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Pengaruh Virtual Community, Customer Experience, Brand Image dan
Content Marketing terhadap Keputusan Pembelian Skincare Skintific Pada
Mahasiswa Universitas Muria Kudus
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ABSTRAK

Tujuan penelitian ini adalah menganalisis pengaruh virtual community,
customer experience, brand image dan content marketing terhadap keputusan
pembelian skincare Skintific pada Mahasiswa Universitas Muria Kudus.
Pendekatan yang digunakan dalam penelitian ini adalah pendekatan kuantitatif.
Sampel adalah 96 responden mahasiswa Universitas Muria Kudus dan
pengambilan sampel menggunakan teknik purposive sampling. Teknik
pengumpulan data yang digunakan dalam penelitian ini adalah kuesioner. Teknik
analisis data menggunakan analisis regresi berganda. Hasil penelitian
menunjukkan bahwa virtual community berpengaruh positif signifikan terhadap
keputusan pembelian skincare Skintific pada Mahasiswa Universitas Muria
Kudus. Customer experience berpengaruh positif signifikan terhadap keputusan
pembelian skincare Skintific pada Mahasiswa Universitas Muria Kudus. Brand
Image tidak berpengaruh terhadap keputusan pembelian skincare Skintific pada
Mahasiswa Universitas Muria Kudus. Content marketing berpengaruh positif
terhadap keputusan pembelian skincare Skintific pada Mahasiswa Universitas
Muria Kudus. Virtual community, customer experience, brand image dan content
marketing berpengaruh positif signifikan terhadap keputusan pembelian skincare
Skintific pada Mahasiswa Universitas Muria Kudus.

Kata Kunci : Virtual Community, Customer Experience, Brand Image,
Content Marketing, Keputusan pembelian
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The Effect Of Virtual Community, Customer Experience, Brand Image and
Content Marketing on The Purchase Decision of Skintific Skincare on Students
of Muria Kudus University
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ABSTRACT

The purpose of this study was to analyze the influence of virtual
community, customer experience, brand image and content marketing on the
purchase decision of Skintific skincare on Students of Muria Kudus University.
The approach used in this study is a quantitative approach. The sample was 96
respondents of students of Muria Kudus University and sampling used a
purposive sampling technique. The data collection technique used in this study
was a questionnaire. The data analysis technique used multiple regression
analysis. The results showed that virtual community had a significant positive
effect on the purchase decision of Skintific skincare on Students of Muria Kudus
University. Customer experience had a significant positive effect on the purchase
decision of Skintific skincare on Students of Muria Kudus University. Brand
Image did not affect the purchase decision of Skintific skincare on Students of
Muria Kudus University. Content marketing had a positive effect on the purchase
decision of Skintific skincare on Students of Muria Kudus University. Virtual
community, customer experience, brand image and content marketing have a
significant positive effect on the purchasing decision of Skintific skincare on
Muria Kudus University Students.

Keywords: Virtual Community, Customer Experience, Brand Image, Content
Marketing, Purchasing decision
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