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ABSTRAK

Tujuan penelitian ini adalah untuk mengetahui pengaruh pengaruh personal
selling, digital marketing, dan perceived value terhadap kepuasan konsumen
produk skincare Wardah di Kota Batam. Penelitian ini bersifat deskriptif dan
menggunakan pendekatan kuantitatif untuk mengumpulkan dan menganalisis
data. Populasi penelitian ini adalah pengguna skincare Wardah di Kota Batam
pada tahun 2024. Untuk menentukan besar sampel digunakan rumus Lameshow
sehingga diperoleh total 100 responden yang dipilih melalui purposive sampling.
Dalam penelitian ini dilakukan berbagai pengujian antara lain uji kualitas data, uji
asumsi klasik, uji pengaruh, dan uji hipotesis. Hasil analisis regresi linier
berganda menunjukkan bahwa personal selling memberikan kontribusi sebesar
9,6% terhadap kepuasan konsymen. Digital marketing mempunyai pengaruh
dengan kontribusi sebesar 27,6% terhadap kepuasan konsumen. Perceived value
memberikan kontribusi sebesar 20,9% terhadap kepuasan konsumen. Analisis
koefisien determinasi (R?) menunjukkan bahwa secara keseluruhan variansi
kepuasan konsumen dapat dijelaskan oleh cit personal selling, digital marketing,
dan perceived value dengan total kontribusi sebesar 80,3%. Hasil uji t dan uji F
menunjukkan bahwa personal selling, digital marketing, dan perceived value
mempunyai pengaruh positif dan signifikan baik secara parsial maupun kolektif
terhadap kepuasan konsumen.

Kata Kunci: Digital Marketing, Kepuasan Konsumen, Perceived Value, Personal
Selling.



ABSTRACT

The aim of this research is to determine the influence of personal selling, digital
marketing, and perceived value on consumer satisfaction with Wardah skincare
products in Batam City. This research is descriptive in nature and uses a
quantitative approach to collect and analyze data. The population of this study
was Wardah skincare users in Batam City in 2024. To determine the sample size,
the Lameshow formula was used to obtain a total of 100 respondents selected
through purposive sampling. In this research, various tests were carried out,
including data quality tests, classical assumption tests, influence tests, and
hypothesis tests. The results of multiple linear regression analysis show that
personal selling contributes 9.6% to consumer satisfaction. Digital marketing has
an influence with a contribution of 27.6% to consumer satisfaction. Perceived
value contributes 20.9% to consumer satisfaction. Analysis of the coefficient of
determination (R°) shows that the overall variance in consumer satisfaction can
be explained by personal selling, digital marketing and perceived value with a
total contribution of 80.3%. The results of the t test and F test show that personal
selling, digital marketing, and perceived value have a positive and significant
influence both partially and collectively on consumer satisfaction.

Keywords: Consumer Satisfaction, Digital Marketing, Perceived Value, Personal
Selling.
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