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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh sales promotion, online 

customer review, dan celebrity endorsement terhadap purchase decision pada 

pengguna produk Glad2Glow di Kota Surabaya. Industri perawatan kulit (skincare) 

di Indonesia mengalami pertumbuhan yang sangat pesat, sehingga mendorong 

persaingan yang semakin ketat antar merek, termasuk merek baru seperti 

Glad2Glow. Penelitian ini menggunakan pendekatan kuantitatif asosiatif kausal 

dengan teknik pengambilan sampel purposive sampling terhadap 123 responden 

yang merupakan pengguna produk Glad2Glow berdomisili di Kota Surabaya. Data 

dikumpulkan melalui kuesioner online dengan skala Likert 1–5 dan dianalisis 

menggunakan regresi linier berganda berbantuan SPSS versi 29. Hasil penelitian 

menunjukkan bahwa secara simultan, ketiga variabel independen berpengaruh 

signifikan terhadap purchase decision (F = 28,375; sig. = 0,000) dengan nilai 

Adjusted R² sebesar 0,402. Secara parsial, sales promotion (β = 0,496; sig. = 0,001), 

online customer review (β = 0,396; sig. = 0,010), dan celebrity endorsement (β = 

0,141; sig. = 0,032) masing-masing berpengaruh positif dan signifikan terhadap 

purchase decision. Temuan ini menegaskan bahwa strategi pemasaran digital yang 

terintegrasi, meliputi promosi penjualan, pengelolaan ulasan pelanggan, dan 

pemilihan endorser yang tepat, dapat meningkatkan keputusan pembelian 

konsumen pada produk skincare di era digital. 

Kata Kunci: Sales Promotion; Online Customer Review; Celebrity Endorsement; 

Purchase Decision; Skincare 
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ABSTRACT 

 

This study aims to analyze the influence of sales promotion, online customer review, 

and celebrity endorsement on purchase decision among Glad2Glow product users 

in Surabaya City. The skincare industry in Indonesia has experienced remarkable 

growth, intensifying competition among brands, including relatively new entrants 

such as Glad2Glow. This study employs a causal associative quantitative approach 

with purposive sampling of 123 respondents who are Glad2Glow product users 

residing in Surabaya. Data were collected through an online questionnaire using a 

5-point Likert scale and analyzed using multiple linear regression with SPSS 

version 29. The results indicate that simultaneously, the three independent 

variables significantly influence purchase decision (F = 28.375; sig. = 0.000), with 

an Adjusted R² value of 0.402. Partially, sales promotion (β = 0.496; sig. = 0.001), 

online customer review (β = 0.396; sig. = 0.010), and celebrity endorsement (β = 

0.141; sig. = 0.032) each positively and significantly influence purchase decision. 

These findings affirm that an integrated digital marketing strategy encompassing 

sales promotions, customer review management, and appropriate endorser 

selection can enhance consumer purchase decisions for skincare products in the 

digital era. 

Keywords: Sales Promotion; Online Customer Review; Celebrity Endorsement; 

Purchase Decision; Skincare


