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ABSTRAK

Penelitian ini bertujuan menganalisis pengaruh social media marketing dan
electronic word of mouth terhadap keputusan pembelian menggunakan shopeefood
melalui kesadaran merek sebagai variabel intervening pada starbucks kudus.
Sampel dalam penelitian ini sebanyak 130 Konsumen Starbucks di Kudus yang
menggunakan Shopeefood. Jenis data penelitian ini adalah data kuantitatif. Sumber
data penelitian adalah data primer dan data sekunder. Teknik pengambilan sampel
adalah purposive sampling. Teknik analisis yang digunakan adalah SEM
(Structural Equation Modelling) yang dioperasikan melalui program AMOS.
Hasil analisis dapat disimpulkan social media marketing berpengaruh positif dan
signifikan terhadap keputusan pembelian, electronic word of mouth berpengaruh
positif dan signifikan terhadap keputusan pembelian, social media marketing
berpengaruh positif dan signifikan terhadap kesadaran merek, electronic word of
mouth berpengaruh positif dan signifikan terhadap kesadaran merek, kesadaran
merek berpengaruh positif dan signifikan terhadap keputusan pembelian,
kesadaran merek memediasi secara parsial social media marketing terhadap
keputusan pembelian, kesadaran merek memediasi secara parsial pengaruh
electronic word of mouth terhadap keputusan pembelian.

Kata Kunci: Social media marketing, Electronic Word of Mouth, Kesadaran
merek, Keputusan pembelian



ABSTRACT

This research aims to analyze the influence of social media marketing and
electronic word of mouth on purchase decisions using Shopeefood with brand
awareness as an intervening variable at Starbucks Kudus Regency. The research
sample in the study was 130 Starbucks Consumers in Kudus Regency who used
Shopeefood. The type of research data is quantitative data. The source of research
data is primary data and secondary data. The sampling technique is purposive
sampling. The analysis technique used is SEM (Structural Equation Modeling)
which is operated through the AMOS program. The results of the analysis can be
concluded that social media marketing has a positive and significant effect on
purchase decisions, electronic word of mouth has a positive and significant effect
on purchase decisions, social media marketing has a positive and significant effect
on brand awareness, electronic word of mouth has a positive and significant effect
on brand awareness, brand awareness has a positive and significant effect on
purchase decision, brand awareness partially mediates the influence of social
media marketing on purchasing decisions, brand awareness partially mediates the
influence of electronic word of mouth on purchasing decisions.

Keywords: Social media marketing, Electronic Word of Mouth, brand awareness,
Purchase decisions
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