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ABSTRAK

DWI INDRA WATI, 22042010241, PENGARUH INFLUENCER
MARKETING, CONTENT MARKETING, DAN CUSTOMER
ENGAGEMENT TERHADAP KEPUTUSAN PEMBELIAN PRODUK
SOMETHINC MAKEUP (STUDI KASUS KONSUMEN SOMETHINC
MAKEUP PADA INSTAGRAM @SOMETHINCMAKEUP)

Penelitian ini bertujuan untuk mengkaji beberapa faktor dari strategi pemasaran
yang dapat mempengaruhi keputusan pembelian oleh konsumen. Penelitian ini
dijalankan dengan menggunakan jenis penelitian asosiatif dengan pendekatan
kuantitatif. Penelitian mempergunakan konsumen atau pelanggan dari Somethinc
Makeup pada followers Instagram @somethincmakeup yaitu 138.000. Dengan
demikian untuk memperoleh jumlah sampel yang representatif, menggunakan
rumus Slovin sehingga didapatkan sampel sebanyak 100 responden. Hasil
penelitian menunjukkan bahwa variabel Influencer Marketing, Content Marketing,
dan Customer Engagement secara bersama- sama berpengaruh signifikan terhadap
Keputusan Pembelian. Variabel Influencer Marketing (X1) terbukti berpengaruh
positif terhadap keputusan pembelian. Variabel Content Marketing (X2) memiliki
arah pengaruh positif terhadap keputusan pembelian, namun pengaruh tersebut
tidak signifikan. Variabel Customer Engagement (X3) menunjukkan hubungan
positif terhadap keputusan pembelian, namun tidak berpengaruh signifikan. Selain
itu dieproleh nilai koefisien determinasi (R2) sebesar 0,008. Hal ini menunjukkan
bahwa variabel Influencer Marketing, Content Marketing dan Customer
Engagement secara simultan hanya mampu menjelaskan variabel Keputusan
Pembelian sebesar 0,8%, sedangkan sisanya sebesar 99,2% dipengaruhi oleh
variabel lain di luar model penelitian.

Kata Kunci: Influencer Marketing; Content Marketing; Customer Engagement;
Keputusan Pembelian
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ABSTRACT

DWI INDRA WATI, 22042010241, THE INFLUENCE OF INFLUENCER
MARKETING, CONTENT MARKETING AND CUSTOMER ENGAGEMENT
ON SOMETHINC MAKEUP PRODUCT PURCHASE DECISIONS (CASE
STUDY OF SOMETHINC MAKEUP CUSTOMERS ON INSTAGRAM
@SOMETHINCMAKEUP)

This study aims to examine several marketing strategy factors that can influence
consumer purchasing decisions. This study used associative research with a
quantitative approach. The study used consumers or customers of Somethinc
Makeup, with 138,000 followers on the Instagram account @somethincmakeup. To
obtain a representative sample size, the Slovin formula was used, resulting in a
sample size of 100 respondents. The results showed that Influencer Marketing,
Content Marketing, and Customer Engagement variables collectively had a
significant influence on purchasing decisions. The Influencer Marketing variable
(X1) was shown to have a positive influence on purchasing decisions. The Content
Marketing variable (X2) had a positive influence on purchasing decisions, but the
influence was not significant. The Customer Engagement variable (X3) showed a
positive relationship with purchasing decisions, but the influence was not
significant. In addition, a coefficient of determination (R2) of 0.008 was obtained.
This indicates that the variables Influencer Marketing, Content Marketing, and
Customer Engagement simultaneously are only able to explain the Purchase
Decision variable by 0.8%, while the remaining 99.2% is influenced by other
variables outside the research model.

Keywords: Influencer Marketing; Content Marketing; Customer Engagement;
Purchasing Decision
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