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ABSTRAK

PENGARUH DIGITAL MARKETING DAN PERSEPSI KUALITAS
PRODUK TERHADAP MINAT BELI PARFUM SAFF & CO DI
SURABAYA

Della Sari, Indah Respati Kusumasari

Perkembangan digital marketing di era teknologi 4.0 telah mengubah cara
perusahaan berinteraksi dengan konsumen. Media sosial, e-commerce, dan
platform digital lainnya memungkinkan perusahaan menjangkau pasar yang lebih
luas, meningkatkan brand awareness, serta memengaruhi keputusan pembelian.
Fenomena ini juga terjadi pada industri parfum di Indonesia, di mana tren konsumsi
meningkat pesat terutama di kalangan generasi muda yang aktif menggunakan
media digital. Dalam konteks ini, digital marketing tidak hanya berfungsi sebagai
sarana promosi, tetapi juga sebagai strategi penting dalam membangun persepsi
konsumen terhadap kualitas produk.

Penelitian ini bertujuan untuk menganalisis pengaruh digital marketing dan
persepsi kualitas produk terhadap minat beli parfum SAFF & Co di Surabaya.
Penelitian menggunakan metode kuantitatif dengan pendekatan asosiatif dan
melibatkan 100 responden melalui teknik purposive sampling. Data dikumpulkan
menggunakan kuesioner berskala Likert dan dianalisis menggunakan regresi linier
berganda. Hasil penelitian menunjukkan bahwa digital marketing dan persepsi
kualitas produk berpengaruh positif dan signifikan terhadap minat beli, dengan
digital marketing sebagai faktor dominan. Nilai koefisien determinasi (R?) sebesar
0,409 menegaskan bahwa kedua variabel mampu menjelaskan 40,9% variasi minat
beli. Temuan ini menekankan pentingnya sinergi antara strategi pemasaran digital
yang efektif dengan kualitas produk yang konsisten untuk meningkatkan
kepercayaan konsumen dan mendorong minat beli dalam industri parfum lokal
yang semakin kompetitif.

Kata Kunci: Digital Marketing, Persepsi Kualitas Produk, Minat Beli, SAFF & Co
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ABSTRACT

THE INFLUENCE OF DIGITAL MARKETING AND PERCEIVED
PRODUCT QUALITY ON PURCHASE INTENTION OF SAFF & CO
PERFUME IN SURABAYA

Della Sari, Indah Respati Kusumasari

The rapid growth of digital marketing in the era of Industry 4.0 has
transformed the way companies interact with consumers. Social media, e-
commerce, and other digital platforms enable businesses to reach broader markets,
enhance brand awareness, and influence purchasing decisions. This phenomenon
is also evident in Indonesia’s perfume industry, where consumer demand has
significantly increased, particularly among younger generations who are highly
active in digital spaces. In this context, digital marketing serves not only as a
promotional tool but also as a strategic means of shaping consumer perceptions of
product quality.

This study aims to analyze the influence of digital marketing and perceived
product quality on purchase intention of SAFF & Co perfume in Surabaya. A
quantitative associative approach was employed, with data collected from 100
respondents selected using purposive sampling. The data were obtained through a
Likert-scale questionnaire and analyzed using multiple linear regression. The
results reveal that both digital marketing and perceived product quality have a
positive and significant effect on purchase intention, with digital marketing being
the dominant factor. The coefficient of determination (R?) of 0.409 indicates that the
two variables explain 40.9% of the variance in purchase intention. These findings
underscore the importance of combining effective digital marketing strategies with
consistent product quality such as fragrance uniqueness, durability, and packaging
design to strengthen consumer trust and stimulate purchase intention in an
increasingly competitive local perfume market.

Keywords: Digital Marketing, Perceived Product Quality, Purchase Intention,
SAFF & Co
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