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ABSTRAK

ELVIRA APRILIA PRIMASTIKA, PENGARUH INFLUENCER MARKETING,
ONLINE CUSTOMER REVIEW, DAN BRAND IMAGE TERHADAP MINAT
BELI PRODUK SETTING SPRAY SEA MAKEUP

Di era digitalisasi, strategi pemasaran terus berkembang salah satu strategi
yang digunakan melalui influencer. Konten media sosial influencer berdampak
secara signifikan terhadap keputusan pembelian. Selain itu, online customer review
dan brand image menjadi peran penting dalam membangun penilaian terhadap
suatu produk. Penelitian ini bertujuan untuk mengetahui pengaruh influencer
marketing, online customer review, dan brand image terhadap minat beli produk
setting spray Sea Makeup.

Penelitian ini menggunakan metode asosiatif dengan pendekatan kuantitatif.
Data dikumpulkan menggunakan kuisioner yang didistribusikan ke pengikut akun
instragram Sea Makeup sebagai sampel penelitian. Hasil penelitian menyatakan
bahwa influencer marketing, online customer review, dan brand image berpengaruh
signifikan secara simultan terhadap minat beli produk setting spray Sea Makeup.
Secara parsial, masing-masing variabel juga memiliki pengaruh positif yang
signifikan terhadap minat beli produk setting spray Sea Makeup.

Kata Kunci: Influencer Marketing, Online Customer Review, Brand Image, Minat
Beli
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ABSTRACT

ELVIRA APRILIA PRIMASTIKA, THE INFLUENCE OF INFLUENCER
MARKETING, ONLINE CUSTOMER REVIEW, AND BRAND IMAGE ON
PURCHASE INTENTION OF SEA MAKEUP SETTING SPRAY PRODUCTS

In the digitalization era, marketing strategies continue to evolve, with
influencer marketing being one of the strategies used. Influencer social media
content significantly impacts purchasing decisions. Additionally, online customer
reviews and brand image play a crucial role in shaping consumers' perceptions of
a product. This study aims to determine the influence of influencer marketing,
online customer reviews, and brand image on the purchase intention of Sea Makeup
setting spray products.

This research employs an associative method with a quantitative approach.
Data were collected using questionnaires distributed to followers of the Sea
Makeup Instagram account as the research sample. The results indicate that
influencer marketing, online customer reviews, and brand image simultaneously
have a significant influence on the purchase intention of Sea Makeup setting spray
products. Partially, each variable also has a significant positive impact on the
purchase intention of Sea Makeup setting spray products.

Keywords: Influencer Marketing, Online Customer Review, Brand Image,
Purchase Intention.
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