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ABSTRAK 

MAILIS SATUS SUHUFA, Pengaruh Influencer Marketing, Electronic Word 

of Mouth (E-WOM), dan Social Media Marketing terhadap Keputusan 

Pembelian Produk Wardah Glasting Liquid Lip (Studi pada Mahasiswi Aktif 

Program Sarjana S1 UPN “Veteran” Jawa Timur) 

Penelitian ini membahas pengaruh strategi pemasaran digital, yaitu influencer 

marketing, electronic word of mouth (E-WOM), dan social media marketing, 

terhadap keputusan pembelian produk Wardah Glasting Liquid Lip. Tujuan 

penelitian ini adalah untuk menganalisis pengaruh simultan dan parsial dari 

variabel-variabel tersebut terhadap keputusan pembelian di kalangan mahasiswi 

aktif di UPN “Veteran” Jawa Timur. Penelitian ini menggunakan pendekatan 

kuantitatif dengan data primer yang dikumpulkan melalui kuesioner yang dibagikan 

kepada 150 responden yang dipilih menggunakan purposive sampling. Data 

dianalisis menggunakan IBM SPSS Statistics 26 melalui analisis validitas, 

reliabilitas, asumsi klasik, regresi linier berganda, uji-t, uji-F, dan koefisien 

determinasi (R²). Hasil penelitian menunjukkan bahwa pemasaran influencer, 

electronic word of mouth (E-WOM), dan pemasaran media sosial secara simultan 

dan parsial memiliki pengaruh positif dan signifikan terhadap keputusan pembelian. 

Temuan ini menunjukkan bahwa strategi pemasaran digital memainkan peran 

penting dalam memengaruhi keputusan pembelian konsumen terhadap produk 

kosmetik lokal. 

Kata Kunci: Influencer Marketing, Electronic Word of Mouth (E-WOM), Social 

Media Marketing, Keputusan Pembelian 
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ABSTRACT 

MAILIS SATUS SUHUFA, The Effect of Influencer Marketing, Electronic Word 

of Mouth (E-WOM), and Social Media Marketing On Purchase Decisions for 

Wardah Glasting Liquid Lip Product (A Study of Active Female Undergraduate 

Students at UPN “Veteran” East Java) 

This study discusses the influence of digital marketing strategies, namely influencer 

marketing, electronic word of mouth (E-WOM), and social media marketing, on 

purchase decisions for Wardah Glasting Liquid Lip products. The purpose of this 

study is to analyze the simultaneous and partial effects of these variables on 

purchase decisions among active female undergraduate students at UPN “Veteran” 

East Java. This research uses a quantitative approach with primary data collected 

through questionnaires distributed to 150 respondents selected using purposive 

sampling. Data were analyzed using IBM SPSS Statistics 26 through validity, 

reliability, classical assumption, multiple linear regression, t-test, F-test, and 

coefficient of determination (R²) analysis. The results show that influencer 

marketing, electronic word of mouth (E-WOM), and social media marketing 

simultaneously and partially have a positive and significant effect on purchase 

decisions. These findings indicate that digital marketing strategies play an 

important role in influencing consumer purchasing decisions for local cosmetic 

products. 

Keywords: Influencer Marketing, Electronic Word of Mouth (E-WOM), Social 

Media Marketing, Purchase Decisions 
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