1

8% 19 18.6
3% 6 5.88

% 2 1.96
% 404 3.96 
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ent 
creat
ion 

Creat
ors 
Attrac
tion 
 

Shar
ed 
inter
ests 
with 
view
ers 

34 33.3
3% 36 35.2

9% 23 22.5
5% 7 6.86

% 2 1.96
% 399 3.91 

 

Abil
ity 
to 
buil
d 
rapp
ort 
with 
view
ers 

34 33.3
3% 42 41.1

8% 18 17.6
5% 6 5.88

% 2 1.96
% 406 3.98 

The 
Powe
r Of 
Creat
or 
 

Abil
ity 
to 
attra
ct 
atten
tion  

35 34.3
1% 42 41.1

8% 20 19.6
1% 3 2.94

% 2 1.96
% 411 4.03 

Conte
nt 

Cont
ent 
cont
ains 
new 
infor
mati
on 

37 36.2
7% 36 35.2

9% 24 23.5
3% 3 2.94

% 2 1.96
% 409 4.01 

 

Easy
-to-
unde
rstan
d 
lang
uage 

43 42.1
6% 41 40.2

0% 11 10.7
8% 5 4.90

% 2 1.96
% 424 4.16 

 

Vie
wers 
feel 
invo
lved 

30 29.4
1% 42 41.1

8% 21 20.5
9% 7 6.86

% 2 1.96
% 397 3.89 

 

Cont
ent 
has 
adde
d 
valu
e 

37 36.2
7% 39 38.2

4% 20 19.6
1% 4 3.92

% 2 1.96
% 411 4.03 

 

Ente
rtain
ing 
cont
ent 

31 30.3
9% 35 34.3

1% 29 28.4
3% 5 4.90

% 2 1.96
% 394 3.86 
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Mean 
Total 
Conte
nt 
Creat
or 
(X1) 

 39.8
8            

Avera
ge 
Mean 
Conte
nt 
Creat
or 
(X1) 

 3.97            

Source : Data Research, 2025 
 

The results in Table 4 show that the Content Creator variable (X1) received a very good 
perception from respondents with a mean average of 3.99, which is in the high category. The 
indicator with the highest average score was “easy-to-understand language” with a score 
4.16, followed by “trust in content creators” with a score 4.05, and “ability to attract 
attention” with a score 4.03. This shows that clarity of language, level of trust, and the 
attractiveness of creators are the dominant factors that shape Gen Z's positive perception of the 
content presented on TikTok. Meanwhile, the indicator with the lowest average score was 
“entertaining content” with a score of 3.86, but it still falls into the good category. Overall, 
these results indicate that the aspects of credibility, appeal, power, and content quality 
presented by content creators play an important role in building positive relationships between 
creators and audiences, as well as influencing Gen Z's perception of the content they enjoy on 
the TikTok platform. 
 

Table. 5 Descriptive Statistics of Respondents' Responses 
Regarding Recommendation Algorithm (X2) 

DIM
ENSI
ON 

IND
ICA
TOR 

SS S N TS STS 

TOT
AL 
SCO
RE 

Mea
n      

  ∑ % ∑ % ∑ % ∑ % ∑ %   

Algor
ithm 
Limit
ations 

Col
d 
start 
pro
ble
m 

4 3.92
% 17 16.6

7% 28 27.4
5% 39 38.2

4% 14 13.7
3% 264 2.59 

 Spa
rsity 4 3.92

% 18 17.6
5% 23 22.5

5% 30 29.4
1% 27 26.4

7% 248 2.43 

 
Scal
abili
ty 

25 24.5
1% 48 47.0

6% 24 23.5
3% 3 2.94

% 2 1.96
% 397 3.89 

 
Syn
ony
my 

27 26.4
7% 49 47.0

6% 24 23.5
3% 0 0.00

% 2 1.96
% 405 3.97 

Capa
bility 
Exten
sions 

Mul
tidi
men
sion
ality 

35 34.3
1% 30 29.4

1% 35 34.3
1% 8 7.84

% 2 1.96
% 394 3.86 
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Flex
ibilit
y 

37 36.2
7% 36 35.2

9% 24 23.5
3% 3 2.94

% 2 1.96
% 409 4.01 

 

Co
mpr
ehen
sibil
ity  

32 31.3
7% 42 41.1

8% 21 20.5
9% 5 4.90

% 2 1.96
% 403 3.95 

Mean 
Total 
Reco
mmen
dation 
Algor
ithms 
(X2) 

 24.7
1            

Avera
ge 
Mean 
Reco
mmen
dation 
Algor
ithms 
(X2) 

 3.69            

Source : Data Research, 2025 
 

The results in Table 5 show that the Recommendation Algorithm variable (X2) received 
a good perception from respondents with a mean average of 3.53, which is in the moderate to 
high category. The indicator with the highest average score was ‘flexibility’ with a score 4.01, 
followed by “synonymy” with a score 3.97, and “scalability” with a score 3.89. This shows 
that the algorithm's ability to adapt and understand similarities between user preferences is the 
factor most appreciated by Gen Z. Meanwhile, the indicators with the lowest average scores 
were “sparsity” with a score of 2.43 and “cold start problem” with a score of 2.59, which 
indicate that there are still limitations in the algorithm's ability to provide relevant 
recommendations for new users or when user data is still minimal. Overall, these results 
indicate that although recommendation algorithms have demonstrated flexibility and good 
adaptability, challenges such as data limitations and initial system effectiveness remain aspects 
that need to be improved to enhance the Gen Z user experience on TikTok. 
 

Table. 6 Descriptive Statistics of Respondents' Responses 
Regarding Purchasing Decisions (Y) 

DIM
ENSI
ON 

IND
ICA
TOR 

SS S N TS STS 

TOT
AL 
SCO
RE 

Mea
n      

  ∑ % ∑ % ∑ % ∑ % ∑ %   

Produ
ct 
Qualit
y 

Perc
eptio
n of 
perf
orm
ance 

26 25.4
9% 44 43.1

4% 27 26.4
7% 3 2.94

% 2 1.96
% 395 3.87 

 
Reli
abili
ty 

24 23.5
3% 54 52.9

4% 20 19.6
1% 2 1.96

% 2 1.96
% 402 3.94 
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 Feat
ures 17 16.6

7% 51 50.0
0% 27 26.4

7% 5 4.90
% 2 1.96

% 382 3.75 

 
Suit
abili
ty 

17 16.6
7% 50 49.0

2% 24 23.5
3% 9 8.82

% 2 1.96
% 377 3.70 

 

Prod
uct 
dura
bilit
y. 

31 30.3
9% 47 46.0

8% 20 19.6
1% 3 2.94

% 1 0.98
% 410 4.02 

Price 
Perce
ption 

Pric
e 
asse
ssme
nt as 
an 
indic
ator 
of 
quali
ty 

34 33.3
3% 46 45.1

0% 20 19.6
1% 1 0.98

% 1 0.98
% 417 4.09 

 

Eco
nom
ic 
valu
e 

34 33.3
3% 35 34.3

1% 23 22.5
5% 7 6.86

% 3 2.94
% 396 3.88 

 

Pric
e 
com
paris
on. 

18 17.6
5% 49 48.0

4% 22 21.5
7% 11 10.7

8% 2 1.96
% 376 3.69 

Brand 
Image 

Prod
uct 
kno
wled
ge 

19 18.6
3% 40 39.2

2% 19 18.6
3% 17 16.6

7% 7 6.86
% 353 3.46 

 

Posit
ive 
bran
d 
imag
e 
influ
enci
ng 
deci
sion
s. 

24 23.5
3% 53 51.9

6% 22 21.5
7% 2 1.96

% 1 0.98
% 403 3.95 

The 
Impac
t Of 
Digita
l 
Mark
etings 
and 
Influe
ncers 

Imp
act 
of 
endo
rsem
ents 

28 27.4
5% 45 44.1

2% 23 22.5
5% 4 3.92

% 2 1.96
% 399 3.91 
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Adv
ertisi
ng 
cont
ent 

29 28.4
3% 43 42.1

6% 28 27.4
5% 1 0.98

% 1 0.98
% 404 3.96 

 

Con
sum
er 
revie
ws 
in 
purc
hasi
ng 
deci
sion
s. 

41 40.2
0% 48 47.0

6% 11 10.7
8% 0 0.00

% 2 1.96
% 432 4.24 

Mean 
Total 
Purch
ase 
Decis
ion 
(Y) 

 50.4
5            

Avera
ge  
Mean 
Purch
ase 
Decis
ion 
(Y) 

 3.87            

Source : Data Research, 2025 
 

The results in Table 6 show that the Purchase Decision variable (Y) received a good 
perception from respondents with a mean average of 3.88, which is in the high category. The 
indicator with the highest average score is “consumer reviews” with a score 4.24, followed 
by “price assessment as an indicator of quality” with a score 4.09, and “product 
durability” with a score 4.02. This shows that positive consumer reviews, the perception that 
the price is commensurate with quality, and product durability are the main factors that drive 
Gen Z in making purchasing decisions for skincare and cosmetic products on TikTok. 
Meanwhile, the indicator with the lowest average score is “product knowledge” with a score 
of 3.46, which shows that some respondents still have varying levels of understanding about 
in-depth product information. Overall, these results indicate that product quality, price 
perception, brand image, and the influence of digital marketing and influencers significantly 
contribute to Gen Z consumers' purchasing decisions, where trust in reviews and promotional 
content plays a crucial role in determining their choices on the TikTok platform. 
 

Table 5. Coefficient of Determination Test (R2) 
Model Summaryb 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .740a .547 .538 5.63643 
Predictors: (Constant), TOTAL.X2, TOTAL.X1 
Dependent Variable: TOTAL.Y 
Source : Data Research, 2025 
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The R-squared test is used to show the extent to which exogenous variables can explain 
endogenous variables. According to Hair et al. (2022), an R-squared value of 0.75 indicates a 
strong effect, 0.50 reflects a moderate effect, and 0.25 indicates a weak effect. In this study, an 
R-squared value of 0.547 and an Adjusted R-squared value of 0.538 indicate that the Content 
Creator (X1) and Recommendation Algorithm (X2) variables are able to explain 53.8% of the 
variation in the Purchase Decision (Y) variable. This value falls into the moderate effect 
category, which means that both variables have a significant influence on Gen Z's purchasing 
decisions regarding skincare products on TikTok. Meanwhile, the remaining 46.2% is 
explained by other factors outside the scope of this study, such as product quality perceptions, 
peer influence, beauty trends, or other digital marketing strategies that may be of interest in 
future research. 
 

Table 6. Simultaneous Test (F) 
ANOVAb 

Model Sum of 
Squares df Mean Square F Sig. 

1          
Regression 3804.093 2 1902.047 59.871 .000a 

            Residual 3145.162 99 31.769   
            Total 6949.255 101    
Predictors: (Constant), TOTAL.X2, TOTAL.X1 
Dependent Variable: TOTAL.Y 
Source : Data Research, 2025 
 

The ANOVA (Analysis of Variance) test is used to determine whether the regression 
model used in this study is appropriate or significant to explain the relationship between 
exogenous and endogenous variables. Based on the ANOVA test results in the table, an F value 
of 59.871 was obtained with a significance level (Sig.) of 0.000, which is less than 0.05. This 
indicates that the regression model constructed is feasible to use and that there is a simultaneous 
significant effect between the Content Creator (X1) and Recommendation Algorithm (X2) 
variables on the Purchase Decision (Y) variable. Thus, these two independent variables 
together play an important role in influencing Gen Z's purchasing decisions regarding skincare 
products on TikTok, so that this research model can be declared valid and relevant to describe 
the relationship between the variables studied. 
 

Tabel 7. Partial Test (t) 
Coefficientsa 

Model 

Unstanda
rdized 
Coefficie
nts 

Standardi
zed 
Coefficie
nts 

t Sig. 
Collineari
ty 
Statistics 

  

 B Std. 
Error Beta   Tolerance VIF 

1            
(Constant) 14.205 3.494  4.066 .000 14.205 3.494 

              
TOTAL.X1 .502 .088 .490 5.727 .000 .502 .088 

              
TOTAL.X2 .656 .170 .330 3.850 .000 .656 .170 

Dependent Variable: TOTAL.Y 
Source : Data Research, 2025 
 

The results of the multiple linear regression test in Table 7 show that the variables 
Content Creator (X1) and Recommendation Algorithm (X2) have a significant effect on 
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Purchase Decision (Y). Based on the Unstandardized Coefficients (B) values, the regression 
equation is obtained :  
Y = 14.205 + 0.502X₁ + 0.656X₂ 
 

The constant value of 14.205 indicates that if the Content Creator and Recommendation 
Algorithm variables are considered constant or zero, the base value of the Purchase Decision 
remains at 14.205. Furthermore, the regression coefficient X1 of 0.502 with a significance 
value of 0.000 (< 0.05) indicates that every increase in perception of Content Creator will 
increase the Purchase Decision by 0.502 units, with a positive and significant effect. 
Meanwhile, the regression coefficient X2 of 0.656 with a significance value of 0.000 (< 0.05) 
also shows that the Recommendation Algorithm has a positive and significant effect on the 
Purchase Decision, where every increase in perception of the algorithm will increase the 
purchase decision by 0.656 units. VIF values < 10 and Tolerance > 0.1 indicate that there is no 
multicollinearity, so this regression model is valid. Overall, these results indicate that both 
Content Creators and Recommendation Algorithms have a real contribution in increasing Gen 
Z's purchasing decisions for skincare products on TikTok. 
 
H1: The Influence of Content Creators and Recommendation Algorithms on Purchase 
Decisions 

The results of the study show that simultaneously, the variables of creator content and 
recommendation algorithms have a positive and significant effect on Gen Z's purchasing 
decisions for Facetology skincare products on TikTok. The coefficient of determination (R²) 
value of 0.547 indicates that the combination of both variables can explain 54.7% of the 
variation in purchasing decisions. This shows that the success of digital marketing strategies 
on TikTok is not only determined by the quality of content created by creators, but also by the 
effectiveness of algorithms in displaying content that matches audience preferences. When 
TikTok's algorithm recommends Tasya Farasya's credible and communicative videos to users 
interested in skincare, the likelihood of purchase increases significantly. The combination of 
algorithmic personalization and content authenticity creates an attractive ecosystem for Gen Z, 
who tend to purchase products based on visual trust and direct testimonials they repeatedly see 
on the platform. 

 
H2: The Influence of Content Creators on Purchasing Decisions 

The creator content variable obtained an average mean of 3.97, which is in the high 
category, with the highest indicator being “easy-to-understand language” (mean 4.16), 
followed by “trust in content creators” (4.05) and “ability to attract attention” (4.03). This 
shows that Tasya Farasya is able to communicate promotional messages in simple, 
straightforward language that is relatable to Gen Z audiences. Her spontaneous style of 
speaking, use of everyday terms, and way of explaining products with concrete comparisons 
(e.g., texture, color, or results of use) make her content easy to digest and feel honest. Tasya's 
credibility is also built on her consistency in providing honest reviews and personal experiences 
that are relevant to the needs of young consumers. In addition, her visual and expressive 
abilities add emotional appeal that makes the audience feel personally connected. The 
combination of clear language, trustworthiness, and visual appeal makes Tasya Farasya's 
content effective in influencing her followers' perceptions and purchasing decisions regarding 
skincare products like Facetology. 
 
H3: The Influence of Recommendation Algorithms on Purchasing Decisions 

The results of the study indicate that the recommendation algorithm variable also has a 
positive and significant effect on purchasing decisions, with an average mean of 3.53 (medium-
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high category). The highest indicators are “flexibility” (mean 4.01) and “synonymy” (3.97), 
showing that the TikTok algorithm is considered flexible in adjusting content based on user 
interests and interaction history. This means that users who frequently watch videos about 
beauty or product reviews will more often receive recommendations for similar videos, 
including from creators such as Tasya Farasya. The algorithm's ability to recognize similarities 
in preferences (synonymy) allows TikTok to strengthen the exposure of certain product content 
to the most relevant audience, thereby increasing the chances of purchase. Despite limitations 
such as the cold start problem, TikTok's recommendation system is generally considered 
capable of creating a personalized, efficient, and enjoyable experience for Gen Z. As a result, 
users are not only drawn to creators they like but also because the algorithm helps them 
discover products that align with their needs and lifestyle. 
 
CONCLUSION 

 This study concludes that content creators and recommendation algorithms have a 
positive and significant effect on Generation Z's decision to purchase Facetology skincare 
products on TikTok. These findings confirm that the success of a digital marketing strategy 
depends not only on the quality of the algorithm in displaying relevant content, but also on the 
credibility and communication style of creators who are able to build audience trust. The “easy-
to-understand language” indicator in the creator content variable shows that Tasya Farasya's 
ability to convey information in a clear, interactive style that is appropriate for Gen Z is a major 
factor in driving purchase intent. Meanwhile, the flexibility of the TikTok algorithm in tailoring 
content recommendations to user interests also strengthens brand exposure and purchase 
opportunities. Based on these results, it is recommended that skincare businesses collaborate 
with creators who are communicative, authentic, and knowledgeable about products, and 
optimize the TikTok algorithm through consistent posting strategies, the use of relevant 
hashtags, and the utilization of analytics features to effectively expand their reach to the Gen 
Z target market. 
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