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Nur Khalidah Ahmad 170301051. Pengaruh Viral Marketing, Online 

Customer Review dan Customer Trust terhadap produk Scarlett 

whitening di E-Commerce Shoope pada mahasiswa manajemen 

Universitas Muhammadiyah Gresik. Manajemen, Fakultas Ekonomi dan 

Bisnis, Universitas Muhammadiyah Gresik, Oktober 2022.  

 

ABSTRAK 

 

Perkembangan ekonomi dan teknologi yang pesat di Indonesia telah mengubah 
perilaku konsumen, terutama dalam pola pembelian yang beralih dari toko fisik 
ke e-commerce. Salah satu industri yang mengalami pertumbuhan signifikan 
adalah produk perawatan kecantikan, yang menjadi kebutuhan primer bagi 
banyak wanita. Persaingan dalam industri kosmetik semakin meningkat seiring 
dengan berkembangnya tren kecantikan dan inovasi produk. Data dari 
Kementerian Perindustrian menunjukkan adanya peningkatan industri 
kosmetik sebesar 9% pada tahun 2019. Banyak faktor yang mempengaruhi 
keputusan pembelian termasuk Yakni Viral Marketing, Ulasan pembeli dan 
Kepercayaan customer. Pengalaman langsung dalam mencoba produk. 
Meskipun belanja online semakin populer, banyak konsumen masih 
mempertimbangkan untuk membeli produk kecantikan secara langsung. Salah 
satu brand lokal yang mengalami pertumbuhan pesat adalah Scarlett Whitening, 
yang menempati peringkat kedua dalam penjualan produk skincare lokal 
dengan total penjualan Rp 17,7 miliar dalam periode singkat tahun 2022. 
Produk ini telah mendapatkan izin BPOM dan terus berkembang sebagai salah 
satu merek perawatan kulit yang diminati di Indonesia. Penelitian ini bertujuan 
untuk mengetahui pengaruh Viral marketing, Online customer review, dan 
Customer trust terhadap Purchase decision produk scarlett whitening di E-
Commerce Shoope pada mahasiswa Manajemen Universitas Muhammadiyah 
Gresik. Metode Peneitian menggunakan metode kuantitatif dengan sampel 
sebanyak 100 responden. Data yang diperoleh dianalisis dengan tenik analisis 
regresi linier berganda menggunakan program SPSS 20. Hasil dari penelitian 
menunjukkan bahwa Viral Marketing berpengarh positif dan signifikan 
terhadap Purchase Decision, Online Customer Review berpengarh positif dan 
signifikan terhadap Purchase Decision, sedangkan Customer Trust berpengarh 
positif namun tidak signifikan terhadap Purchase Decision.  

 

Kata kunci : Viral Marketing, Online Customer Review, Customer Trust, 
Purchase Decision.  
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Nur Khalidah Ahmad 170301051. The influence of Viral Marketing, 

Online Customer Reviews and Customer Trust on Scarlett whitening 

products in E-Commerce Shope among management students at 

Muhammadiyah University Gresik. Management, Faculty of Economics 

and Business, Muhammadiyah University Gresik, October 2022. 

 

ABSTRACT 

 

Rapid economic and technological developments in Indonesia have changed 
consumer behavior, especially in purchasing patterns that have shifted from 
physical stores to e-commerce. One industry that is experiencing significant 
growth is beauty care products, which are a primary need for many women. 
Competition in the cosmetics industry is increasing along with the development 
of beauty trends and product innovation. Data from the Ministry of Industry 
shows that the cosmetics industry increased by 9% in 2019. 

Many factors influence purchasing decisions, including viral marketing, buyer 
reviews and customer trust. Direct experience in trying the product. Even 
though online shopping is growing in popularity, many consumers still 
consider purchasing beauty products in person. One local brand that is 
experiencing rapid growth is Scarlett Whitening, which ranks second in sales 
of local skincare products with total sales of IDR 17.7 billion in the short period 
of 2022. This product has received BPOM permission and continues to grow 
as one of the most popular skincare brands in Indonesia. This research aims to 
determine the influence of Viral marketing, Online customer reviews, and 
Customer trust on Purchase decisions for Scarlett whitening products at E-
Commerce Shope among Management students at Muhammadiyah University 
Gresik. The research method uses quantitative methods with a sample of 100 
respondents. The data obtained was analyzed using multiple linear regression 
analysis techniques using the SPSS 20 program. The results of the research 
showed that Viral Marketing had a positive and significant influence on 
Purchase Decisions, Online Customer Reviews had a positive and significant 
influence on Purchase Decisions, while Customer Trust had a positive but not 
significant influence on Purchase Decisions. 

 

Key words: Viral Marketing, Online Customer Review, Customer Trust, 

Purchase Decision.  
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