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ABSTRAK

Banyaknya produk dan brand skincare yang bermunculan menjadikan tingginya
tingkat persaingan. Setiap perusahaan dituntut untuk mencapai target pasar yang
diinginkan. Target pasar dapat tercapai melalui Keputusan Pembelian pada
konsumen. Target ini dapat dicapai dengan berbagai macam faktor, beberapa
diantaranya ialah Viral Marketing, Celebrity Endorsement dan Brand Image.
Penelitian ini bertujuan untuk mengetahui Pengaruh Viral Marketing, Celebrity
Endorsement, dan Brand Image terhadap Keputusan Pembelian Produk Skincare
Gen Z Women dikota Batam. Jenis penelitian ini ialah kuantitatif deskriptif. Metode
penelitian ialah regresi linier berganda. Teknik pengambilan sampel menggunakan
teknik sampling non probability. Sampel penelitian ialah sebanyak 97 responden.
Data diolah menggunakan program SPSS v25. Hasil penelitian menunjukkan
bahwa Viral Marketing tidak berpengaruh positif dan signifikan terhadap
Keputusan Pembelian, Celebrity Endorsement berpengaruh positif dan signifikan
terhadap Keputusan Pembelian dan Brand Image berpengaruh positif dan signifikan
terhadap Keputusan Pembelian. Besarnya pengaruh Viral Marketing, Celebrity
Endorsement dan Brand Image untuk menjelaskan variabel Keputusan Pembelian
ialah sebesar 70,6%.

Kata Kunci: Keputusan Pembelian, Viral Marketing, Celebrity Endorsement,
Brand Image.



ABSTRACT

The large number of skincare products and brands that have emerged has created
a high level of competition. Every company is required to reach the desired target
market. The target market can be achieved through consumer purchasing decisions.
This target can be achieved with various factors, some of which are Viral
Marketing, Celebrity Endorsement and Brand Image. This research aims to
determine the influence of Viral Marketing, Celebrity Endorsement, and Brand
Image on Purchasing Decisions for Gen Z Women's Skincare Products in Batam
City. This type of research is descriptive quantitative. The research method is
multiple linear regression. The sampling technique uses non-probability sampling
techniques. The research sample was 97 respondents. Data was processed using
the SPSS v25 program. The research results show that Viral Marketing does not
have a positive and significant effect on Purchasing Decisions, Celebrity
Endorsement has a positive and significant effect on Purchasing Decisions and
Brand Image has a positive and significant effect on Purchasing Decisions. The
magnitude of the influence of Viral Marketing, Celebrity Endorsement and Brand
Image in explaining the Purchasing Decision variable is 70.6%.

Keywords: Purchase Decision, Viral Marketing, Celebrity Endorsement, Brand
Image.
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