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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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ON PURCHASING DECISIONS THROUGH CONSUMER PURCHASE
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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
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