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ABSTRAK

Di tengah persaingan bisnis yang semakin kompetitif, penerapan strategi pemasaran
yang tepat menjadi elemen penting untuk menarik perhatian konsumen dan
mendorong keputusan pembelian. Penelitian ini bertujuan untuk mengevaluasi
pengaruh digital marketing, customer relationship marketing, dan direct marketing
terhadap keputusan pembelian produk Camille Beauty di Kota Batam.
Menggunakan jenis deskriptif dengan pendekatan kuantitatif, penelitian ini
melibatkan populasi pengguna Camille Beauty di Kota Batam pada tahun 2024
yang jumlahnya tidak diketahui secara pasti. Penentuan sampel dilakukan dengan
rumus Jacob Cohen, menghasilkan 204 responden yang dipilih melalui teknik
purposive sampling. Analisis data mencakup uji kualitas data, uji asumsi klasik, uji
pengaruh, dan uji hipotesis. Hasil uji t menunjukkan bahwa digital marketing
memiliki pengaruh positif dan signifikan secara parsial terhadap keputusan
pembelian, customer relationship marketing memiliki pengaruh positif dan
signifikan secara parsial terhadap keputusan pembelian serta direct marketing
memiliki pengaruh positif dan signifikan secara parsial terhadap keputusan
pembelian. Hasil uji F memperkuat simpulan bahwa digital marketing, customer
relationship marketing, dan direct marketing berpengaruh positif dan signifikan
secara simultan terhadap keputusan pembelian.

Kata Kunci: Customer Relationship Marketing, Digital Marketing, Direct
Marketing, Keputusan Pembelian.



ABSTRACT

In the midst of increasingly competitive business competition, the implementation
of the right marketing strategy is an important element to attract consumer
attention and encourage purchasing decisions. This study aims to evaluate the
influence of digital marketing, customer relationship marketing, and direct
marketing on purchasing decisions for Camille Beauty products in Batam City.
Using a descriptive type with a quantitative approach, this study involved the
population of Camille Beauty users in Batam City in 2024 whose number is not
known for sure. The sample determination was carried out using the Jacob Cohen
formula, resulting in 204 respondents selected through purposive sampling
techniques. Data analysis includes data quality testing, classical assumption
testing, influence testing, and hypothesis testing. The results of the t-test show that
digital marketing has a positive and significant partial influence on purchasing
decisions, customer relationship marketing has a positive and significant partial
influence on purchasing decisions and direct marketing has a positive and
significant partial influence on purchasing decisions. The results of the F test
strengthen the conclusion that digital marketing, customer relationship marketing,
and direct marketing have a positive and significant simultaneous influence on
purchasing decisions.

Keywords: Customer Relationship Marketing, Digital Marketing, Direct
Marketing, Purchasing Decisions.
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