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ABSTRAK 

 

PENGARUH KUALITAS PRODUK, CONTENT MARKETING, 

INFLUENCER MARKETING, DAN VISUAL APPEAL TERHADAP 

KEPUTUSAN PEMBELIAN PRODUK PARFUM REMAR PADA 

GENERASI Z DI DEPOK 

 

Oleh: 

Najwa Nur Shafa 

NPM : 223402516310 

Tugas Akhir, dibawah bimbingan Prof. Dr. Andini Nurwulandari, S.E., M.M. 

Penelitian dilangsungkan dalam penganalisisan pengaruh kualitas produk, 

content marketing, influencer marketing, beserta dengan visual appeal atas 

keputusan pembelian Parfum Remar pada Generasi Z di Kota Depok. Penelitian 

terlatarbelakangi atas daya saing industri parfum yang makin ketat serta 

meningkatnya peran strategi pemasaran digital dalam memengaruhi preferensi dan 

perilaku konsumen, terutama Generasi Z yang aktif menggunakan media sosialnya. 

Sebanyak 100 responden yang pernah membeli Parfum Remar akan bertindak 

menjadi sumber data melalui pengisian kuesioner yang telah disebarkan. Data yang 

diperoleh kemudian dianalisis melalui sederetan proses, di antaranya uji instrumen 

penelitian, pengujian asumsi klasik, serta analisis regresi linier bergandanya akan 

dimanfaatkan perbantuan perangkat lunak SPSS. Temuan penelitiannya ini berhasil 

mengidentifikasi terkait kualitas produk, content marketing, influencer marketing, 

hingga faktor visual appeal yang membawa pengaruh ke arah positif serta 

signifikan yang mendasari keputusan pembeliannya. Temuannya mengungkap 

keterkaitan peningkatan kualitas produk didukung oleh strategi pemasaran digital 

yang tepat dapat mendorong meningkatnya kemungkinan pembelian dari 

konsumen. Sehubungan dengan hal tersebut, harapannya penelitian bisa menjadi 

acuan bagi perusahaan menyusun pengoptimalan strategi pemasaran serta 

memperkuat daya saing produk di pasar. 

 

Kata Kunci: Kualitas Produk, Content Marketing, Influencer Marketing, Visual 

Appeal, dan Keputusan Pembelian. 
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ABSTRACT 

 

THE INFLUENCE OF QUALITY PRODUCT, CONTENT MARKETING, 

INFLUENCER MARKETING, AND VISUAL APPEAL ON PURCHASE 

DECISIONS FOR REMAR PERFUME PRODUCTS AMONG GENERATION 

Z IN DEPOK 

By: 

Najwa Nur Shafa 

NPM: 223402516310 

Thesis under the guidance of Prof. Dr. Andini Nurwulandari, S.E., M.M. 

The study was conducted to analyze the influence of product quality, content 

marketing, influencer marketing, and visual appeal on Generation Z's purchasing 

decisions regarding Remar Perfume in Depok City. The study was motivated by the 

increasingly fierce competition in the perfume industry and the growing role of 

digital marketing strategies in influencing consumer preferences and behavior, 

especially among Generation Z, who are active users of social media. A total of 100 

respondents who had purchased Remar Perfume acted as data sources by 

completing a questionnaire that had been distributed. The data obtained will then 

be analyzed through a series of processes, including research instrument testing, 

classical assumption testing, and multiple linear regression analysis using SPSS 

software. The findings of this study successfully identified product quality, content 

marketing, influencer marketing, and visual appeal as factors that have a positive 

and significant influence on purchasing decisions. The findings reveal that 

improving product quality, supported by the right digital marketing strategy, can 

increase the likelihood of consumer purchases. In this regard, it is hoped that this 

research can serve as a reference for companies in optimizing their marketing 

strategies and strengthening the competitiveness of their products in the market. 

 

Keywords: Product Quality, Content Marketing, Influencer Marketing, Visual 

Appeal, and Purchase Decision. 
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