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MOTTO DAN PERSEMBAHAN 

 

MOTTO 

"What is meant for you will never miss you, and what misses you was never meant 

for you." 

(Umar bin Khattab r.a.) 

"Tidak semua proses berjalan sesuai rencana, tetapi setiap proses selalu membawa 

kita lebih dekat dengan tujuan." 
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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh Social Media Marketing, Persepsi 

Harga, dan Online Customer Review terhadap Keputusan Pembelian Produk Skintific pada 

Platform E-Commerce. Rumusan masalah dalam penelitian ini adalah untuk mengetahui 

apakah Social Media Marketing, Persepsi Harga, dan Online Customer Review 

berpengaruh terhadap keputusan pembelian produk Skintific pada platform e-commerce 

baik secara parsial maupun simultan. Penelitian ini menggunakan metode penelitian 

kuantitatif dengan pendekatan eksplanatori. Populasi dalam penelitian ini adalah konsumen 

yang pernah melakukan pembelian produk Skintific pada platform e-commerce. Oleh 

karena itu, penentuan jumlah sampel menggunakan rumus Lemeshow karena jumlah 

populasi tidak diketahui secara pasti. Teknik pengambilan sampel menggunakan purposive 

sampling dengan kriteria responden merupakan konsumen yang pernah membeli produk 

Skintific pada platform e-commerce, sehingga diperoleh sampel sebanyak 97 responden. 

Data penelitian dikumpulkan melalui penyebaran kuesioner dan diolah menggunakan 

program IBM SPSS Statistics versi 27. Hasil penelitian menunjukkan bahwa secara parsial 

variabel Social Media Marketing berpengaruh positif dan signifikan terhadap keputusan 

pembelian produk Skintific dengan nilai t hitung = 3,804 > t tabel = 1,985 dan sig. = 0,000 

< 0,05, variabel Persepsi Harga berpengaruh positif dan signifikan terhadap keputusan 

pembelian dengan nilai t hitung = 7,483 > t tabel = 1,985 dan sig. = 0,000 < 0,05, sedangkan 

variabel Online Customer Review tidak berpengaruh signifikan terhadap keputusan 

pembelian dengan nilai t hitung = 0,364 < t tabel = 1,985 dan sig. = 0,717 > 0,05. Secara 

simultan, Social Media Marketing, Persepsi Harga, dan Online Customer Review 

berpengaruh signifikan terhadap keputusan pembelian produk Skintific pada platform e-

commerce dengan nilai F hitung = 141,137 > F tabel = 2,70 dan sig. = 0,000 < 0,05. Hasil 

uji koefisien determinasi (Adjusted R Square) menunjukkan bahwa ketiga variabel 

independen mampu menjelaskan variasi keputusan pembelian sebesar 81,4%, sedangkan 

sisanya sebesar 18,6% dijelaskan oleh variabel lain di luar penelitian ini. Berdasarkan hasil 

penelitian, dapat disimpulkan bahwa Social Media Marketing dan Persepsi Harga 

berpengaruh positif dan signifikan terhadap keputusan pembelian produk Skintific pada 

platform e-commerce, sedangkan Online Customer Review tidak berpengaruh signifikan 

terhadap keputusan pembelian. 

 

Kata Kunci: Social Media Marketing, Persepsi Harga, Online Customer Review, 

Keputusan Pembelian, Skintific. 
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ABSTRACT 

This study aims to determine the influence of Social Media Marketing, Price Perception, 

and Online Customer Review on Purchase Decisions of Skintific Products on E-Commerce 

Platforms. The research problems are to examine whether Social Media Marketing, Price 

Perception, and Online Customer Review influence purchase decisions of Skintific products 

on e-commerce platforms, either partially or simultaneously. This study employed a 

quantitative research method with an explanatory approaches. The population consisted of 

consumers who had purchased Skintific products through e-commerce platforms. Since the 

population size was unknown, the sample size was determined using the Lemeshow 

formula. The sampling technique used was purposive sampling, with the criteria that 

respondents had purchased Skintific products through e-commerce platforms, resulting in 

a total sample of 97 respondents. The data were collected through questionnaires and 

analyzed using IBM SPSS Statistics version 27. The results of the partial test indicate that 

Social Media Marketing has a positive and significant effect on purchase decisions, with t-

count = 3.804 > t-table = 1.985 and Sig. = 0.000 < 0.05. Price Perception also has a 

positive and significant effect on purchase decisions, with t-count = 7.483 > t-table = 1.985 

and Sig. = 0.000 < 0.05. Meanwhile, Online Customer Review has no significant effect on 

purchase decisions, with t-count = 0.364 < t-table = 1.985 and Sig. = 0.717 > 0.05. 

Simultaneously, Social Media Marketing, Price Perception, and Online Customer Review 

have a significant effect on purchase decisions of Skintific products on e-commerce 

platforms, with F-count = 141.137 > F-table = 2.70 and Sig. = 0.000 < 0.05. The 

coefficient of determination (Adjusted R Square) shows that the three independent variables 

explain 81.4% of the variation in purchase decisions, while the remaining 18.6% is 

explained by other variables outside the scope of this study. Based on the findings, it can 

be concluded that Social Media Marketing and Price Perception have a positive and 

significant effect on purchase decisions of Skintific products on e-commerce platforms, 

whereas Online Customer Review has no significant effect on purchase decisions. 

 

Keywords: Social Media Marketing, Price Perception, Online Customer Review, Purchase 

Decision, Skintific. 
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