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ABSTRAK

Penelitian ini bertujuan untuk menyelidiki pengaruh digital marketing, influencer
marketing, dan ewom terhadap keputusan pembelian Viva cosmetic di kota Batam.
Populasi penelitian ini adalah masyarakat Sagulung kota Batam yang menggunakan
Viva cosmetic pada tahun 2024 yang jumlah nya tidak diketahui secara pasti.
Teknik penarikan sampel menggunakan rumus Jacob Cohen, yang menghasilkan
204 responden yang dipilih secara sengaja. Proses analisis data melibatkan
serangkaian langkah, termasuk uji kualitas data, uji asumsi klasik, dan uji hipotesis.
Hasil dari analisis agresi linier berganda menunjukan bahawa digital marketing
berpengaruh sebesar 34,2% terhadap keputusan pembelian. Influencer marketing
berpengaruh sebesar 35,1% terhadap keputusan pembelian. Ewom memiliki
pengaruh sebesar 35,6% terhadap keputusan pembelian. Analisis Koefisien
determinasi (R?) menegaskan bahwa keseluruhan digital marketing, influencer
marketing, dan ewom mampu menjelaskan 57,6% variasi dalam keputusan
pembelian. Hasil dari uji t dan uji f menegaskan bahwa digital marketing, influencer
marketing dan EWOM memiliki pengaruh positif dan signifikan, baik secara parsial
maupun secara simultan terhadap keputusan pembelian Viva cosmetic di kota
Batam.

Kata kunci: Pemasaran Digital, Influencer Marketing, EWOM, Keputusan
Pembelian.



ABSTRACT

This research investigates how digital marketing, influencer marketing, and ewom
influence consumers' decisions to buy Viva Cosmetic in the city of Batam. The
population of this study is the Sagulung community in Batam city who use Viva
Cosmetic in 2024, but their number is unknown. The number of samples collected
using the Jacob Cohen formula reached 204 people who were chosen deliberately.
Data quality testing, classical assumption testing, and hypothesis testing are
several steps in the data analysis process. The results of multiple linear aggression
analysis show that digital marketing influences purchasing decisions by 34.2%.
Influencer marketing influences 35.1% of purchasing decisions, and Ewom
influences 35.6%. According to coefficient of determination (R2) analysis, digital
marketing, influencer marketing, and eWOM can be responsible for 57.6% of the
variation in purchasing decisions. The t test and f test show that EWOM, influencer
marketing, and digital marketing have a positive and significant influence, both
partially and simultaneously, on consumers' decisions to buy Viva cosmetic
products in Batam.

Keywords: Digital Marketing, Influencer Marketing, EWOM, Purchase Decision.
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