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Abctract, gm ciudy mimce lo determine the izi flueiite ofo iikhiie toctumer review,bored tmage md digital nmrkrtiiig
or eaucumer purchase deoisionc for beauty pnMuots from South Korea, Inmsfree. The sample were 110
respondents. This study uses multiple regresston which is divected 1o analvze the truth of the data and deterntne the
infiuence Serween Eiependem variables and velated variables. The research results can be concluded that /.- online
customer review, and marketing variables ha a infhience to

constim purchase.
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Introduction
1. Background of the Problem

International trade is one ot the sources that can improve the country’s economy. Apart from economic
factors. intemnational trade activities also occur because of community needs that are not commensurate with their
resources. One of the forms of international trade is the existence of buying and selling activities between countries
orexpori-import. According to Merdeka.com, there are 10 countries with the most export activities in Indonesia, there

is China, Japan, Thailand. Singapore, Australia, the United States, South Korea, Malaysia, India and Taiwan.
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South Korea became one otthe countries onthe listwith m expori index of 6.8 billion US dollars according
tothe Indonesian Central Statistics Agency (BPS). South Koma iscurrently advanc ing in several sectors thanks to the
spread of Korean culture orthe Korean Wave through the world of 1| fashi beauty. Indonesia isone
of the countries affected by the Korem Wave. This can be seen from the cosmetic industry sector which increased
9.39a in 2020 according to the Indonesian Central Statistics Agency (BPS).

In 2020 ZAP Beauty Indei which isan annual research publication issued by ZAP based ona survey ot
thonsands of women who are consumers of the beauty industry. The following is the data from the counny of origin
of the most widely used beauty products in Indonesia obtained by the ZAP Beauty Index in table 1.

Table 1: Country of orlgln of beauty products used In Indonesia

!! !u 57.6&

Indonesia 37.4%

Jupan 2.7%

United Statesof Amenca 20.1&
Europe 131%
Thailand 28%

Source: ZAP Beauty Indei 2020:ZAP Beayt Index Angist 2020. pdf

Fenmvibatakl P - dol RIS e
Fr bove, prodt widely usedby worr fromSouth

Koreaasmuchas 57.6&. One of the most widely used South Korean beauty products in Indonesia is the fiziisJee
product.

The fzutisJe produces beauty prod hasbody care. facial makeup. skincare and bath care. finisJee

has benefits for maintaining healthy skin, reducing dark spots, preventing premature aging so that the skin wks
healthier.

Tatle 2:Imilsfl+ee net sales

Year etSales onRup
2018 7 783,960
2019 7.174.180
2020 4337800

Source: fonisJee Annual Report
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The fzitsJee company sales decreased by 0.41% in 2020, this is allegedly due to the influence of Online
Custamer Reviews, Brand Image and Digital Marketing used by the South K«frean beauty company , lariisJee.

2. Problem Formulation

a, Does the online customer review variable influence to purchase decision?
b. Eioes the brand image vaniable inflv to purch decision?
c. Does the digital Marketing variable infl to purchase decisi

3. Reseamh Objecli*m

Based on the introduction and ion of the parblem above, it can be concluded that the research
objectives of this journal are:
a. To know the infl of the online review variable to purchase decisions?

b. To knoW the influence of brand image on costumer purchase decisions?
<. Toknow the infl ot digital marketing to hase d

P

Literature Review

1.Theoretical Foundation

A.Onllne Customer Reviews

Online Customer Review is one form of word of moth communication in sales. Online costumer

reviews are sources that provide i ion inthe form of and then make recommendationsfrom
the customer's perspective (Lee, Park & Han, 2008).

Dbo owofOshneCeMmwReNews
According to Elwada, Lu & Ali (2016) Online Customer Reviews have 3 indicators:

1. Perceived usefulness
2 Perceived enjoyment

3. Perceived coml

B. Brand Image
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Brand image isEepmessbywhichnpmselm organizes, and interpretationsnf
input tocreate ameaningfulpicture (Kotler and Kelter, 2009).

Brand Image Dimenslon
According to Ratrii (2007) there are 3 components of brand image :

1. Product attribute
2. Consumer Advantage
3. Brand Personality

Egiul marketing is a marketing activity including branding that uses various web-based media such
asblogs, websites,e-mail, Ad-words, orcial network. Ofi digital marketing isnotjustabouti
marketing. (Ridu'an Sanjaya & Josua Tarigan. 2009:47).

Digltal Marketing Dimension

rding to Ryan and Jones (2009), the application of digital marketing ists of several

dimensions, namely:

1. Website
timization Search engine

12

3

4.

5. Public relations online
6. Social networking

7. Marketing e-mail

8
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According to Seiffman and Kanuk (2D08:485) purchasedecision is the election of two or more
I ive hasing decision choices. This means that before making a purchase there are several

altemative choices, so that in the end they must choosr one of the options.

Purch Declslon DI 1

According toKotler andKeller (2009:356) there are 4comp thatcaninfluence p
decisions
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Product
Price
Distribution

S WR e

Promotion

E. Hypothesis

The following hypothems can be f¢ lated

HI: Thereisaninfluence between Online Custorrier Review (XI) to purchase decisions.

H2: There is an influence between Brand Image (X2) to purchase decisions.

H3 : There is an ind b Digital Marketing (X3) to purchase d
H4: There is an infl b Online C ier Review (XI), Brand image (X2), Digital Marketing
(X3) to purchase decisions.
Results and Discussion
A. Results of
Table 3
Multiple Linear Regresslon Equation
Standard
Nonstandard Coefficient Coefflelent
Model I Std.Error Beta T Signature.
1 (Gonatant) 2877 1.386 2D76 0o
OnlineCustomer 158 075 219 2115 037
Reviews
Brand Image 099 095 091 1D38 301
Digital 438 110 454 3,985 000
Marketing
a, ent Variable: Purchase Decision

Mulﬁplekegrusiongmnion Y=2.877+0.158 XI+0B99 X2 + 0.438 X3 which can be interpreted:
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a, G purchasing decisions can be seen at zecxistant value 0f 2,877, assuming that it does not take into
account the influence of Online Reviews, Brand Image, and Digital Marketing.
b. Online review will i purchasing decisions by 0.158, ing other variables are constant.
c. Brand image witl i pinchasing decisions by 0.099, ing other variabl
d. Digital marketing will increase purchasing decisions by 0.438, ing other variables are
constant.
Table 4

T-Tst Effect of Online Customer Review, Brand Image, and Dlgital Marketing on Consumer Purchase

Decisions
Standard
Nopstandard Coeflicient Coefflelent
Model Std.Ervor Beta T Slgnature.
N {Constant) 2.877 lsss 2D76 040
OnlineCuatomer 158 075 219 2115 037
Reviews
Brand Image 099 095 91 D38 301
Digital 338 J110 a5 3.985 000
Marketing

a.  Online Customer Review (X1) =2.115 > 0D5. meaning that there is an influence between Online
Customer Review (X1 ) on Consumer Purchase Decisions (Y).

b. (X2)=1.038>0D5, That influence between Brand Image (X2) on Cy Purchase Decisions (Y).

e. Digital Marketing (X3)=3.985 >-0D5 rreans that there isan influence between Digital Marketing (X3)
onC Purchase Decisions (Y).

ablc 5
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Number of Sql
Awi
Model flomm Df v F Slgnature,
1 Regression 244249 < 81416 32,127 D0O0b
Renutinder 268 fi24 106 2534
Total 5121173 109
a Y
b XI  andX3
Source: SPSS 25D
. Bad ontableP.is32.127 withasignificance of0fD0 <0.005. Prom th Iculations itcan b luded
that Ho is rejected and Ha i pted whichmeans "there is a positive infl b online Teviews,
brand image, and digital marketing on purchasing decisions”.
Conclusion .

1. The Online Cx Reviewyariable hasasignificant '"‘.“‘v“’ consumer m That
o .

the Online Customer Review variable had a significant and positive influence to

brand image
2 The variable influendito purchasing d That
var.ehadasigniﬁm!mdposilive infl purchasing decisi
3. Digital Marketing variables are classified as baving significant effect on purchiasing decisi
The results showed thatthe Digital Marketing variable had a significant and positive infl purchasing
-
Purchase decisions made by @i he Innisfree whichare influenced by Online Customer Reviews,
Brand Image, and Digital Marketing are high. Th@sultsshowed thatthe Online C: ReviewBrand
Image and Digital Marketing variables had a significant and positive effteton influencing purchasing
tecisi
R¥emnxs
Riwada A Lu K. &Al M. (2016). Perceived derived attrib fonline C: review. C inHuman

Behavior, 306-319
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