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ABSTRAK 
 

Viona Salsabilah Rizalsjah 202110325101, Pengaruh Influencer Marketing dan 

Brand Image terhadap Keputusan Pembelian produk Skintific di Bekasi.  

 Penelitian yang dilakukan ini bertujuan untuk mengetahui pengaruh 

influencer marketing dan brand image terhadap keputusan pembelian produk 

Skintific di Bekasi. Metode yang digunakan adalah metode kuantitatif dengan 

teknik purposive sampling. Data yang diperoleh melalui penyebaran kuesioner 

kepada 115 responden yang telah melakukan pembelian produk Skintific minimal 

satu kali dan berdomisili di Bekasi. Analisis data dilakukan menggunakan bantuan 

SPSS versi 25. Berdasarkan hasil penelitian:  Variabel independen influencer 

marketing menunjukkan secara parsial berpengaruh signifikan terhadap keputusan 

pembelian, variabel brand image menunjukkan secara parsial berpengaruh 

signifikan terhadap keputusan pembelian, variabel influencer marketing dan brand 

image secara simultan berpengaruh terhadap keputusan pembelian. Penelitian ini 

diharapkan dapat menjadi masukan bagi perusahaan dalam merancang strategi 

pemasaran yang lebih efektif, khususnya dalam memanfaatkan influencer 

marketing dan penguatan brand image. Untuk peneliti selanjutnya, disarankan agar 

lebih memperluas onjek, lokasi studi, serta mempertimbangkan variabel lain.  

Kata kunci : Influencer Marketing, Brand Image, Keputusan Pembelian 
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ABSTRACT 
 

Viona Salsabilah Rizalsjah 202110325101, The Influence of Influencer Marketing 

and Brand Image on the Purchase Decision of Skintific Products in Bekasi.  

 This study aims to investigate the influence of influencer marketing and 

brand image on purchasing decisions for Skintific products in Bekasi. The method 

used is a quantitative approach with purposive sampling technique. Data was 

collected through a questionnaire distributed to 115 respondents who had 

purchased Skintific products at least once and reside in Bekasi. Data analysis was 

conducted using SPSS version 25. Based on the research findings: The independent 

variable of influencer marketing showed a significant partial effect on purchasing 

decisions, the brand image variable showed a significant partial effect on 

purchasing decisions, and the influencer marketing and brand image variables 

simultaneously influenced purchasing decisions. This study is expected to provide 

insights for companies in designing more effective marketing strategies, 

particularly in leveraging influencer marketing and strengthening brand image. 

For future researchers, it is recommended to expand the scope of the study, 

including the study location and considering other variables.  

Keywords: Influencer Marketing, Brand Image, Purchase Decision 
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