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ABSTRAK 
 

Ilmi Nabilah. 201910325322. Peran Influencer, Dalam Konten Marketing Dan 

Persepsi Harga Terhadap Keputusan Pembelian Pada Produk Maybelline 

Tujuan dari penelitian ini adalah untuk mengetahui peran influencer, konten 

marketing, dan persepsi harga terhadap keputusan pembelian produk Maybelline. 

Metode kuantitatif digunakan dalam penelitian ini, menggunakan rumus slovin 

dengan sampel 98 responden berdasarkan kriteria yang pernah membeli produk 

Maybelline. Berdasarkan hasil penelitian, dalam uji parsial (T) variabel influencer 

tidak berpengaruh terhadap keputusan pembelian dengan nilai t-hitung 3.923 > 

1.66088 (t tabel) dengan nilai signifikan 0.00 < 0.05. variabel konten marketing 

berpengaruh terhadap keputusan pembelian dengan nilai t-hitung 1.993 > 1.66088 

(t tabel) dengan nilai signifikan 0.049 > 0.05. variabel persepsi harga berpengaruh 

terhadap keputusan pembelian dengan nilai t-hitung 1.154 < 1.66088 (t tabel) 

dengan nilai signifikan 0.878 > 0.05. Selanjutnya dalam uji simultan (F) Variabel 

Influencer, Konten Marketing dan Persepsi Harga berpengaruh terhadap 

keputusan pembelian dengan nilai (f – hitung) 7.944 > 2.70 dengan nilai 

signifikan 0.00 < 0.05. Kemudian uji determinasi (R2) menghasilkan bahwa 

korelasi antar variabel Influencer (X1), Konten Marketing (X2) dan Persepsi Harga 

(X3) sebesar 49.8%.  

 

Kata Kunci : Influencer, Konten Marketing, Persepsi Harga , Keputusan 

Pembelian.  
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ABSTRACT 

Ilmi Nabilah. 201910325322. The Role of Influencers, In Content Marketing and 

Price Perceptions on Purchase Decisions on Maybelline Products 

The purpose of this research is to find out the role of influencers, content 

marketing, and price perceptions in purchasing decisions for Maybelline products. 

Quantitative methods were used in this study, using the slovin formula with a 

sample of 98 respondents based on the criteria of having bought Maybelline 

products. Based on the results of the study, in the partial test (T) the influencer 

variable did not affect purchasing decisions with a t-count value of 3.923 > 

1.66088 (t table) with a significant value of 0.00 < 0.05. content marketing 

variables influence purchasing decisions with a t-count value of 1.993 > 1.66088 

(t table) with a significant value of 0.049 > 0.05. price perception variable 

influences purchasing decisions with a t-count value of 1.154 < 1.66088 (t table) 

with a significant value of 0.878 > 0.05. Furthermore, in the simultaneous test (F) 

the Influencer Variables, Marketing Content and Perceived Price influence 

purchasing decisions with a value (f – count) 7.944 > 2.70 with a significant value 

of 0.00 < 0.05. Then the determination test (R2) results that the correlation 

between Influencer variables (X1), Content Marketing (X2) and Perceived Price 

(X3) is 49.8%. 

Keywords: Influencers, Content Marketing, Perceived Price, Purchase 

Decision. 
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