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ABSTRAK

ANGGUN FATMAWATI, 21042010235, PENGARUH EXPERIENTIAL
MARKETING DAN INFLUENCER MARKETING TERHADAP
KEPUTUSAN PEMBELIAN PRODUK SKINCARE SKINTIFIC (Studi
Pada Mahasiswa UPN “Veteran” Jawa Timur di Envio Store Surabaya)

Pertumbuhan industri skincare di Indonesia mengalami peningkatan seiring
dengan meningkatnya kesadaran konsumen, khususnya generasi muda, akan
pentingnya perawatan diri. Skintific, sebagai brand skincare internasional yang
aktif di pasar Indonesia, menerapkan strategi experiential marketing dan influencer
marketing untuk menarik minat konsumen. Penelitian ini bertujuan untuk
menganalisis pengaruh experiential marketing dan influencer marketing terhadap
keputusan pembelian produk skincare Skintific di Envio Store Surabaya. Populasi
dalam penelitian adalah mahasiswa UPN “Veteran” Jawa Timur yang merupakan
pengguna aktif produk skincare Skintific. Pendekatan yang digunakan adalah
kuantitatif, dengan 100 responden yang dipilih melalui teknik non-probability
sampling metode purposive sampling. Data dianalisis menggunakan regresi linear
berganda dengan bantuan IBM SPSS versi 27. Hasil penelitian menunjukkan bahwa
experiential marketing dan influencer marketing berpengaruh signifikan, baik
secara parsial maupun simultan, terhadap keputusan pembelian. Temuan ini
menegaskan pentingnya penerapan strategi pemasaran berbasis pengalaman dan
pemanfaatan influencer dalam memengaruhi keputusan konsumen, khususnya di
industri skincare yang kompetitif.

Kata Kunci: Experiential Marketing, Influencer Marketing, Keputusan Pembelian,
Skincare Skintific
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ABSTRACK

ANGGUN FATMAWATI, 21042010235, THE INFLUENCE OF
EXPERIENTIAL MARKETING DAN INFLUENCER MARKETING ON
PURCHASE DECISION ON SKINTIFIC SKINCARE PRODUCTS (Study

on Students of UPN “Veteran” East Java at Envio Store Surabaya)

The growth of the skincare industry in Indonesia has increased in line with
rising consumer awareness, particularly among younger generations, regarding the
importance of personal care. Skintific, an international skincare brand active in the
Indonesian market, employs experiential marketing and influencer marketing
strategies to attract consumer interest. This study aims to analyze the influence of
experiential marketing and influencer marketing on purchasing decisions of
Skintific skincare products at Envio Store Surabaya. The population of this research
consists of students from UPN "Veteran" East Java who are active users of Skintific
skincare products. A quantitative approach was used, involving 100 respondents
selected through non-probability sampling using the purposive sampling method.
Data were analyzed using multiple linear regression with the assistance of IBM
SPSS version 27. The results indicate that both experiential marketing and
influencer marketing have a significant influence, both partially and
simultaneously, on purchasing decisions. These findings emphasize the importance
of integrating experience-based marketing strategies and leveraging influencers in
shaping consumer purchasing decisions, particularly in the highly competitive
skincare industry.

Keywords: Experiential Marketing, Influencer Marketing, Purchasing Decision,
Skincare Skintific
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