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ABSTRAK 

 

Penelitian dengan judul, “PENGARUH INFLUENCER MARKETING, 

ONLINE CUSTOMER REVIEW, DAN ONLINE CUSTOMER RATING 

TERHADAP KEPUTUSAN PEMBELIAN BRAND ERIGO DI E-

COMMERCE SHOPEE PADA MAHASISWA/I (FAKULTAS EKONOMI 

DAN BISNIS) UNIVERSITAS WIJAYA KUSUMA SURABAYA”. Penelitian 

ini bertujuan agar mengetahui Influencer Marketing, Online Customer Review¸ 

dan Online Customer Rating memberikan pengaruh terhadap Keputusan 

pembelian Brand erigo Di E-commerce Shopee Pada Mahasiswa/I (Fakultas 

Ekonomi Dan Bisnis) Universitas Wijaya Kusuma Surabaya. Variabel bebas yang 

terdapat pada penelitian ini adalah Influencer Marketing, Online Customer 

Review, dan Online Customer Rating. Sedangkan variabel terikat pada penelitian 

ini adalah Keputusan pembelian. Penelitian yang dilakukan ini, menentukan 

sampel menggunakan metode non probality sampling dan prosedur purposive 

sampling. Sampel yang digunakan sebanyak 101 orang dengan kriteria partisipan 

mahasiswa yang aktif melakukan studi di FEB UWKS dan pernah melakukan 

pembelian produk Erigo. Kuesioner digunakan untuk mengumpulkan data. 

Metode analisis termasuk analisis regresi linier berganda. Hasil dari penelitian ini 

adalah Influencer Marketing berpengaruh signifikan terhadap Keputusan 

pembelian Brand Erigo, Online Customer Review tidak berpengaruh signifikan 

terhadap Keputusan pembelian Brand Erigo, Online Customer Rating 

berpengaruh signifikan terhadap Keputusan pembelian Brand Erigo. 

Kata Kunci: Influencer Marketing, Online Customer Review, Online 

Customer Rating, Keputusan Pembelian. 
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ABSTRACT 

 

Research with the title “THE EFFECT OF INFLUENCER MARKETING, 

ONLINE CUSTOMER REVIEW, AND ONLINE CUSTOMER RATING ON  

THE PURCHASE DECISION OF BRAND ERIGO IN E-COMMERCE 

SHOPEE ON STUDENTS (FACULTY OF ECONOMICS AND BUSINESS) 

OF WIJAYA KUSUMA UNIVESITY SURABAYA” This study aims to determine 

Influencer Marketing, Online Customer Review, and Online Customer Rating 

influence the purchase decision of Brand Erigo in E-commerce shopee on students 

(Faculty of Economics and Business) of Wijaya Kusuma University Surabaya. The 

independent variables is this study are Influencer Marketing, Online Customer 

Review, and Online Customer rating. While the dependent variable in this study is 

the Purchase Decision. The research conducted, the determination of the sample 

uses the non-probality sampling method and purposive sampling procedure. The 

sample used was 101 people with the criteria of student participants who were 

actively studying at FEB UWKS and had purchased Erigo products. A 

questionnaire was used to collect data. The analysis method included multiple 

linner regression analysis. The results of this study are that Influencer Marketing 

has a significant effect on the Decision to Purchase Brand Erigo, Online 

Customer Review does not have a significant effect on the Decision to Purchase 

Brand Erigo, Online Customer Rating has a significant effect on the Decision to 

Purchase Brand Erigo. 

Keywords: Influencer Marketing, Online Customer Review, Online 

Customer Rating, Purchase Decision. 
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