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ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis Pengaruh Iklan Dan Promosi
Penjualan Terhadap Keputusan Pembelian Dengan Brand Awareness Sebagali
Variabel Intervening (Studi Pada Remaja Pengguna Kosmetik Nature Republic di
Kecamatan Dawe). Populasi dalam penelitian ini adalah seluruh konsumen Nature
Republic di Kecamatan Dawe yang pernah melakukan pembelian. Teknik
pengambilan sampel menggunakan teknik purposive sampling dengan total sampel
sebanyak 115 konsumen. Metode analisis data menggunakan structural equation
model. Hasil penelitian ini menunjukkan bahwa variabel iklan dan promosi
penjualan berpengaruh positif signifikan terhadap brand awareness dan keputusan
pembelian, sedangkan brand awareness berpengaruh positif signifikan terhadap
keputusan pembelian. Brand awareness tidak mampu memediasi pengaruh iklan
terhadap keputusan pembelian

Kata Kunci : Iklan, Promosi Penjualan, Brand Awareness Keputusan Pembelian.
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PURCHASING DECISIONS WITH BRAND AWARENESS AS AN
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Nama : LAILA SAFIRA
NIM : 201911071

Dosen Pembimbing : 1. Dina Lusianti, S.E,. M.M,. A A K.
2. Rhealin Hening Karatri., S.E., MM

UNIVERSITAS MURIA KUDUS
FACULTY OF ECONOMICS AND BUSINESS
STUDY PROGRAM OF MANAGEMENT

ABSTRACT

This research aims to analyze the influence of advertising and sales
promotions on purchasing decisions with brand awareness as an intervening
variable (Study of Teenage Users of Nature Republic Cosmetics in Dawe District).
The population in this research is all Nature Republic consumers in Dawe District
who have made purchases. The sampling technique used purposive sampling
technique with a total sample of 115 consumers. The data analysis method uses
structural equation models. The results of this research show that advertising and
sales promotion variables have a significant positive effect on brand awareness and
purchasing decisions, while brand awareness has a significant positive effect on
purchasing decisions. Brand awareness is not able to mediate the influence of
advertising on purchasing decisions.

Keyword : Advertising, Sales Promotion, Brand Awareness, Buying Decision
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