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FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN

ABSTRAKSI

Tujuan dari penelitian ini adalah untuk mengetahui serta menganalisis
pengaruh influencer, promosi penjualan, terhadap keputusan pembelian melalui
kesadaran merek pada konsumen Menantea Kudus. Metode yang digunakan dalam
penelitian kuantitatif. Populasi pada penelitian ini adalah seluruh konsumen produk
Menantea Kudus. Pengambilan sampel menggunakan teknik purposive sampling
dengan total sampel dalam penelitian sebanyak 115 responden, menggunakan alat
analisis SEM (Structural Equation Model) yang dioperasikan melalui AMOS 24,
Hasil penelitian menunjukkan influencer berpengaruh positif dan signifikan
terhadap kesadaran merek. Promosi penjualan berpengaruh positif dan signifikan
terhadap kesadaran merek. Influencer berpengaruh positif dan signifikan terhadap
kesadaran merek. Promosi penjualan berpengaruh positif dan signifikan terhadap
kesadaran merek. Kesadaran merek tidak berpengaruh terhadap keputusan
pembelian. Kesadaran merek tidak memediasi influencer terhadap keputusan
pembelian. Kesadaran merek tidak memediasi promosi penjualan terhadap
keputusan pembelian.

Kata Kunci: Influencer, Promosi Penjualan, Keputusan Pembelian,
Kesadaran Merek
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THE INFLUENCE OF INFLUENCER AND SALES PROMOTION ON
PURCHASING DECISIONS THROUGH BRAND AWARENESS
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MURIA KUSDUS UNIVERSITY
STUDY PROGRAM MANAGEMENT
FACULTY OF ECONOMICS AND BUSINESS

ABSTRACTION

The purpose of this research is to determine and analyze the influence of
influencers, sales promotions, on purchasing decisions through brand awareness
among Menantea Kudus consumers. Methods used in quantitative research. The
population in this study were all consumers of Menantea Kudus products. Sampling
used a purposive sampling technique with a total sample in the study of 115
respondents, using the SEM (Structural Equation Model) analysis tool operated via
AMOS 24. The research results showed that influencers had a positive and
significant effect on brand awareness. Sales promotion has a positive and
significant effect on brand awareness. Influencers have a positive and significant
influence on brand awareness. Sales promotion has a positive and significant effect
on brand awareness. Brand awareness has no influence on purchasing decisions.
Brand awareness not mediates influencers' purchasing decisions. Brand awareness
not mediates sales promotion on purchasing decisions.

Keywords: Influencer , Sales Promotion , Purchase Decision, Brand Awareness
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