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ABSTRAK 

Penelitian tertulis bertujuan untuk meneliti Pengaruh Digital Marketing, Persepsi 

Media Sosial, dan Influencer Terhadap Keputusan Pembelian Pada Produk Skincare 

MS Glow Di Universitas Wijaya Kusuma Surabaya  (Studi Kasus Pada Mahasiswa 

Universitas Wijaya Kusuma Surabaya). Pendekatan dari penelitian tertulis yakni 

menggunakan kuantitatif. Populasi dalam penelitian tertulis yakni seluruh Mahasiswa 

Aktif  Universitas Wijaya Kusuma Surabaya. Sampel yang dipergunakan  dalam 

penelitian tertulis yakni purposive sampling dengan beberapa kriteria mahasiswa yang 

minimal berusia 17 tahun, mahasiswa aktif dan sedang menempuh studi di Universitas 

Wijaya Kusuma Surabaya, dan mahasiswa yang pernah membeli skincare MS Glow. 

Responden  pada penelitian tertulis 100 responden yang yakni sample yang diolah 

dengan penyebaran kuesioner online melalui google form sebagai alat pengumpulan 

data. Dan diolah menggunakan IBM Statistic SPSS Versi 23, dengan teknik analisis 

regresi linier berganda. Pengujian uji t dengan hipotesis menunjukan  hipotesis pertama 

digital marketing berpengaruh positif signifikan terhadap keputusan pembelian, 

hipotesis kedua persepsi media sosial berpengaruh positif signifikan terhadap 

keputusan pembelian, hipotesis ketiga influencer berpengaruh positif signifikan 

terhadap keputusan pembelian. 

 

Kata Kunci : Digital Marketing, Persepsi Medeia Sosial, Influencer, dan Keputusan 

Pemebelian 
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ABSTRACT 

 

This study aims to examine the effect of digital marketing, social media perceptions, 

and influencers on purchasing decisions on MS Glow skincare products in Wijaya 

Kusuma University Surabaya (Case Study on Students of Wijaya Kusuma University 

Surabaya). The approach of this research is to use quantitative. The population in this 

study were all active students of Wijaya Kusuma University Surabaya. The sample used 

in this study was purposive sampling with several criteria for students who are at least 

17 years old, active students and are studying at Wijaya Kusuma University Surabaya, 

and students who have purchased MS Glow skincare. Respondents in this study were 

100 respondents who were samples processed by distributing online questionnaires via 

google form as a data collection tool. And processed using IBM Statistic SPSS Version 

23, using multiple linear regression analysis techniques. Hypothesis t test testing shows 

that the first hypothesis digital marketing has a significant positive effect on purchasing 

decisions, the second hypothesis social media perceptions have a significant positive 

effect on purchasing decisions, the third hypothesis influencers have a significant 

positive effect on purchasing decisions. 

 

Keywords : digital marketing, social media perceptions, influencers, and purchasing 

decisions 
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