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ABSTRAK
Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh komunikasi
pemasaran dan price discount terhadap keputusan pembelian produk skincare MS
Glow di Kota Padang. Sampel yang digunakan 60 responden. Teknik penarikan
sampel adalah purposive sampling. Data diolah menggunakan SPSS. Jenis data pada
penelitian ini yaitu data kuantitatif. Sumber datayaitu data primer. Hasil dari
penelitian ini menunjukkan bahwa kualitas komunikasi pemasaran berpengaruh
positif terhadap keputusan pembelian produk skincare MS Glow di Kota Padang, dan
price discount berpengaruh positif terhadap keputusan pembelian produk skincare
MS Glow di Kota Padang.

Kata Kunci: Komunikasi Pemasaran, Price Discount, Keputusan Pembelian
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THE INFLUENCE OF PUBLICATION COMMUNICATION, AND PRICE
DISCOUNT ON THE PURCHASE DECISION OF MS GLOW SKINCRE

PRODUCTS
( Special Study on Consumers of MS Glow Skincare Products in Padang City )

Messi Syofiani1), Mery Trianita2)
Management Study, Faculty of Economics and Business, Bung Hatta University

E-mail : messisyofiani@gmail.com, merytrianita@bunghatta.ac.id

ABSTRACT
This study aims to determine and analyze the effect of marketing communications and
price discounts on purchasing decisions for MS Glow skincare products in Padang
City. The sample used is 60 respondents. The sampling technique is purposive
sampling. Data is processed using SPSS. The type of data in this study is quantitative
data. The data source is primary datas. The results of this study indicate that the
quality of marketing communications has a positive effect on purchasing decisions
for MS Glow skincare products in Padang City, and the price discount has a positive
effect on purchasing decisions for MS Glow skincare products in Padang City.

Keywords:Marketing Communication, Price Discount, Purchase Decision
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