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ABSTRAK 

1) Dalam mengetahui pengaruh influencer terhadap keputusan pembelian 

yakni tujuan utama penelitian tertulis. 2) Dalam mengetahui bagaimana 

keputusan pembelian terpengaruhi oleh kepercayaan merek. 3) Dalam 

mengetahui pengaruh desain produk terhadap pilihan pembelian. 

Influencer, kepercayaan merek, dan desain produk yakni variabel bebas 

pada penelitian tertulis. Namun, variabel terikat pada penelitian tertulis 

yakni keputusan pembelian partisipan. Penentuan sampel dilaksanakan 

dengan teknik purposive sampling. Yakni kriteria penelitian: 1. Usia; 2. 

Tempat tinggal: Surabaya Barat 3. Pelanggan yang pernah membeli dan 

menggunakan produk Blinkz Beauty. Total ada tujuh puluh lima 

responden. Metode analisis dalam pengujian hipotesis regresi linier 

berganda. Temuan penelitian memperlihatkan  faktor-faktor yakni secara 

signifikan memengaruhi keputusan konsumen: desain produk, 

kepercayaan merek, dan influencer. 

Kata Kunci : Influencer , Brand Trust , Desain produk Terhadap 

Keputusan Pembelian  
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ABSTRACT 

1) In knowing the influence of influencers on purchasing decisions, which is the main 

objective of this study. 2) In knowing how purchasing decisions are influenced by brand 

trust. 3) In knowing the influence of product design on purchasing choices. Influencers, 

brand trust, and product design are independent variables in this study. However, the 
dependent variable in this study is the purchasing decision of participants. The sample 

determination was carried out using the purposive sampling technique. The following are 

the research criteria: 1. Age; 2. Place of residence: West Surabaya 3. Customers who 
have purchased and used Blinkz Beauty products. There are seventy-five respondents in 

total. The analysis method in testing the multiple linear regression hypothesis. The 

research findings show that the following factors significantly influence consumer 

decisions: product design, brand trust, and influencers. 

Keyword : Influencer, Brand Trust , Product Design on Purchasing Decisions  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


