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Articel Info  ABSTRACT  
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dejcision, skincarej glad2glow 

 This study aims to dejtejrminej thej influejncej of influejncejrs, viral markejting and contejnt 

markejting on tiktok on purchasing dejcisions for glad2glow skincarej products (casej 

study of glad2glow tejejnagej consumejrs in lamongan rejgejncy). In this study, thej 

population usejd nonprobability sampling tejchniquej. Thej samplej in this study using thej 

lejmejshow formula amountejd to 96 rejspondejnts of glad2glow tejejnagej consumejrs in 

lamongan rejgejncy. Thej data collejction mejthod in this study usejd a quejstionnairej 

distribution mejthod to glad2glow tejejnagej consumejrs in lamongan district. Thej data 

analysis tejchniquejs usejd arej validity tejst, rejliability tejst, classical assumption tejst, 

multiplej linejar rejgrejssion analysis, correjlation coejfficiejnt tejst, dejtejrminant coejfficiejnt 

tejst, t tejst and f tejst. Thej rejsults of thej study basejd on thej t-tejst showejd that influejncejrs 

had a calculatejd t of 3.866 > ttablej 1.986, viral markejting had a calculatejd t of 2.486 > 

ttablej 1.986 and contejnt markejting had a calculatejd t of 3.424 > ttablej 1.986. Thej rejsults 

of thej F tejst show a significancej valuej for influejncejrs, viral markejting and contejnt 

markejting of 0.000, < 0.05. In addition, thej F count is 30.658, which is grejatejr than thej 

F tablej valuej of 2.70 (30.658 > 2.70). Shows a positivej and significant influejncej 

partially and simultanejously on purchasing dejcisions. Thej most dominant influejncejr 

variablej influejncing thej purchasing dejcision of glad2glow skincarej products in 

Lamongan Rejgejncy shows a t count valuej of 3,866, which is highejr than othejr variablejs 

and is supportejd by thej rejsults of multiplej rejgrejssion analysis grejatejr than othejr 

variablejs, namejly 0.284. 

 
INTRODUCTION   

Digital marke jting is a marke jting activity that include js branding using various me jdia. And 

providejs an ejxample j of a blog, we jbsitej, ej-mail, adwords, and various social me jdia ne jtworks. (Ridwan 

Sanjaya & Josua Tarigan 2009). Thej growth of intejrnejt pejne jtration has also increjasejd thej popularity of 

platforms such as TikTok, which is now a sourcej of businejss opportunitiejs (sourcej: data.goodstats.id, 
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Octobejr 8, 2024). In 2024, the j numbe jr of cosme jtic busine jssejs is ejxpe jctejd to increjasej from 913 in 2022 

to 1,010 in 2023, with a growth of 21.9%. Although many ne jw products arej availablej, consume jrs arej 

increjasingly concejrne jd about thejm be jcausej of thej prejsejnce j of hazardous matejrials in some j products 

(Rahma and Sudarwanto, 2024:292). 

Glad2glow Skincarej is a viral skincarej product, offejring quality ingrejdiejnts in attractivej 

packaging at affordablej pricejs. Its salejs on TikTok rejachejd 327 units in thej first quartejr of 2023 and is 

producejd by PT. Suntonej Wisdom Indone jsia with official pejrmission. Glad2glow attracts consume jrs' 

attejntion through innovative j marke jting stratejgie js and a strong brand image j. In thej 'duastejp glowing ala 

Syifa Hadju' campaign, the jy chose j Syifa Hadju as thej brand ambassador to promotej thej Brightejning 

Se jriejs. (Rahma and Sudarwanto, 2024:292). 

According to Uyuun and Dwijayanti (2022:166), Kotlejr dejfinejs influejnce jr marke jting as 

individuals who can influejncej othejrs in making purchasing de jcisions. According to rejse jarch by Uyuuna 

and Dwijayanti (2022:173), it can have j a significant impact on thej influejncej of influejnce jr marke jting 

and brand awarejnejss on purchasing dejcisions. Mejanwhilej, prejvious rejsejarch by Pratiwi and Sidi 

(2022:203) showejd that influejncejr marke jting re jprejsejntejd by Rache jl Vejnnya statejd that thejre j was a 

positivej, but not significant, influejncej on purchasing dejcisions for Scarlejtt Body Whitejning in thej same j 

areja. 

Viral marke jting stratejgy is among thej type js of rejle jvant onlinej marke jting that dejpe jnd on 

rejcomme jndations from onej individual to anothejr (Kusmawati ejt al., 2019:5864). According to rejse jarch 

by Tanuwijaya and Mulyandi (2021:371), Viral marke jting has a significant impact on actions that 

influejncej purchasing de jcisions. On thej othejr hand, according to Hapsari e jt al. (2024:202) idejntifiejd that 

viral marke jting doejs not have j a significant impact on purchasing dejcisions. 

According to Fadhilah and Saputra (2021:502), Rowlejy de jfinejs contejnt marke jting as a 

manage jme jnt procejss in which businejssejs dejfinej, asse jss, and me je jt consume jr neje jds to utilizej digital 

contejnt that is distributejd through digital me jdia. Nurivananda and Fitriyah (2023:36669) found that live j 

strejaming is morej significant than contejnt marke jting in influejncing purchasing de jcisions on TikTok. 

According to Rahayu and Mulyaningsih (2021:145) it shows that contejnt marke jting has a highe jr impact 

than influejncejrs in attracting consume jr inte jrejst in fashion products. According to Kristina and Aminah 

(2023:1112) it statejs that both contejnt marke jting and use jr comme jnts have j a positive j impact, but contejnt 

marke jting has a grejatejr influe jncej on purchasing dejcisions for Garniejr facial soap products.. 

Thej purchasej dejcision is a stage j in thej consume jr procejss that involvejs dejciding to buy a product. 

This is a stejp in solving thej problejm facejd whejn some jonej choosejs a product basejd on thejir wants and 

ne jejds. (Kusmawati ejt al., 2024: 5864). 

 

REJSEJARCH MEJTHODS 

Thej form of rejse jarch usejd in this study is a quantitative j rejsejarch me jthod. Thej data analysis 

me jthods usejd in this study arej Validity Tejst, Rejliability Tejst, Classical Assumption Tejst, Multiplej 

Linejar Rejgre jssion Analysis, Correjlation Coejfficiejnt Tejst, Dejtejrminant Coejfficie jnt Tejst, t-te jst and F-

tejst using SPSS 26 softwarej. Thej population in this study we jrej glad2glow te jejnage j consume jrs in 

Lamongan Rejge jncy whose j numbe jr is not known for cejrtain. According to Sugiyono (2020: 127) thej 

sample j is part of thej numbe jr and charactejristics possejssejd by thej population. Thej sampling tejchniquej 

usejs a nonprobability sampling tejchniquej. Nonprobability sampling is a sampling tejchniquej that doejs 

not providej thej same j opportunity/chancej for ejach ejle jme jnt or me jmbe jr of the j population to bej se jlejctejd 

as a sample j (Sugiyono, 2020: 131).  

Thej rejquirejme jnts for pejople j who can bej usejd as data sourcejs arej as follows: 

1. Lamongan Re jge jncy community 

2. Wome jn and Mejn age jd 12-18 ye jars 

3. Consume jrs who have j purchasejd and usejd Glad2glow products 

Using thej Le jme jshow formula which usejs a standard ejrror ratej of 10%. Thejre jforej, thej numbe jr 

of samplejs for this study was 96 rejspondejnts of Glad2glow teje jnage j consume jrs in Lamongan 

Re jge jncy. 
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REJSULTS AND DISCUSSION 

Validity Tejst 

 Validity tejsting was carriejd out using thej SPSS 26 program. Thej re jsults of thej validity tejst arej as 

follows: 

Tablej 1 Validity Tejst Rejsults 

No. Variabejl Que jstion Ite jms r count r tablej Kejtejrangan 

1. X1 X1-1 0,793 0.2006 Valid 

  X1-2 0,800 0.2006 Valid 

  X1-3 0,756 0.2006 Valid 

  X1-4 0.765 0.2006 Valid 

2. X2 X2-1 0,664 0.2006 Valid 

  X2-2 0,799 0.2006 Valid 

  X2-3 0,829 0.2006 Valid 

  X2-4 0,799 0.2006 Valid 

3. X3 X3-1 0,660 0.2006 Valid 

  X3-2 0.736 0.2006 Valid 

  X3-3 0,602 0.2006 Valid 

  X3-4 0,714 0.2006 Valid 

  X3-5 0,708 0.2006 Valid 

  X3-6 0,637 0.2006 Valid 

4. Y Y1 0,655 0.2006 Valid 

  Y2 0,750 0.2006 Valid 

  Y3 0,719 0.2006 Valid 

  Y4 0,636 0.2006 Valid 
Sourcej: Data procejssejd by rejsejarchejrs, 2025 

Re jliability Tejst 

 Re jliability tejsting aims to assejss thej e jxtejnt to which thej me jasurejme jnt instrume jnt use jd has 

adejquatej accuracy, stability, or consistejncy. 

Tabe jl 2  Rejliability Tejst Re jsults 

Sourcej: Data procejssejd by rejsejarchejrs, 2025 

 Thej rejsults of thej rejliability tejst of thej variablej constructs in this study showejd a Cronbach Alpha 

value j gre jatejr than 0.60. Thus, it can bej concludejd that this quejstionnairej has a good lejve jl of rejliability. 

Multiplej Linejar Re jgrejssion Analysis 

From the j rejsults of multiple j linejar rejgre jssion analysis, thej following e jquation was obtainejd: 

𝑌 = 𝑎 + 𝛽1𝑋1 + 𝛽2𝑋2 +  𝛽3𝑋3 + 𝑒 

𝑌 = 3,352 + 0,284𝑋1 + 0,211𝑋2 +  0,207𝑋3 + 𝑒 
From the j rejgre jssion ejquation abovej, it can bej ejxplainejd as follows: 

a. Shows how much influejncej thej indejpejnde jnt variablej has on thej dejpe jndejnt variable j. 

b. Re jgre jssion Coejfficiejnt Value j X1 = 0.284. Thus, it can be j concludejd that Influejncejr (X1) 

has a positive j influejncej on purchasing de jcisions (Y). 

c. Re jgre jssion Coejfficiejnt Value j X2 = 0.211. Thus, it can bej concludejd that viral marke jting 

(X2) has a positivej influejnce j on purchasing dejcisions (Y). 

Variabejl Cronbach’s Alpha Standart 

Re jliabilitas 

Status 

Influejncejr 0,783 0,60 Re jliabejl 

Viral Markejting 0,777 0,60 Re jliabejl 

Contejnt Markejting 0,770 0,60 Re jliabejl 

Kejputusan Pejmbe jlian 0,630 0,60 Re jliabejl 
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d. Re jgre jssion Coejfficiejnt Value j X2 = 0.207. Thus, it can be j concludejd that contejnt marke jting 

(X3) has a positivej influejnce j on purchasing dejcisions (Y). 

e. EJrror tejrm (confounding variablej) functions as a substitutej for all variablejs that arej not 

includejd in thej mode jl, but ove jrall affejct thej de jpejndejnt variablej. EJxample js include j Brand 

Awarnejs, Product Quality, Live j Strejaming and Onlinej Costume jr Rejvie jw. 

Correjlation Coejfficiejnt Te jst 

A value j usejd to me jasurej how strong thej influejncej or rejlationship bejtweje jn two or more j variablejs 

simultanejously with othejr variablejs. Thej following arej thej rejsults of thej correjlation coejfficiejnt tejst: 

 

Tabe jl 3 Uji Koejfisiejn Kore jlasi 

Modejl Summary 

Modejl R R Square j Adjuste jd R Square j Std. E Jrror of the j E Jstimate j 

1 .707a .500 .484 1.429 

a. Prejdictors: (Constant), Influe jnce jr, Viral Marke jting, Conte jnt Marke jting. 
Sourcej: Data procejssejd by rejsejarchejrs, 2025 

 

Basejd on thej rejsults of thej correjlation coejfficiejnt tejst in tablej 4.13, thej correjlation coe jfficiejnt (R) 

figurej is 0.707, which indicatejs a strong rejlationship bejtwe je jn influejncejrs, viral marke jting, contejnt 

marke jting and purchasing de jcisions. This me jans that thej be jttejr thej promotion from influejncejrs, viral 

marke jting, contejnt marke jting, the j highejr thej lejve jl of purchasing dejcisions. 

De jtejrminant Coejfficiejnt Te jst 
 Thej coejfficiejnt of dejtejrmination is basically usejd to me jasurej thej pejrcejntagej of influejncej of thej 

indejpejnde jnt variablej on the j dejpe jndejnt variablej. If the j R² valuej is lejss than 50%, it me jans that the j 

indejpejnde jnt variablej can only ejxplain thej variation of thej de jpejndejnt variablej to a limitejd ejxtejnt. Thej 

rejsults of thej coejfficiejnt of de jtejrmination tejst arej: 

Tablej 4 Re jsults of Dejtejrmination Coejfficiejnt Tejst 

Mode jl Summary 

Modejl R R Square j Adjuste jd R Square j Std. E Jrror of the j E Jstimate j 

  1 .707a .500 .484 1.429 

a. Prejdictors: (Constant). Influejncejr, Viral Markejting, Contejnt Markejting. 

Sourcej: Data procejssejd by rejsejarchejrs, 2025 

 

 Thej R² valuej shown in thej R Squarej tablej is 0.500. This me jans that thej strejngth of the j rejlationship 

be jtweje jn thej dejpe jndejnt and indejpejnde jnt variablejs in the j rejgre jssion mode jl is 50%, whilej thej rejmaining 

50% is ejxplainejd by othejr factors outsidej this rejsejarch mode jl. 

Classical Assumption Tejst 

 Classical assumption tejsts including normality, multicollinejarity, and hejtejroscejdasticity tejsts 

we jrej conductejd using SPSS 26 to ejnsurej thej validity of thej rejgre jssion analysis. 

Normality Tejst 

 This tejst usejs thej Kolmogorov-Smirnov tejst, which can bej considejre jd normal if the j significancej 

value j is grejatejr than 0.05 (5%). 
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Tablej 5 Normality Tejst Re jsults 

Onej-Samplej Kolmogorov-Smirnov Tejst 

 Unstandardize jd Re jsidual 

N 96 

Normal Parame jte jrsa,b 
Me jan .1083333 

Std. De jviation 1.28804364 

Most E Jxtre jme j Diffe jre jnce js 

Absolute j .077 

Positive j .037 

Ne jgative j -.077 

Tejst Statistic .077 

Asymp. Sig. (2-taile jd) .196 

a. Tejst distribution is Normal. 

b. Calculatejd from data. 

Sourcej: Data procejssejd by rejsejarchejrs, 2025 

 Basejd on thej output from SPSS, this tejst shows a Sig. (2-tailejd) valuej of 0.196, so 0.196> 0.05. 

This rejsult shows that thej data has a normal distribution. In addition, thej rejsults are j also supportejd by 

graphical analysis, name jly the j normal probability Plot graph which is displayejd as follows: 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

Figure j 1. Data Normality Plot 

 By obse jrving thej appejarancej of thej Normal Probability Plot graph, it can bej obse jrve jd that thej 

points arej closej to thej normal linej. Thejrejforej, basejd on thej normality tejst using thej graphical me jthod, 

thej rejgre jssion modejl forme jd shows that thej data has a normal distribution. 

Hejtejroscejdasticity Tejst 

 Thej hejte jroscejdasticity tejst aims to de jtejrmine j whe jthejr thejrej is e jquality of variance j and rejsidual 

value js for all obsejrvations in thej rejgre jssion mode jl. 

 
 

 

 

 

 

 

 

 

 

 

Figurej 2 Hejte jroscejdasticity Te jst 
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Thej points arej sprejad randomly around zejro on thej Stude jntize jd Rejsidual Rejgre jssion axis, 

indicating that thej rejgre jssion mode jl doejs not ejxpejriejnce j hejtejroscejdasticity. 

Multicollinejarity Tejst 

Multicollinejarity aims to che jck whe jthejr thejrej is a correjlation bejtwe jejn indejpe jndejnt variablejs in 

thej mode jl. A good re jgre jssion mode jl should not show any correjlation bejtweje jn inde jpejnde jnt variablejs. 

Tablej 6. Multicollinejarity Te jst Rejsults 

Coe jfficiejntsa 

 

Modejl 

 

Unstandardize jd 

Coe jfficie jnts 

Standardi

ze jd 

Coe jfficie j

nts 

 

 

T 

 

 

Sig. 

 

Colline jarity Statistics 

B 
Std. E Jrror 

Be jta Tolejrance j VIF 

1 

(Constant) 3.352 1.430  2.343 .021   

Iflue jncejr .284 .073 .336 3.866 .000 .718 1.392 

Viral 

Marke jting 
.211 .085 .232 2.486 .015 .625 1.599 

Conte jnt 

Marke jting 
.207 .060 .305 3.424 .001 .683 1.464 

a. Dejpejndejnt Variablej: Kejputusan Pejmbejlian 
Sourcej: Data procejssejd by rejsejarchejrs, 2025 

Basejd on thej rejsults of thej multicollinejarity tejst shown in tablej 6 above j, it can bej seje jn that all 

indejpejnde jnt variablejs, name jly influejncejrs, havej a tolejrancej valuej of > 0.10, which is 0.718. Viral 

Markejting shows a tolejrance j valuej of > 0.10, which is 0.625, whilej contejnt marke jting has a tolejrancej 

value j of > 0.10, which is 0.683. Thej VIF value j for influe jncejrs <10 is 1.392, thej VIF value j for Viral 

Markejting <10 is 1.599, and thej VIF value j for Contejnt Markejting <10 is 1.464. Thus, it can bej 

concludejd that thej rejgre jssion mode jl in this study doejs not ejxpejriejncej multicolline jarity and thej 

rejgre jssion modejl can bej use jd. 

T-Te jst (Partial) 

 This tejst is basically usejd to find out whejthejr thej indejpe jndejnt variablejs, name jly influe jncejrs (X1), 

viral marke jting (X2), and contejnt marke jting (X3), partially have j a significant influejncej on thej 

de jpejndejnt variablej, name jly purchasing dejcisions (Y). In this tejst, tcount is comparejd with ttablej. The j 

rejsults of thej t-te jst wejre j carriejd out using SPSS 26. In addition, significancej tejsting can also bej carriejd 

out by obsejrving thej lejve jl of significancej that is lejss than 0.05. 

He jrej arej thej critejria for tejsting thej hypothejsis partially: 

a. If tcount < ttablej thejn H0 is accejptejd, me janing that partial indejpejndejnce j doejs not have j a significant 

e jffejct on thej de jpejndejnt variablej. 

b. If tcount > ttablej thejn H0 is accejptejd, me janing that partial indejpejnde jncej has a significant ejffejct on 

thej dejpe jndejnt variablej. 

Tablej 7 Re jsults of t-tejst calculation (partial) 

Coe jfficiejntsa 

 

Modejl 

Unstandardize jd Coe jfficie jnts Standardize jd 

Coe jfficie jnts t Sig. 

B Std. E Jrror Be jta 

1 

(Constant) 3.352 1.430  2.343 .021 

Influejnce jr .284 .073 .336 3.866 .000 

Viral Marke jting .211 .085 .232 2.486 .015 

Conte jnt Marke jting .207 .060 .305 3.424 .001 

a. Dejpejndejnt Variablej: Kejputusan Pejmbejlian 

Sumbejr: Data yang diolah olejh pejnejliti, 2025 
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 Basejd on thej tejst carriejd out with a significancej lejve jl of α = 0.05, df = nk-1 (0.05/2: 96-4) = 

(0.025:92) thej t tablej (1.986) was obtainejd with thej following analysis: 

1. Thej influejncej of influejncejrs (X1) on purchasing dejcisions (Y). 

From tablej 7, thej t-te jst rejsults obtainejd a t count of 3.866 and a t tablej valuej of 1.986 whilej thej 

sig valuej is 0.00. It can bej concludejd that t count> t tablej with a valuej of 3.866> 1.986 and 0.00 

<0.05, thejn H0 is rejjejctejd and Ha is accejptejd. From the jsej rejsults, it shows that thejrej is a 

significant partial influejncej bejtwe jejn influejncejrs on purchasing dejcisions. 

2. Thej influejncej of viral marke jting (X2) on purchasing de jcisions (Y). 

From tablej 7, thej t-te jst rejsults obtainejd a t count of 2.486 and a t tablej valuej of 1.986 whilej thej 

sig valuej is 0.015. It can be j concludejd that t count> t tablej with a valuej of 2.486> 1.986 and 

0.015 <0.05, thejn H0 is rejje jctejd and Ha is accejptejd. From thej rejsults, it shows a positivej and 

significant partial influejncej bejtwe jejn viral marke jting on purchasing dejcisions. 

3. Thej influejncej of Contejnt Marke jting (X3) on purchasing de jcisions (Y). 

From tablej 7, thej t-te jst rejsults obtainejd a t count of 3.424 and a t tablej valuej of 1.986 whilej thej 

sig valuej is 0.001. It can be j concludejd that t count> t tablej with a valuej of 3.424> 1.986 and 

0.001 <0.05, thejn H0 is rejje jctejd and Ha is accejptejd. From thej rejsults, it shows a positivej and 

significant partial influejncej bejtwe jejn Contejnt Marke jting on purchasing dejcisions. 

F Tejst (Simultanejous) 

Thej simultanejous influejnce j tejst (f tejst) is usejd to dejtejrmine j whe jthejr thej indejpe jndejnt variablejs 

simultanejously influejncej the j dejpe jndejnt variablej. Thej critejria for rejjejcting and accejpting thej hypothejsis 

arej: 

a. If Fcount > Ftablej, thejn H0 is rejjejctejd and Ha is accejptejd, me janing that thej indejpejnde jnt variablejs 

simultanejously have j a significant ejffejct on thej dejpe jndejnt variablej. 

b. If Fcount < Ftablej, thejn H0 is accejptejd and Ha is rejjejctejd, me janing that thej indejpejnde jnt variablejs 

simultanejously have j a significant ejffejct on thej dejpe jndejnt variablej. 

c. If thej significancej valuej < 0.05 thejn H0 is rejjejctejd, me janing that thej indejpe jnde jnt variablejs 

simultanejously have j a significant ejffejct on thej dejpe jndejnt variablej. 

d.  
Tablej 8 Re jsults of F Tejst Calculation (Simultanejous) 

ANOVAa 

Modejl Sum of Square js Df Me jan Square j F Sig. 

1 

Re jgre jssion 187.719 3 62.573 30.658 .000b 

Re jsidual 187.771 92 2.041   

Total 375.490 95    

a. Dejpejndejnt Variablej: Kejputusan Pejmbejlian 

b. Prejdictors: (Constant), Influejncejr, Contejnt Markejting, Viral Markejting  

Sumbejr: Data yang diolah olejh pejnejliti, 2025 

 Thej calculation rejsults using SPSS 26 in this calculation can bej se je jn in tablej 8, it is known that 

Fcount is 30.658 with a significancej lejve jl of 0.000. The j Ftablej value j is obtainejd through thej formula 

(Ftablej = n–k = 96-2 = 94). Thejn thej Ftablej valuej is obtainejd of 1.986 so that Fcount> Ftablej (30.658> 

2.70) and thej rejsejarch significancej is 0.000 <0.05, thejn H0 is rejjejctejd and Ha is accejptejd. From thejse j 

rejsults it can bej concludejd that influejnce jrs, viral marke jting and contejnt marke jting have j a positivej and 

significant ejffejct simultanejously on purchasing dejcisions. 

 

CONCLUSION 

 Basejd on rejsejarch conducte jd by rejsejarchejrs, which shows thej influejncej of influe jncejrs, viral 

marke jting and contejnt marke jting on purchasing dejcisions, thej following conclusions can bej drawn: 

1. t-Te jst (Partial) 

 Thej Influe jncejr variablej has a partial ejffejct on purchasing de jcisions. This is provejn through thej 

t-te jst, which shows a calculatejd t value j> t tablej of 3.866> 1.986 and a significancej value j of 0.00 
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<0.05. Thejrejforej, it can be j concludejd that Influe jncejrs have j a positive j and significant ejffejct on 

purchasing dejcisions. Thej Viral Markejting variablej has a partial ejffejct on purchasing de jcisions. This 

is prove jn through thej t-te jst, which shows a calculatejd t valuej> t tablej of 2.486> 1.986, and a 

significancej value j of 0.015 <0.05. Thus, it can bej concludejd that Viral Markejting has a positivej and 

significant ejffejct on purchasing dejcisions. Thej Contejnt Marke jting variablej has a partial ejffejct on 

purchasing de jcisions. This is provejn through thej t-te jst, which shows a calculatejd t value j> t tablej of 

3.424> 1.986, and a significancej valuej of 0.001 <0.05. Thus, it can bej conclude jd that Contejnt 

Markejting has a positive j and significant ejffejct on purchasing dejcisions. 

2. F Tejst (Simultanejous) 

Thej variablejs Influe jncejr, Viral Markejting and Conte jnt Marke jting havej a significant influejncej 

simultanejously on purchasing de jcisions. This can bej se jejn from thej F tejst which shows a calculatejd 

F valuej of 30.658, highejr than Ftablej of 2.70, and a significancej valuej of 0.000 <0.05. Thus, it can 

be j concludejd that thej threje j variablejs positivejly and significantly influejncej purchasing de jcisions. 

3. Multiplej Linejar Rejgre jssion Analysis 

Thej most dominant influejncejr variablej influejncejs thej de jcision to purchasej Glad2glow skincarej 

products. Obtainejd basejd on thej rejsults of linejar rejgre jssion analysis, thej valuej of Y = 3.352 + 0.284 

X_1 + 0.211X_2 + 0.207X_(3) + ej. Thej rejsults of thej Influe jncejr variablej (X1) = 0.284 arej gre jatejr 

than thej viral marke jting variablej (X2) = 0.211 and conte jnt marke jting (X3) = 0.207. 
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