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ABSTRAK

Viona Putri Febriyanti (24210061), Pengaruh Digital Marketing Dan Kepercayaan
Konsumen Terhadap Keputusan Pembelian Produk Kosmetik Pada Toko Sofujion
Ciracas Jakarta Timur

Industri kecantikan di Indonesia berkembang pesat, namun persaingan ketat menuntut inovasi
strategi pemasaran. Toko Sofujion di Ciracas, Jakarta Timur, aktif memanfaatkan media sosial
seperti Instagram dalam memasarkan produk. Namun, sejauh mana digital marketing dan
kepercayaan konsumen memengaruhi keputusan pembelian belum diketahui secara pasti.
Penelitian ini bertujuan untuk menganalisis pengaruh digital marketing dan kepercayaan
konsumen terhadap keputusan pembelian di Toko Kosmetik Sofujion, serta mengidentifikasi
variabel yang paling dominan. Pendekatan kuantitatif digunakan dengan data primer dari 106
responden melalui kuesioner, serta observasi dan dokumentasi promosi digital. Analisis
dilakukan menggunakan Partial Least Square (PLS) melalui SmartPLS 4.0. Hasil menunjukkan
bahwa digital marketing berpengaruh signifikan terhadap keputusan pembelian (signifikansi
0,002 < 0,05), begitu pula kepercayaan konsumen (signifikansi 0,002< 0,05). Namun,
kepercayaan konsumen memiliki pengaruh yang lebih dominan. 62,6% keputusan pembelian.

Kata Kunci : Digital marketing, Kepercayaan Konsumen, Keputusan Pembelian,
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ABSTRACT

Viona Putri Febriyanti (24210061),The Influence of Digital Marketing and Consumer Trust
on Purchasing Decisions for Cosmetic Products at Sofujion Ciracas Store East Jakarta

The beauty industry in Indonesia is growing rapidly, but fierce competition demands innovative
marketing strategies. The Sofujion store in Ciracas, East Jakarta, actively utilizes social media
such as Instagram in marketing products. However, the extent to which digital marketing and
consumer confidence influence purchasing decisions is not yet known for certain. This study
aims to analyze the effect of digital marketing and consumer trust on purchasing decisions at
Sofujion Cosmetics Store, and identify the most dominant variable. A quantitative approach
was used with primary data from 106 respondents through questionnaires, as well as
observation and documentation of digital promotions. The analysis was conducted using
Partial Least Square (PLS) through SmartPLS 4.0. The results show that digital marketing has
a significant effect on purchasing decisions (significance 0.000 < 0.05), as well as consumer
trust (significance 0.003 < 0.05). However, consumer trust has a more dominant influence.
62.6% of purchasing decisions.

Keywords : Digital marketing, Consumer Trust, Purchasing Decisions.
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