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Tujuan dari penelitian tertulis yakni mengetahui pengaruh Social Media 

Marketing dan Customer Experience pada Keputusan Pembelian dengan 

Kepercayaan Konsumen sebagai bentuk variabel mediasi Produk Pusat Oleh-oleh 

Bu Rudy Surabaya. Sebanyak 100 responden berpartisipasi dalam studi tertulis 

pada pelanggan produk pusat oleh-oleh Bu Rudy di wilayah Kota Surabaya. 

Pengumpulan data dilakukan dengan cara penyebaran kuesioner melalui media 

sosial. Teknik analisis data dengan teknik analisis metode SEM-PLS serta hasil 

analisis ditemukan Social Media Marketing terdapat pengaruh pada 

Kepercayaan Konsumen, Customer Experience terdapat pengaruh pada 

Kepercayaan Konsumen, Social Media Marketing terdapat pengaruh pada 

Keputusan Pembelian, Customer Experience adanya pengaruh pada Keputusan 

Pembelian, Kepercayaan Konsumen terdapat pengaruh signifikan pada 

Keputusan Pembelian, Social Media Marketing terdapat pengaruh signifikan 

pada Keputusan Pembelian dengan Kepercayaan Konsumen, Customer 

Experience terdapat pengaruh signifikan pada Keputusan Pembelian dengan 

Kepercayaan Konsumen. 

 

Kata Kunci: Social Media Marketing , Customer Experience, Kepercayaan 

Konsumen, Keputusan Pembelian 



ABSTRACT 
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The purpose of the written research is to determine the influence of Social Media 

Marketing and Customer Experience on Purchasing Decisions with Consumer 

Trust as a form of mediating variable for Bu Rudy Surabaya Souvenir Center 

Products. A total of 100 respondents participated in a written study on customers 

of Bu Rudy's souvenir center products in the Surabaya City area. Data collection 

was carried out by distributing questionnaires through social media. The data 

analysis technique using the SEM-PLS method analysis technique and the results 

of the analysis found that Social Media Marketing has an influence on Consumer 

Trust, Customer Experience has an influence on Consumer Trust, Social Media 

Marketing has an influence on Purchasing Decisions, Customer Experience has 

an influence on Purchasing Decisions, Consumer Trust has a significant influence 

on Purchasing Decisions, Social Media Marketing has a significant influence on 

Purchasing Decisions with Consumer Trust, Customer Experience has a 

significant influence on Purchasing Decisions with Consumer Trust. 

 

Keywords: Social Media Marketing , Customer Experience, Consumer Trust, 

Purchase Decision 
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