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ABSTRAK

Pengaruh Brand Image Dan Content Marketing Terhadap Keputusan
Pembelian Yang Dimoderasi Word Of Mouth Communication Pada Produk MS
Glow; Nurul Umi Nadhifah; 3118050; Jurusan Administrasi Bisnis; Fakultas Bisnis
dan Bahasa; Universitas Pesantren Tinggi Darul 'Ulum Jombang.

Tujuan dari penelitian ini adalah untuk mengetahui dan menganalisis pengaruh
brand image dan konten marketing terhadap keputusan pembelian yang dimoderasi
word of mouth communication. Penelitian ini menggunakan pendekatan kuantitatif
dengan teknik non-probability sampling, dengan jumlah sampel sebanyak 100
responden. Data yang diperoleh menggunakan software IBM SPSS 23.

Berdasarkan analisis data statistik, indikator bersifat valid dan variabelnya
bersifat reliabel, pada pengujian asumsi klasik, model regresi bebas multikolonieritas,
tidak terjadi heterokedastisitas, dan terdistribusi normal.

Hasil uji parsial (uji t) pada variabel Brand Image berpengaruh positif dan
signifikan terhadap keputusan pembelian dengan t nitung 12.956 dengan signifikansi
0,000 <0,05. Variabel Content Marketing berpengaruh positif dan signifikan terhadap
keputusan pembelian dengan t hitung 13.997 dengan signifikansi 0,000 <0,05.
Berdasarkan hasil uji Moderated Regression Analysis (MRA) Word Of Mouth
Communication memoderasi pengaruh Brand Image terhadap keputusan pembelian
diketahui bahwa nilai t hitung 7.429 dengan signifikansi 0.000 (bermoderasi). Hasil uji
Moderated Regression Analysis (MRA) Word Of Mouth Communication memoderasi
pengaruh Content Marketing terhadap keputusan pembelian diketahui bahwa nilai t
hitung 7.894 dengan signifikansi 0.000 (bermoderasi).

Kata kunci: brand image, content marketing, word of mouth communication, keputusan
pembelian
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ABSTRACT

Effect of Brand Image and Content Marketing on Purchase Decisions
Moderated by Word Of Mouth Communication on MS Glow Products; Nurul Umi
Nadhifah; 3118050; Department of Business Administration; Faculty of Business and
Languages; Darul 'Ulum Islamic Boarding School Jombang.

The purpose of this study was to determine and analyze the effect of brand
image and marketing content on purchasing decisions moderated by word of mouth
communication. This study uses a quantitative approach with non-probability sampling
technique, with a total sample of 100 respondents. Data obtained using IBM SPSS 23
software.

Based on statistical data analysis, the indicators are valid and the variables
are reliable, on the classical assumption test, the regression model is multicollinearity
free, there is no heteroscedasticity, and is normally distributed.

The results of the partial test (t test) on the Brand Image variable have a
positive and significant effect on purchasing decisions with a t count of 12,956 with a
significance of 0.000 <0.05. The Content Marketing variable has a positive and
significant effect on purchasing decisions with a t count of 13,997 with a significance
of 0.000 <0.05. Based on the results of the Moderated Regression Analysis (MRA)
Word Of Mouth Communication to moderate the effect of Brand Image on purchasing
decisions, it is known that the t value is 7,429 with a significance of 0.000 (moderated).
The results of the Moderated Regression Analysis (MRA) Word Of Mouth
Communication test moderating the effect of Content Marketing on purchasing
decisions, it is known that the t value is 7,894 with a significance of 0.000 (moderated).

Keywords: brand image, content marketing, word of mouth communication,
purchasing decisions
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