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ABSTRAK 

Tujuan penelitian ini adalah untuk menganaisis Pengaruh Digital Marketing dan 

Brand Image terhadap Keputusan Pembelian melalui Minat Beli Konsumen 

(Studi Pada Konsumen Produk 3Second di Kabupaten Kudus Pendekatan yang 

digunakan dalam penelitian ini adalah pendekatan kuantitatif. Sampel adalah 

konsumen di Kota Kudus yang berjumlah 120 responden dan pengambilan 

sampel menggunakan teknik purposive sampling. Teknik pengambilan data 

menggunakan kuesioner melalui google form. Teknik analisis data menggunakan 

Structural Equation Modeling (SEM) AMOS. Hasil penelitian menunjukkan 

bahwa digital marketing berpengaruh positif dan signifikan terhadap minat beli 

konsumen dan keputusan pembelian pada produk 3second. Brand image 

berpengaruh positif dan signifikan terhadap minat beli namun tidak berpengaruh 

dan tidak signifikan terhadap keputusan pembelian pada produk 3second. Minat 

beli berpengaruh terhadap keputusan pembelian pada produk 3second. Minat 

beli tidak dapat memediasi antara digital marketing terhadap keputusan 

pembelian 3second, sedangkan minat beli mampu memediasi antara brand 

image terhadap minat beli 3second. 

 

Kata Kunci: Digital Marketing, Brand Image, Minat Beli Konsumen, 

Keputusan Pembelian 
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ABSTRACT 

 

The aim of this research is to analyze the influence of digital marketing and 

brand image on purchasing decisions through consumer purchasing intentions 

(study of 3second product consumers in Kudus Regency. The approach used in 

this research is a quantitative approach. The sample is consumers in Kudus 

City, totaling 120 responden and sampling used purposive sampling technique. 

The data collection technique used in this research was a questionnaire. The 

data analysis technique uses SEM-AMOS. The research results show that digital 

marketing has a positive and significant effect on trust and purchase interest in 

3Second products. Brand image has a positive and significant effect on purchase 

interest but has no effect and is not significant on purchasing decisions for 

3second products. Purchase interest influences the decision to purchase 3second 

products. Purchase interest cannot mediate between digital marketing and 

3Second buying interest. 

 

Keyword : Digital Marketing, Brand Image, Purchase Interest, Purchase 

Decision 

 

 

 

 

 

 



 

ix 

DAFTAR ISI  

Halaman  

HALAMAN SAMPUL  ........................................................................................ i 

HALAMAN JUDUL  .......................................................................................... ii 

MOTTO DAN PERSEMBAHAN ....................................................................... iii 

KATA PENGANTAR ......................................................................................... v 

ABSTRAK ........................................................................................................ vii 

ABSTRACT ..................................................................................................... viii 

DAFTAR ISI ...................................................................................................... ix 

DAFTAR TABEL ............................................................................................ xiii 

DAFTAR GAMBAR ........................................................................................ xiv 

BAB I  PENDAHULUAN ................................................................................... 1 

1.1 Latar Belakang....................................................................................... 1 

1.2 Ruang Lingkup .................................................................................... 13 

1.3 Rumusan Masalah ................................................................................ 13 

1.4 Tujuan Penelitian ................................................................................. 15 

1.5 Manfaat Penelitian ............................................................................... 15 

BAB II TINJAUAN PUSTAKA ........................................................................ 17 

2.1 Digital Marketing ................................................................................ 17 

2.1.1 Definisi Digital Marketing ............................................................ 17 

2.1.2 Faktor yang Mempengaruhi Digital Marketing.............................. 17 

2.1.3 Indikator Digital Marketing .......................................................... 18 

2.2 Brand Image ........................................................................................ 21 

2.2.1 Definisi Brand Image.................................................................... 21 

2.2.2 Faktor yang Mempengaruhi Brand Image ..................................... 21 

2.2.3 Indikator Brand Image .................................................................. 22 

2.3 Minat Beli ............................................................................................ 24 

2.3.1 Definisi Minat Beli ....................................................................... 24 

2.3.2 Faktor yang Mempengaruhi Minat Beli ......................................... 25 

2.3.3 Indikator Minat Beli ..................................................................... 26 



 

x 

 

2.4 Keputusan Pembelian........................................................................... 27 

2.4.1 Definisi Keputusan Pembelian ...................................................... 27 

2.4.2 Faktor-faktor yang Mempengaruhi Keputusan Pembelian ............. 28 

2.4.3 Indikator Keputusan Pembelian .................................................... 29 

2.5 Pengaruh Antar Variabel ...................................................................... 31 

2.5.1 Pengaruh Digital Marketing terhadap Minat Beli Konsumen ........ 31 

2.5.2 Pengaruh Brand Image terhadap Minat Beli Konsumen ................ 31 

2.5.3 Pengaruh Digital Marketing terhadap Keputusan Pembelian ......... 32 

2.5.4 Pengaruh Brand Image terhadap Keputusan Pembelian ................. 32 

2.5.5 Pengaruh Minat Beli Konsumen terhadap Keputusan Pembelian ... 33 

2.6 Tinjauan Penelitian Terdahulu ............................................................. 34 

2.7 Kerangka Pikir Teoritis ........................................................................ 36 

2.8 Hipotesis .............................................................................................. 36 

BAB III  METODE PENELITIAN .................................................................... 38 

3.1 Rancangan Penelitian ........................................................................... 38 

3.2 Variabel Penelitian Dan Definisi Operasional Variabel ........................ 39 

3.2.1 Variabel Penelitian ....................................................................... 39 

3.2.2 Definisi Operasional Variabel ....................................................... 40 

3.3 Jenis dan Sumber Data ......................................................................... 44 

3.3.1 Jenis Data ..................................................................................... 44 

3.3.2 Sumber Data ................................................................................. 44 

3.4 Populasi dan Sempel ............................................................................ 45 

3.4.1 Populasi ........................................................................................ 45 

3.4.2 Sampel.......................................................................................... 45 

3.5 Pengumpulan Data ............................................................................... 47 

3.6 Uji Instrumen Penelitian ...................................................................... 47 

3.6.1 Uji Validitas ................................................................................. 47 

3.6.2 Uji Reliabilitas .............................................................................. 49 

3.6.3 Uji Normalitas .............................................................................. 49 

3.7 Pengolahan Data .................................................................................. 50 

3.8 Teknik Analisis Data ........................................................................... 51 



 

xi 

BAB IV HASIL DAN PEMBAHASAN ............................................................ 58 

4.1 Gambaran Umum Objek Penelitian ...................................................... 58 

4.2 Penyajian Data ..................................................................................... 58 

4.2.1 Karakteristik Responden ............................................................... 58 

4.2.1.1 Berdasarkan Jenis Kelamin ........................................................... 58 

4.2.1.2 Berdasarkan Alamat ...................................................................... 59 

4.2.2 Tanggapan Responden .................................................................. 60 

4.2.2.1 Tanggapan Responden terhadap Variabel Digital Marketing (XI) . 60 

4.2.2.2 Tanggapan Responden Terhadap Variabel Brand Image (X2) ....... 61 

4.2.2.3 Tanggapan Responden terhadap Variabel Minat Beli Konsumen .. 62 

4.2.2.4 Tanggapan Responden terhadap Variabel Keputusan Pembelian (Y)

 63 

4.3 Uji Instrumen Data .............................................................................. 63 

4.3.1 Uji Convergent Validity ................................................................ 63 

4.3.2 Uji Average Variance Extracted (AVE) ........................................ 64 

4.3.3 Discriminant Validity ................................................................... 65 

4.3.4 Uji Construct Reliability ............................................................... 66 

4.3.5 Uji Normalitas .............................................................................. 66 

4.3.6 Uji Oulier ..................................................................................... 67 

4.4 Analisis Konfimatori ............................................................................ 68 

4.4.1 Analisis Konfimatori Variabel Oksigen......................................... 68 

4.4.2 Analisis Konfimatori Variabel Endogen ........................................ 70 

4.4.3 Analisi Full Measurement ............................................................. 73 

4.4.4 Analisis Structural Equation Modeling (SEM) Full Model ............ 75 

4.5 Uji Kausalitas (Regression Weight) ..................................................... 75 

4.6 Uji Hipotesis ........................................................................................ 78 

4.7 Uji Mediasi (Pengarh Langsung dn Tidak Lngsung) ............................ 80 

4.8 Pembahasan ......................................................................................... 80 

4.8.1 Pengaruh Digital Marketing terhadap Minat Beli produk 

3Second......................................................................................... 81 



 

xii 

 

4.8.2 Pengaruh Brand Image terhadap Minat Beli pada Produk 

3Second......................................................................................... 82 

4.8.3 Pengaruh Digital Marketing terhadap Keputusan Pembelian 

Produk 3Second ............................................................................ 82 

4.8.4 Pengaruh Brand Image terhadap Keputusan Pembelian produk 

3second ......................................................................................... 84 

4.8.5 Pengaruh Minat Beli terhadap Keputusan Pembelian produk 

3Second......................................................................................... 84 

4.8.6 Pengaruh Digital Marketing Terhadap Keputusan Pembelian 

Melalui Minat Beli Sebagai Variabel Intervening .......................... 86 

4.8.7 Pengaruh Brand Image Terhadap Keputusan Pembelian 

Melalui Minat Beli Sebagai Varibel Intervening ............................ 86 

BAB V KESIMPULAN DAN SARAN.............................................................. 88 

5.1 Kesimpulan.......................................................................................... 88 

5.2 Saran ................................................................................................... 89 

DAFTAR PUSTAKA ........................................................................................ 92 

LAMPIRAN ...................................................................................................... 97 

 

 

 

 

 

 

 

 

 

 

 



 

xiii 

DAFTAR TABEL  

        Halaman  

Tabel 3. 1 Uji Goodness of Fit ........................................................................... 54 

Tabel 4. 1 Klasifikasi Responden Berdasarkan Jenis Kelamin ............................ 59 

Tabel 4. 2 Klasifikasi Responden Berdasarkan Konsentrasi................................ 59 

Tabel 4. 4 Tanggapan Responden terhadap Variabel Digital Marketing (X1) ..... 60 

Tabel 4. 5 Tanggapan Responden terhadap Variabel Brand Image (X2) ............. 61 

Tabel 4. 6 Tanggapan Responden terhadap Variabel Minat Beli Konsumen (Z) . 62 

Tabel 4. 7 Tanggapan Responden terhadap Variabel Keputusan Pembelian (Y) . 63 

Tabel 4. 8 Uji Convergent Validity .................................................................... 64 

Tabel 4. 9 Uji Average Variance Extracted (AVE) ............................................. 65 

Tabel 4. 10 Uji Discriminant Validity ................................................................ 65 

Tabel 4. 11 Uji Construct Reliability .................................................................. 66 

Tabel 4.12 Hasil Uji Normalitas ......................................................................... 66 

Tabel 4. 13 Evaluasi Goodness of Fit Eksogen Sebelum Perbaikan .................... 69 

Tabel 4.14 Evaluasi Goodness of Fit Variabel Eksogen Sesudah Perbaikan........ 70 

Tabel 4. 15 Evaluasi Goodness of Fit Variabel Endogen Sebelum Perbaikan...... 71 

Tabel 4. 16 Evaluasi Goodness of Fit Variabel Endogen Sesudah Perbaikan ...... 72 

Tabel 4. 17 Hasil Goodness of Fit Full Measurement Sebelum Perbaikan .......... 73 

Tabel 4. 18 Hasil Goodness of Fit Full Measurement Sesudah Perbaikan ........... 74 

Tabel 4. 19 Hasil Goodness of Fit Full Model Awal ........................................... 75 

Tabel 4. 20 Standardized Regression Weight ..................................................... 76 

Tabel 4. 21 Koefisien Determinasi (Squared Multiple Correlation) .................... 77 

Tabel 4. 22 Regression Weight .......................................................................... 78 

Tabel 4. 23 Besar Total Effect ............................................................................ 80 

 

 

 

 



 

xiv 

 

DAFTAR GAMBAR  

         Halaman  

Gambar 1. 1 Preferensi Belanja Online Masyarakat Indonesia .........................................1 

Gambar 1. 2 Peminat Produk 3Second 2019-2023 ...........................................................4 

Gambar 1. 3 Followes Instagram Brand ...........................................................................7 

Gambar 1. 4 Konsumen 3Second .....................................................................................8 

Gambar 1. 5 Merek Fashion Lokal yang Jadi Favorit Masyarakat Indonesia 2023 ............9 

Gambar 1. 6 Ulasan Negatif Produk 3Second pada E-Commerce ................................... 10 

Gambar 2. 1 Kerangka Pemikiran Teoritis ..................................................................... 36  

Gambar 3. 1 Diagram Alur dengan AMOS .................................................................... 52 

Gambar 4. 1 Analisis Konfirmatori Variabel Eksogen Sebelum Perbaikan ..................... 69 

Gambar 4. 2 Analisis Konfirmatori Variabel Eksogen Sesudah Perbaikan...................... 70 

Gambar 4. 3 Analisis Konfirmatori Variabel Endogen Sebelum Perbaikan .................... 71 

Gambar 4. 4 Analisis Konfirmatori Variabel Endogen Sesudah Perbaikan ..................... 72 

Gambar 4. 5 Hasil Analisis Konfirmatori Measurement Sebelum Perbaikan .................. 73 

Gambar 4. 6 Hasil Analisis Konfirmatori Measurement Sesudah Perbaikan ................... 74 

Gambar 4. 7 Hasil Analisis Structural Equation Modeling (SEM) Full Model Awal....... 75 

file:///C:/Users/FIRDA/Pictures/SKRIPSI_OCHAK-1%5b1%5d.docx%23_Toc173555279
file:///C:/Users/FIRDA/Pictures/SKRIPSI_OCHAK-1%5b1%5d.docx%23_Toc173555280
file:///C:/Users/FIRDA/Pictures/SKRIPSI_OCHAK-1%5b1%5d.docx%23_Toc173555281
file:///C:/Users/FIRDA/Pictures/SKRIPSI_OCHAK-1%5b1%5d.docx%23_Toc173555283
file:///C:/Users/FIRDA/Pictures/SKRIPSI_OCHAK-1%5b1%5d.docx%23_Toc173555284
file:///C:/Users/FIRDA/Pictures/SKRIPSI_OCHAK-1%5b1%5d.docx%23_Toc173555298
file:///C:/Users/FIRDA/Pictures/SKRIPSI_OCHAK-1%5b1%5d.docx%23_Toc173555461
file:///C:/Users/FIRDA/Pictures/SKRIPSI_OCHAK-1%5b1%5d.docx%23_Toc173555606
file:///C:/Users/FIRDA/Pictures/SKRIPSI_OCHAK-1%5b1%5d.docx%23_Toc173555612

