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Abstract. This study aims to identify and analyze the influence of Content Marketing, Online Customer Reviews, and Product Quality 

on Generation Z’s purchase intent for Mykonos perfume products on the Shopee e-commerce platform in Surabaya. The research method 

employed is a quantitative method using an associative approach. Data collection was conducted by distributing questionnaires to 

respondents. The sample in this study consisted of 157 Generation Z respondents in Surabaya who were aware of or had seen Mykonos 

perfume products on Shopee. The data analysis techniques used included validity tests, reliability tests, classical assumption tests, 

multiple linear regression analysis, t-tests, F-tests, and the coefficient of determination using SPSS software. The results of the study 
indicate that Content Marketing, Online Customer Reviews, and Product Quality simultaneously have a significant effect on the 

purchase intention for Mykonos perfume products. Partially, Content Marketing has a positive and significant effect on purchase 

intention, Online Customer Reviews have a positive and significant effect on purchase intention, and Product Quality has a positive and 

significant effect on the purchase intention for Mykonos perfume products on the Shopee e-commerce platform. These findings indicate 

that the better the content marketing strategy, the more positive the customer reviews, and the higher the product quality, the greater 

consumers’ interest in purchasing Mykonos perfumes will be. 

Keywords: Content Marketing, Online Customer Review, Product Quality, Purchase Intention. 

 

I. INTRODUCTION 

The rapid advancement of digital technology has 

transformed consumer behavior, business communication, and 

the structure of modern retail markets. Digital platforms no 

longer function merely as transaction channels; they have 

become integrated ecosystems in which consumers search for 

product information, compare alternatives, evaluate user-

generated content, and form purchase intentions before making 

buying decisions. In Indonesia, the acceleration of digital 

adoption has strengthened the role of e-commerce as a major 

marketplace for various product categories, including beauty, 

personal care, and fragrance products. This shift is particularly 

visible among younger consumers, who are highly exposed to 

online media, digital promotions, social networking platforms, 

and marketplace-based product reviews [1], [2]. 

Generation Z represents a strategic consumer segment 

in the digital marketplace because this generation grew up with 

internet-based communication, social media interaction, and 

mobile commerce as part of daily life. Their purchasing process 

is commonly preceded by online information seeking, content 

exposure, peer recommendations, and review-based 

evaluation. Unlike conventional consumers who may rely 

heavily on direct product experience, Generation Z consumers 

tend to combine promotional content, social proof, product 

quality cues, and perceived credibility of online information 

before developing purchase intention. Therefore, 

understanding the determinants of purchase intention among 

Generation Z is essential for brands competing in digital 

marketplaces, particularly in highly competitive product 

categories such as perfume and personal care [3], [4]. 

Shopee has become one of the most widely used 

marketplace platforms in Indonesia because it offers 

convenience, product variety, promotional features, digital 

payment options, delivery services, ratings, and customer 

review systems. These features allow consumers to assess 

products without direct physical interaction. In online perfume 

purchases, this condition is especially important because 

consumers cannot directly test fragrance durability, scent 

character, packaging quality, or sensory suitability before 

buying. Consequently, digital cues such as content marketing, 

online customer reviews, and perceived product quality play a 

central role in reducing uncertainty and stimulating consumer 

interest [5], [6]. 

Content marketing is one of the most relevant 

strategies in digital consumer engagement. It refers to the 

creation and distribution of valuable, relevant, consistent, and 
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persuasive content designed to attract, inform, and influence 

target audiences. In marketplace and social media 

environments, content marketing may appear in the form of 

product descriptions, visual storytelling, short videos, lifestyle 

narratives, promotional messages, influencer-supported posts, 

and educational content about product benefits. Effective 

content marketing can improve product awareness, strengthen 

brand image, build emotional connection, and encourage 

consumers to explore product offerings more deeply [7], [8]. In 

the case of fragrance products, content marketing is expected 

to translate intangible product attributes—such as scent 

impression, freshness, elegance, and personal identity—into 

persuasive digital narratives that are understandable to 

consumers. 

Previous studies have shown that content marketing 

contributes to consumer interest and purchase-related behavior 

by providing information, creating engagement, and shaping 

positive perceptions toward a brand. Content that is 

informative, attractive, and a ligned with consumer needs can 

support decision-making because it reduces information 

asymmetry and increases consumer confidence in the product. 

For Generation Z, content relevance is particularly important 

because this segment is highly responsive to visual 

communication, authenticity, trend alignment, and interactive 

digital experiences [9]. Thus, content marketing is not only a 

promotional instrument but also a strategic communication 

mechanism that can influence how consumers perceive product 

value in the e-commerce environment. 

In addition to content marketing, online customer 

review is a critical factor influencing consumer purchase 

intention in digital marketplaces. Online customer reviews 

represent consumer-generated evaluations based on prior 

purchase and usage experiences. These reviews function as 

electronic word-of-mouth and provide prospective buyers with 

information about product performance, advantages, 

weaknesses, delivery experience, and seller credibility. In 

online transactions, customer reviews are considered important 

because they help consumers reduce perceived risk and 

uncertainty before making a purchase [10], [11]. Positive 

reviews can strengthen trust and stimulate purchase intention, 

whereas negative reviews may reduce consumer confidence 

and encourage them to search for alternative products. 

The importance of online customer reviews becomes 

more pronounced in products that involve subjective 

experience, such as perfume. Since fragrance preference is 

personal and difficult to evaluate through images or 

descriptions alone, consumers often depend on other buyers’ 

experiences to assess scent quality, longevity, packaging, 

authenticity, and overall satisfaction. For Generation Z 

consumers, online reviews are not only sources of product 

information but also social validation mechanisms. The 

number of reviews, review credibility, review quality, and 

review valence may influence whether consumers perceive a 

product as reliable and worth purchasing [12]. Therefore, 

online customer review is conceptually relevant as an 

antecedent of purchase intention in the context of Mykonos 

perfume products on Shopee. 

Product quality is another determinant that cannot be 

separated from consumer purchase intention. Product quality 

refers to the ability of a product to meet or exceed consumer 

expectations through its performance, durability, reliability, 

design, features, and sensory attributes. In the perfume 

industry, product quality can be reflected in scent durability, 

fragrance composition, packaging attractiveness, safety, 

product authenticity, and consistency between promotional 

claims and actual consumer experience. High product quality 

may increase consumer satisfaction, perceived value, and 

willingness to purchase, while poor quality may create 

dissatisfaction and negative word-of-mouth [13]. 

In e-commerce settings, product quality is often 

evaluated indirectly through product descriptions, visual 

presentation, customer ratings, and consumer reviews. This 

indirect evaluation makes quality perception closely connected 

to digital information cues. A product that is perceived to have 

good quality may stimulate stronger purchase intention 

because consumers believe that the product can fulfill their 

needs and expectations. For local perfume brands such as 

Mykonos, product quality is an important competitive 

advantage because the fragrance market is increasingly  

crowded with local and international brands offering various 

scent variants, packaging designs, and price ranges. Thus, 

maintaining product quality is essential not only for customer 

satisfaction but also for strengthening consumer interest in 

repeat and initial purchases [14]. 

The growing relevance of digital media in consumer 

behavior is also consistent with broader studies on the role of 

multimedia and digital literacy in shaping understanding, 

creativity, and interaction with information. Suchyadi, Safitri, 

and Sunardi [15] emphasized the role of multimedia in 

improving comprehension and creative thinking skills, while 

Sunardi, Suchyadi, Suhardi, and Martha [16] further 

highlighted the value of multimedia -based approaches in 

supporting understanding and creative thinking. Although 

these studies were conducted in educational contexts, their 

implications are relevant to digital consumer research because 

online consumers also interact with multimedia content, 

process digital information, and make judgments based on 

visual, textual, and interactive cues. This supports the argument 

that digital content and multimedia -based information can 

shape perception, understanding, and behavioral intention. 

Despite the increasing number of studies on digital 

marketing and online purchase behavior, several research gaps 

remain. First, many studies examine content marketing, online 

customer reviews, or product quality separately, whereas 

consumer purchase intention in e-commerce is often shaped by 

the simultaneous interaction of promotional content, social 

proof, and perceived product performance. Second, limited 

studies specifically investigate local perfume products in 

Indonesian marketplaces, even though perfume is a product 

category strongly influenced by sensory expectations and 

digital trust. Third, Generation Z consumers in Surabaya 

represent an important urban digital consumer segment, but 

empirical studies focusing on their purchase intention toward 

local perfume brands on Shopee remain limited. 

Based on these gaps, this study aims to analyze the 

influence of content marketing, online customer review, and 

product quality on the purchase intention of Mykonos perfume 

products on Shopee among Generation Z consumers in 
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Surabaya. The study is expected to contribute theoretically to 

the literature on digital marketing and online consumer 

behavior by integrating three important antecedents of 

purchase intention in one empirical model. Practically, the 

findings are expected to provide insights for local perfume 

brands in designing effective digital marketing strategies, 

managing customer reviews, and improving product quality to 

strengthen consumer purchase intention in the competitive e-

commerce marketplace. 

 

 

II. RESEARCH METHODS 

This study employed a quantitative research design with 

an associative approach to examine the influence of content 

marketing, online customer review, and product quality on 

purchase intention. A quantitative approach was considered 

appropriate because the study aimed to test the relationship 

among measurable variables and determine the magnitude of 

influence between independent and dependent variables 

through statistical analysis. The independent variables in this 

study consisted of content marketing (X1), online customer 

review (X2), and product quality (X3), while purchase 

intention (Y) served as the dependent variable. The population 

of this study comprised Generation Z consumers in Surabaya 

who were familiar with or had seen Mykonos perfume products 

on the Shopee e-commerce platform. The sample was 

determined using the Slovin formula, resulting in 157 

respondents. The sampling technique applied was non-

probability sampling with a purposive sampling method, in 

which respondents were selected based on specific criteria 

relevant to the research objectives. This method is suitable for 

studies that require participants with particular characteristics 

and knowledge related to the research object [17]. 

Primary data were collected through an online 

questionnaire using a five-point Likert scale ranging from 

strongly disagree to strongly agree. The questionnaire items 

were developed based on the indicators of each variable: 

content marketing, online customer review, product quality, 

and purchase intention. Prior to hypothesis testing, the research 

instrument was evaluated through validity and reliability tests 

to ensure that each item was appropriate and internally 

consistent. The collected data were then analyzed using IBM 

SPSS Statistics through several stages, including classical 

assumption tests consisting of normality, multicollinearity, and 

heteroscedasticity tests. After the assumptions were fulfilled, 

multiple linear regression analysis was conducted to examine 

the partial and simultaneous effects of the independent 

variables on purchase intention. The t-test was used to analyze 

the partial effect of each independent variable, while the F-test 

was employed to determine the simultaneous effect of all 

independent variables. In addition, the coefficient of 

determination was calculated to identify the extent to which 

content marketing, online customer review, and product quality 

explained variations in purchase intention. This analytical 

procedure is consistent with multivariate statistical analysis, 

which is commonly used to evaluate predictive relationships 

among variables in behavioral and marketing research [18]. 

 

 

Description: 

X : Independent Variable or Independent Variable 

(Content Marketing, Online Customer Reviews, 

and Product Quality) 

Y  : Dependent Variable or Bound Variable (Buying 

Interest) 

          : Partial influence 

  : Simultaneous influence 

 

HI: Content Marketing, Online Customer Reviews, and 

Product Quality simultaneously have a significant 

influence on the Buying Interest of Mykonos Generation 

Z perfume products in Surabaya  

H2: Content Marketing partially has a significant influence on 

the Buying Interest of Mykonos Generation Z perfume 

products in Surabaya  

H3: Online Customer Reviews partially have a significant 

influence on the Buying Interest of Mykonos Generation 

Z perfume products in Surabaya  

H4: Product Quality partially has a significant influence on the 

Buying Interest of Mykonos Generation Z perfume 

products in Surabaya  

 

 

IV. RESULTS AND DISCUSSION 

This section presents the empirical findings of the study 

and discusses the influence of content marketing, online 

customer review, and product quality on the purchase intention 

of Mykonos perfume products on Shopee among Generation Z 

consumers in Surabaya. The analysis was conducted through 

several statistical stages, including instrument testing, classical 

assumption testing, multiple linear regression analysis, 

coefficient of determination, and hypothesis testing. The 

results indicate that the proposed research model is statistically 

acceptable and capable of explaining consumer purchase 

intention in the context of e-commerce-based perfume 

products. 

The validity test showed that all questionnaire items 

used to measure content marketing, online customer review, 

product quality, and purchase intention were valid. Each item 

had a corrected item-total correlation value higher than the r-

table value of 0.156, with a significance level below 0.05. 

These results indicate that all measurement items were able to 

represent their respective constructs. Furthermore, the 

reliability test demonstrated that all variables had Cronbach’s 
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Alpha values above the minimum threshold of 0.60. Content 

marketing obtained a Cronbach’s Alpha value of 0.750, online 

customer review obtained 0.716, product quality obtained 

0.729, and purchase intention obtained 0.753. Therefore, the 

research instrument was considered reliable and internally 

consistent. 

 

Table 1. Validity and Reliability Summary  

Variable 
Number of 

Items 
Validity 
Result 

Cronbach’s 
Alpha 

Reliability 
Result 

Content 
Marketing 

10 
All items 
valid 

0.750 Reliable 

Online Customer 
Review 

10 
All items 
valid 

0.716 Reliable 

Product Quality 10 
All items 
valid 

0.729 Reliable 

Purchase 
Intention 

8 
All items 
valid 

0.753 Reliable 

 

The classical assumption tests also confirmed that the 

regression model was appropriate for further analysis. The 

normality test using the Kolmogorov-Smirnov method 

produced a significance value of 0.200, which is greater than 

0.05. This result indicates that the data were normally 

distributed. The multicollinearity test showed that all 

independent variables had tolerance values above 0.10 and 

variance inflation factor values below 10, indicating that there 

was no multicollinearity among the independent variables. In 

addition, the heteroscedasticity test showed that all 

independent variables had significance values greater than 

0.05. Therefore, the regression model was free from 

heteroscedasticity. These findings confirm that the data 

fulfilled the basic assumptions required for multiple linear 

regression analysis. 

The multiple linear regression analysis showed that 

content marketing, online customer review, and product quality 

had positive regression coefficients toward purchase intention. 

The regression equation obtained from the analysis is presented 

as follows: 

 

Y = 15.029 + 0.088X1 + 0.041X2 + 0.311X3  

where Y represents purchase intention, X1 represents 

content marketing, X2 represents online customer review, and 

X3 represents product quality. The positive coefficients 

indicate that an increase in each independent variable is 

associated with an increase in purchase intention. Among the 

three independent variables, product quality had the highest 

regression coefficient of 0.311, followed by content marketing 

with 0.088 and online customer review with 0.041. This result 

suggests that product quality is the most dominant factor 

influencing Generation Z consumers’ purchase intention 

toward Mykonos perfume products on Shopee. 

The F-test result showed that content marketing, online 

customer review, and product quality simultaneously had a 

significant effect on purchase intention. The calculated F-value 

was 847.683, with a significance value of 0.000. Since the 

significance value was lower than 0.05, the first hypothesis was 

accepted. This finding indicates that purchase intention toward 

Mykonos perfume products on Shopee is influenced not only 

by one factor but by the combined effect of digital marketing 

communication, customer-generated information, and product 

performance. In the context of e-commerce, this simultaneous 

effect is highly relevant because online consumers usually 

evaluate several information cues before deciding whether to 

purchase a product. 

 

. 

Table 2. Summary of Regression and Hypothesis Testing 

Hypothesis 
Relationship 

Tested 
Regression 
Coefficient 

t-value Significance Result 

H1 Content 
Marketing, 

Online 
Customer 
Review, and 
Product Quality 

→ Purchase 
Intention 

— F = 
847.683 

0.000 Supported 

H2 Content 
Marketing → 

Purchase 
Intention 

0.088 10.776 < 0.05 Supported 

H3 Online 

Customer 
Review → 
Purchase 
Intention 

0.041 5.353 < 0.05 Supported 

H4 Product Quality 
→ Purchase 
Intention 

0.311 36.251 < 0.05 Supported 

 

The coefficient of determination showed an R Square 

value of 0.943. This means that 94.3% of the variation in 

purchase intention can be explained by content marketing, 

online customer review, and product quality. Meanwhile, the 

remaining 5.7% is explained by other variables outside the 

model, such as price perception, brand image, influencer 

endorsement, trust, promotion, perceived risk, or consumer 

lifestyle. The R-value of 0.971 also indicates a very strong 

relationship between the independent variables a nd purchase 

intention. These results demonstrate that the proposed model 

has strong explanatory power in predicting Generation Z 

consumers’ purchase intention toward Mykonos perfume 

products on Shopee.  

The partial test results showed that content marketing 

had a positive and significant effect on purchase intention. This 

finding indicates that attractive, informative, creative, and 

relevant marketing content can increase consumer interest in 

Mykonos perfume products. In e-commerce and social media 

environments, content marketing serves as a bridge between 

product information and consumer perception. For fragrance 

products, content must communicate sensory attributes that 

cannot be physically experienced online, such as scent 

impression, fragrance character, freshness, elegance, and 

durability. This result is consistent with previous studies 

showing that content marketing can influence consumer 

engagement, perceived value, and purchase intention in digital 

marketing contexts [19], [20]. 

The significant influence of content marketing also 

reflects the digital behavior of Generation Z consumers. 
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Generation Z tends to respond positively to visual content, 

short-form videos, authentic product narratives, and brand 

messages that are aligned with lifestyle trends. Therefore, 

content marketing for perfume products should not only focus 

on product promotion but also build emotional association, 

self-expression, and lifestyle identity. For Mykonos, this means 

that digital content must be designed to present perfume as both 

a functional product and a symbolic lifestyle attribute. This 

finding supports the view that content-based digital 

communication can strengthen brand attractiveness and 

influence consumer behavioral intention [21]. 

Online customer review was also found to have a 

positive and significant effect on purchase intention. This result 

confirms that consumer-generated reviews play an important 

role in the online buying process. Since online consumers 

cannot directly evaluate the physical or sensory quality of 

perfume products before purchase, they rely on the experiences 

of previous buyers. Reviews provide information about scent 

durability, packaging condition, product authenticity, delivery 

experience, and overall satisfaction. Positive reviews can 

reduce perceived risk and increase consumer trust, while 

negative reviews may reduce purchase interest. These findings 

are in line with previous studies indicating that online customer 

reviews and ratings influence trust, perceived usefulness, and 

purchase intention in marketplace transactions [22], [23]. 

For Generation Z consumers, online customer reviews 

also function as a form of social proof. This generation is 

accustomed to searching for peer opinions, ratings, and user-

generated content before making purchase decisions. 

Therefore, the credibility, qua ntity, quality, and valence of 

reviews are important elements in shaping purchase intention. 

A product with many positive reviews may be perceived as 

more popular, reliable, and worth buying. Conversely, a  

product with limited or negative reviews may increase 

uncertainty. In this study, the significant effect of online 

customer review indicates that Shopee’s review system is an 

important decision-support feature for consumers interested in 

Mykonos perfume products [24]. 

Product quality had the strongest effect on purchase 

intention. The regression coefficient and t-value of product 

quality were higher than those of content marketing and online 

customer review. This finding indicates that although digital 

content and customer reviews are important, the perceived 

quality of the product remains the primary determinant of 

purchase intention. In the perfume industry, product quality is 

closely related to fragrance durability, scent composition, 

packaging design, product safety, and consistency between 

promotional claims and actual consumer experience. 

Consumers are more likely to develop purchase intention when 

they believe that the product offers reliable quality and fulfills 

their expectations [25], [26]. 

The dominance of product quality in this study can be 

explained by the characteristics of perfume as a sensory and 

experience-based product. Consumers may initially be 

attracted by content marketing and influenced by online 

reviews, but their purchase intention ultimately depends on 

whether the product is perceived to have good quality. For 

Generation Z consumers, quality is not limited to physical 

performance but also includes aesthetic appeal, brand 

credibility, emotional satisfaction, and value for money. 

Therefore, Mykonos must ensure that its digital marketing 

strategy is supported by consistent product quality. If the 

product does not meet consumer expectations, attractive 

content and positive reviews may not be sufficient to maintain 

long-term purchase interest [27]. 

The findings of this study contribute to digital 

marketing literature by confirming that purchase intention in e-

commerce is shaped by the integration of firm -generated 

content, consumer-generated information, and product-related 

evaluation. Content marketing represents brand-controlled 

communication, online customer review represents consumer-

generated credibility, and product quality represents perceived 

product performance. Together, these three variables create a 

comprehensive mechanism that influences consumers’ 

intention to purchase. This model is particularly relevant in 

marketplace environments, where consumers make decisions 

based on both promotional and evaluative information before 

completing a transaction [28]. 

From a managerial perspective, the findings suggest that 

Mykonos and similar local perfume brands should strengthen 

three strategic areas. First, content marketing should be 

designed to be visually appealing, informative, trend-sensitive, 

and aligned with Generation Z preferences. Second, customer 

review management should be improved by encouraging 

satisfied customers to provide honest reviews, responding to 

complaints, and maintaining product consistency. Third, 

product quality should remain the main priority because it has 

the strongest influence on purchase intention. Brands that 

combine persuasive content, credible reviews, and high 

product quality are more likely to increase consumer interest 

and strengthen competitiveness in the Shopee marketplace 

[29]. 

Overall, the results demonstrate that content marketing, 

online customer review, and product quality significantly 

influence purchase intention both partially and simultaneously. 

Product quality was found to be the most dominant factor, 

followed by content marketing and online customer review. 

These findings indicate that Generation Z consumers in 

Surabaya are not only attracted by digital promotional content 

but also consider review credibility and product performance 

before forming purchase intention. Therefore, local perfume 

brands must integrate digital communication strategy, review 

credibility management, and product quality improvement to 

compete effectively in the e-commerce environment. 

 

 

IV. CONCLUSION 

Based on the results of the research and data analysis 

that has been carried out, it can be concluded that the variables 

of Content Marketing, Online Customer Review, and Product 

Quality have a positive and significant influence on the Buying 

Interest of Mykonos perfume products in Generation Z in 

Surabaya Shopee users. The results of the study show that the 

better the content marketing carried out by the company, the 

more positive customer reviews given by consumers, and the 

better the quality of the product felt by consumers, the interest 

in buying Mykonos perfume products will also increase. rtially, 

the Content Marketing variable  has been shown to have a 
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significant effect on Buying Interest. This shows that 

promotional content that is interesting, informative, creative, 

and able to follow social media trends can increase consumers' 

interest in seeking information and making product purchases. 

Marketing content that is presented in an attractive way can 

also build awareness and strengthen consumers' positive 

perception of Mykonos perfume products on Shopee. he Online 

Customer Review variable  also shows a positive and 

significant influence on Buying Interest. These results show 

that customer reviews are one of the important factors that 

consumers consider before making an online purchase. The 

existence of positive reviews, good product ratings, and other 

consumer experiences shared through Shopee can increase the 

trust of potential consumers in Mykonos perfume products so 

that they can encourage buying interest. In addition, the 

Product Quality variable  has a positive and significant 

influence on Buying Interest and is the most dominant variable 

in this study. This shows that product quality is the main factor 

that consumers pay attention to before making a purchase. 

Consumers tend to have higher buying interest in perfume 

products that have a long-lasting scent, good quality of 

materials, attractive packaging, and are able to meet consumer 

expectations and needs. Simultaneously, the variables of 

Content Marketing, Online Customer Reviews, and Product 

Quality have  been proven to have a significant effect on 

Buying Interest. The results of the determination coefficient 

also show that the three independent variables are able to 

explain the Buy Interest variable in a very high percentage. 

Thus, it can be concluded that the success of increasing 

consumer buying interest is not only influenced by one factor, 

but is influenced by a combination of digital marketing 

strategies, customer reviews, and good product quality. 

Therefore, companies need to maintain and improve product 

quality, create content marketing that is attractive and in 

accordance with the target market of Generation Z, and 

maintain positive customer reviews to increase consumer 

buying interest in Mykonos perfume products on Shopee. 
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