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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh digital marketing, personal
branding, dan negosiasi terhadap keputusan pembelian pada pembeli properti di
Brighton Infinite Surabaya. Metode yang digunakan dalam penelitian ini adalah
pendekatan kuantitatif, dengan populasi yang terdiri dari konsumen pembeli
properti di kantor Brighton Infinite Surabaya. Sampel penelitian ini berjumlah 73
responden. Analisis data yang dilakukan menggunakan SEM-PLS dengan
perangkat lunak SmartPLS 4 untuk menguji hubungan antar variabel independent
terhadap variabel dependen. Hasil penelitian menunjukkan bahwa terdapat
hubungan positif dan signifikan antara digital marketing, personal branding, dan
negosiasi terhadap keputusan pembelian properti.

Kata Kunci: Digital Marketing, Personal Branding, Negosiasi, Keputusan
Pembelian
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ABSTRACT

This study aims to analyze the influence of digital marketing, personal branding,
and negotiation on property purchase decisions among property buyers at Brighton
Infinite Surabaya. This study employed a quantitative research approach, with the
population consisting of property buyers at the Brighton Infinite Surabaya office.
The sample comprised 73 respondents. Data were analyzed using Structural
Equation Modeling—Partial Least Squares (SEM-PLS) with SmartPLS 4 software
to examine the relationships between the independent variables and the dependent
variable. The results indicate that digital marketing, personal branding, and
negotiation have a positive and significant influence on property purchase
decisions.

Keywords: Digital Marketing, Personal Branding, Negotiation, Purchasing
Decision
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