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ABSTRAK 

 

 

Penelitian ini berjudul “Pengaruh Viral Marketing, Product Quality, dan Online 

Customer Review Terhadap Keputusan Pembelian Produk Camille Beauty” merupakan 

hasil penelitian kuantitatif yang bertujuan untuk menguji pengaruh Viral Marketing, 

Product Quality dan Online Customer Review terhadap Keputusan Pembelian Produk 

Camille Beauty.  

Penelitian ini merupakan penelitian kuantitatif. Jenis data yang digunakan yaitu 

data primer yang berasal dari kuisioner dengan menggunakan skala likert. Jumlah 

sampel yang digunakan pada penelitian ini sebanyak 152 responden yang merupakan 

konsumen produk Camille Beauty di UINSA. Teknik pengolahan data menggunakan 

alat bantu SPSS . Analisis data yang digunakan regresi linier berganda yang terlebih 

dahulu dilakukan uji asumsi klasik. 

Berdasarkan hasil penelitian menunjukkan bahwa Variabel Viral Marketing 

(X1) berpengaruh secara parsial dan signifikan terhadap keputusan pembelian produk 

Camille Beauty, Variabel Product Quality(X2) berpengaruh secara parsial dan 

signifikan terhadap keputusan pembelian produk Camille Beauty, Variabel Online 

Customer Review (X3) berpengaruh secara parsial dan signifikan terhadap keputusan 

pembelian produk Camille Beauty, Variabel Viral Marketing, Product Quality, dan 

Online Customer Review berpengaruh secara simultan dan signifikan terhadap 

keputusan pembelian produk Camille Beauty.  

 

Kata Kunci: Viral Marketing, Product Quality, Online Customer Review dan 

Keputusan Pembelian. 

 

 

  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

vii 

 

ABSTRACT 

 

 

This research entitled "The Influence of Viral Marketing, Product Quality, and 

Online Customer Reviews on Purchase Decisions for Camille Beauty Products" is the 

result of quantitative research which aims to examine the influence of Viral Marketing, 

Product Quality and Online Customer Reviews on Purchase Decisions for Camille 

Beauty Products. 

This research is quantitative research. The type of data used is primary data 

which comes from a questionnaire using a Likert scale. The number of samples used 

in this research was 152 respondents who were consumers of Camille Beauty products 

at UINSA. Data processing techniques use SPSS tools. Data analysis used multiple 

linear regression, which was first tested with classical assumptions. 

Based on the research results, it shows that the Viral Marketing Variable (X1) 

has a partial and significant effect on the decision to purchase Camille Beauty products, 

the Product Quality Variable (X2) has a partial and significant effect on the decision to 

purchase Camille Beauty products, the Online Customer Review Variable (X3) has a 

partial effect partially and significantly on the decision to purchase Camille Beauty 

products, the Viral Marketing, Product Quality, and Online Customer Review variables 

simultaneously and significantly influence the decision to purchase Camille Beauty 

products. 

 

Keywords: Viral Marketing, Product Quality, Online Customer Reviews and Purchase 

Decisions. 
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