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ABSTRAK 

Harisya Putri Oktavia, 2010412120007, 2024. Pengaruh Social Media 

Marketing dan Content Marketing Terhadap Keputusan Pembelian Produk 

Luxcrime Pada Marketplace Shopee, di bawah bimbingan: Noor Hidayati.  

Penelitian ini bertujuan untuk mengetahui dan menguji pengaruh signifikan 

secara parsial maupun simultan Social Media Marketing dan Content Marketing 

Terhadap Keputusan Pembelian Produk Luxcrime Pada Marketplace Shopee.  

Penelitian ini menggunakan pendekatan kuantitatif, populasi dalam 

penelitian ini adalah konsumen produk Luxcrime yang melakukan keputusan 

pembelian pada marketplace Shopee. Jumlah responden sebanyak 100 orang 

dengan teknik pengambilan sampel yang digunakan yaitu Non-Probability 

Sampling dengan teknik Purposive Sampling. Pengumpulan data menggunakan 

kuesioner dan analisis menggunakan Analisis Regresi Linear Berganda yang 

dibantu dengan IBM SPSS Versi 29.0. 

Hasil penelitian menunjukkan bahwa Social Media Marketing berpengaruh 

signifikan secara parsial terhadap Keputusan Pembelian produk Luxcrime pada 

marketplace Shopee, Content Marketing berpengaruh signifikan secara parsial 

terhadap Keputusan Pembelian produk Luxcrime pada marketplace Shopee. Social 

Media Marketing dan Content Marketing berpengaruh signifikan secara simultan 

terhadap Keputusan Pembelian produk Luxcrime pada marketplace Shopee. 

 
Kata Kunci: Social Media Marketing, Content Marketing, Keputusan Pembelian 
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ABSTRACT 

Harisya Putri Oktavia, 2010412120007, 2024. The Influence of Social 

Media Marketing and Content Marketing on Purchasing Decisions for Luxcrime 

Products on the Shopee Marketplace, under the guidance of: Noor Hidayati. 

This research aims to determine and test the significant partial or 

simultaneous influence of Social Media Marketing and Content Marketing on 

Purchase Decisions for Luxcrime Products on the Shopee Marketplace. 

This research uses a quantitative approach, the population in this research 

is consumers of Luxcrime products who make purchasing decisions on the Shopee 

marketplace. The number of respondents was 100 people with the sampling 

technique used, namely Non-Probability Sampling with Purposive Sampling 

technique. Data collection used a questionnaire and data analysis used Multiple 

Linear Regression analysis assisted by IBM SPSS Version 29.0. 

The research results show that Social Media Marketing has a partially 

significant effect on the decision to purchase Luxcrime products on the Shopee 

marketplace, Content Marketing has a partially significant effect on the decision to 

purchase Luxcrime products on the Shopee marketplace. Social Media Marketing 

and Content Marketing simultaneously have a significant influence on purchasing 

decisions for Luxcrime products on the Shopee marketplace. 

 

Keywords: Social Media Marketing, Content Marketing, Purchase Decision 
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