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ABSTRAK

Tujuan penelitian ini adalah untuk mengetahui pengaruh antara variabel digital
marketing dan electronic word of mouth terhadap keputusan pembelian produk
skincare skintific di Batam. Teknik penentuan besar sample menggunakan rumus
Jacob Cohen karena jumlah sampel tidak diketahui maka jumlah responden dalam
penelitian ini adalah 204 responden. Data diolah menggunakan SPSS versi 25.
Analisis metode yang digunakan ialah uji statistik deskriptif, uji validitas dan uji
reliabilitas, uji asumsi klasik, uji pengaruh, uji hipotesis dengan hasil penelitian
linear berganda variabel digital marketing yang menghasilkan hubungan positif
dengan keputusan pembelian sebesar 39,2%. Sedangkan variabel electronic word
of mouth menghasilkan hubungan yang positif dengan keputusan pembelian sebesar
26,4%. Dengan nilai koefisien determinasi (R?) menunjukan bahwa 87,4%
keputusan pembelian produk Skintific dapat dijelasakan oleh variabel digital
marketing dan electronic word of mouth. Hasil lain yang menunjukan bahwa digital
marketing dan Electronic word of mouth secara parsial berpengrauh positif dan
signifikan terhadap keputusan pembelian produk skincre skintific serta digital
marketing dan elecronic word of mouth secara simultan berpengaruh positif dan
signifikan terhadap keputusan pembelian produk skincare skkintifik berdasarkan
hasil uji anova dengan nilai f hitung > f'tabel dan sig <0,05. Artinya terdapat peran
yang penting untuk digital marketing dan electronic word of mouth terhadap
keputusan pembelian baik secara parsial maupun simultan.

Kata Kunci: Digital Marketing, Electronic Word of Mouth, Keputusan
Pembelian
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ABSTRACT

The purpose of this study was to determine the effect between digital marketing
variables and electronic word of mouth on purchasing decisions for skincare
skintific products in Batam. The technique for determining the sample size uses the
Jacob Cohen formula because the number of samples is unknown, the number of
respondents in this study were 204 respondents. The analysis method used is
descriptive statistical test, validity test and reliability test, classical assumption test,
influence test, hypothesis testing with the results of multiple linear research digital
marketing variables which produce a positive relationship with purchasing
decisions of 39.2%. Meanwhile, the electronic word of mouth variable produces a
positive relationship with purchasing decisions of 26.4%. With the coefficient of
determination (R2) value, it shows that 87.4% of Skintific product purchasing
decisions can be explained by digital marketing and electronic word of mouth
variables. Other results show that digital marketing and electronic word of mouth
partially have a positive and significant effect on purchasing decisions for skintific
skincre products and digital marketing and elecronic word of mouth simultaneously
have a positive and significant effect on purchasing decisions for skkintifik skincare
products based on the results of the anova test with the value of f count> ftable and
sig <0.05. This means that there is an important role for digital marketing and
electronic word of mouth. This means that there is an important role for digital
marketing and electronic word of mouth on purchasing decisions both partially and
simultaneously.

Keywords: Digital Marketing, Electronic Word of Mouth, Purchasing Decisions
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