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ABSTRAK  

 

Mita Amelia, 202110325341. Pengaruh Influencer Marketing dan Online 

Customer Review melalui Social Media terhadap Keputusan Pembelian Produk 

Focallure Pada Generasi Z. 

Penelitian ini bertujuan untuk menganalisis pengaruh influencer marketing dan 

online customer review terhadap keputusan pembelian produk Focallure pada 

Generasi Z melalui social media. Metode penelitian yang digunakan adalah metode 

puposive sampling dengan menyebarkan kuesioner kepada responden. Teknik 

analisis data pada penelitian ini menggunakan analisis Structural Equation 

Modeling Partial Least Square (SEM-PLS) dengan bantuan perangkat lunak 

SmartPLS versi 4.0. Hasil penelitian menunjukkan bahwa influencer marketing dan 

online customer review bepengaruh secara signifikan terhadap keputusan 

pembelian, social media bepengaruh secara signifikan terhadap keputusan 

pembelian, serta influencer marketing dan online customer review melalui social 

media bepengaruh secara tidak langsung dan signifikan terhadap keputusan 

pembelian.  

Kata kunci: Influencer Marketing, Online Customer Review, Social Media, 

Keputusan Pembelian. 
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ABSTRACT 

 

Mita Amelia, 202110325341. The Influence of Influencer Marketing and Online 

Customer Reviews via Social Media on Focallure Product Purchasing Decisions in 

Generation Z. 

This research aims to analyze the influence of influencer marketing and online 

customer reviews on purchasing decisions for Focallure products among 

Generation Z via social media. The research method used was the purposive 

sampling method by distributing questionnaires to respondents. The data analysis 

technique in this research uses Structural Equation Modeling Partial Least Square 

(SEM-PLS) analysis with the help of SmartPLS version 4.0 software. The research 

results show that influencer marketing and online customer reviews have a 

significant influence on purchasing decisions, social media has a significant 

influence on purchasing decisions, as wel as influencer marketing and online 

customer reviews via social media have and indirect and significant influence on 

purchasing decisions. 

Keywords: Influencer Marketing, Online Customer Reviews, Social Media, 

Purchase Decisions. 
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