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ANALISA PENGARUH INFLUENCER MARKETING DAN SOCIAL
MEDIA MARKETING ACTIVITIES DI MEDIA SOSIAL INSTAGRAM
DALAM MENCIPTAKAN CUSTOMER PURCHASE INTENTION PADA
PRODUK KOSMETIK DI JABODETABEK

Lu’lu llmaknun

ABSTRAK

Pemasaran di media sosial dan influencer marketing menduduki posisi pertama dan
kedua dalam top digital marketing pada tahun 2022, namun pengguna media sosial
di Indonesia pada Januari 2022 — Januari 2023 mengalami penurunan sebanyak 24
juta. Dengan berfokus kepada generasi Y dan generasi Z di wilayah Jabodetabek,
penelitian dilakukan menggunakan metode kuantitatif dan total responden
berjumlah 257 responden digunakan yang terkumpul melalui google form.
Memiliki tujuan untuk mengetahui pengaruh antara social media marketing
activities dan influencer marketing terhadap purchase intention saat ini secara
langsung maupun tidak langsung, pengolahan data dilakukan menggunakan
SmartPLS menghasilkan bahwa social media marketing activities dan influencer
marketing memiliki pengaruh terhadap purchase intention, begitupun hasil yang
sama terhadap customer perceived value terhadap customer satisfaction, dan
customer satisfaction terhadap customer purchase intention, dan customer
perceived value serta customer satisfaction berhasil memediasi social media
marketing activities dan influencer marketing terhadap purchase intention . Adapun
temuan memiliki hasil yang berbeda antara kelompok generasi Y dan generasi Z
yang dibahas pada penelitian.

Kata kunci: social media marketing activities, influencer marketing, customer
purchase intention, customer perceived value, customer purchase intention.
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PRODUK KOSMETIK DI JABODETABEK

Lu’lu llmaknun

ABSTRACT

Social media marketing and influencer marketing occupy the first and second
positions in top digital marketing in 2022, but social media users in Indonesia in
January 2022 — January 2023 decreased by 24 million. By focusing on generation
Y and generation Z in the Jabodetabek area, the research was conducted using
quantitative methods and a total of 257 respondents were used who were collected
via Google Forms. With the aim of determining the influence of social media
marketing activities and influencer marketing on current purchase intentions
directly or indirectly, data processing was carried out using SmartPLS resulting in
social media marketing activities and influencer marketing having an influence on
purchase intentions, as well as the same results for customer perceived value on
customer satisfaction, and customer satisfaction on customer purchase intention,
and customer perceived value and customer satisfaction successfully mediate social
media marketing activities and influencer marketing on purchase intentions. The
findings have different results between the generation Y and generation Z groups
discussed in the research.

Keywords: social media marketing activities, influencer marketing, customer
purchase intention, customer perceived value, customer purchase intention.
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