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ABSTRAK 

Feti Widaningsih (20220510184) “Pengaruh Influencer Marketing, Content 

Marketing, Brand Image, dan Persepsi Harga terhadap Keputusan Pembelian 

Smartphone Samsung (Survei pada Pengguna Smartphone Samsung di 

Kabupaten Kuningan)” Pembimbing I Dr. Dadang Suhardi, S.E., M.M. 

Pembimbing II Faishal Rahimi, S.E., M.M. Program Studi Manajemen, 

Fakultas Ekonomi dan Bisnis, Universitas Kuningan. 

 

Fenomena dalam penelitian ini adalah menurunnya pangsa pasar Smartphone 

Samsung di Kabupaten Kuningan. Penelitian ini menganalisis Pengaruh Influencer 

Marketing, Content Marketing, Brand Image, dan Persepsi Harga terhadap 

Keputusan Pembelian Smartphone Samsung pada pengguna di Kabupaten 

Kuningan. Sampel penelitian sebanyak 200 responden dengan teknik pengumpulan 

data menggunakan kuesioner. Teknik analisis data yang digunakan adalah regresi 

linier berganda dengan bantuan SPSS 27. Hasil pengujian hipotesis menunjukkan 

bahwa: (1) Influencer Marketing, Content Marketing, Brand Image, dan Persepsi 

Harga secara simultan berpengaruh positif dan signifikan terhadap Keputusan 

Pembelian; (2) Influencer Marketing berpengaruh positif dan signifikan terhadap 

Keputusan Pembelian; (3) Content Marketing berpengaruh positif dan signifikan 

terhadap Keputusan Pembelian; (4) Brand Image berpengaruh positif dan signifikan 

terhadap Keputusan Pembelian; (5) Persepsi Harga berpengaruh positif dan 

signifikan terhadap Keputusan Pembelian. 

 

Kata Kunci : Influencer Marketing, Content Marketing, Brand Image, Persepsi 

Harga dan Keputusan Pembelian. 
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ABSTRACT 

Feti Widaningsih (20220510184) “The Influence of Influencer Marketing, 

Content Marketing, Brand Image, and Price Perception on Samsung 

Smartphone Purchase Decisions (A Survey of Samsung Smartphone Users in 

Kuningan Regency)” Supervisor I: Dr. Dadang Suhardi, S.E., M.M. Supervisor 

II: Faishal Rahimi, S.E., M.M. Management Study Program, Faculty of 

Economics and Business, Universitas Kuningan. 

 

The phenomenon in this study the declining market share of Samsung Smartphones 

in Kuningan Regency. This study analyzes the influence of Influencer Marketing, 

Content Marketing, Brand Image, and Price Perception on Samsung Smartphone 

Purchase Decisions among active users in Kuningan Regency. The research sample 

consisted of 200 respondents, with data collection conducted via questionnaires. 

The data analysis technique was  multiple linear regression with the assistance of 

SPSS 27. The results of this study indicated that: (1) Influencer Marketing, Content 

Marketing, Brand Image, and Price Perception simultaneously had a positive and 

significant effect on Purchase Decisions. (2) Influencer Marketing had a positive 

and significant effect on Purchase Decisions. (3) Content Marketing had a positive 

and significant effect on Purchase Decisions. (4) Brand Image had a positive and 

significant effect on Purchase Decisions. (5) Price Perception had a positive and 

significant effect on Purchase Decisions. 

 

Keywords:  Influencer Marketing, Content Marketing, Brand Image, Price 

Perception, and Purchase Decision. 
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Penulis menyadari bahwa dalam penyusunan skripsi ini masih terdapat 

keterbatasan dan kekurangan. Oleh karena itu, kritik dan saran yang bersifat 
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