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ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis Pengaruh Brand Awareness, Viral
Marketing, Celebrity Endorser, Brand Image, dan Electronic Word Of Mouth (E-
Wom) Terhadap Minat Beli produk Somethinc di Kudus. Penelitian ini
menggunakan pendekatan kuantitatif serta jenis penelitian deskriptif dan asosiatif
kausal. Metode Purposive Sampling digunakan untuk memilih sampel sebanyak
60 responden, dan data dianalisis menggunakan SPSS versi 29 untuk olah data.
Hasil penelitian menunjukkan bahwa secara parsial Brand Awareness
berpengaruh positif dan signifikan terhadap minat beli, Viral Marketing tidak
berpengaruh dan tidak signifikan terhadap minat beli, Celebrity Endorser tidak
berpengaruh dan tidak signifikan terhadap minat beli, Brand Image berpengaruh
positif dan signifikan terhadap minat beli, Electronic Word of Mouth berpengaruh
negatif dan tidak signifikan terhadap minat beli. Secara simultan Brand
Awareness, Viral Marketing, Celebrity Endorser, Brand Image, dan Electronic
Word Of Mouth berpengaruh positif dan signifikan terhadap minat beli.

Kata Kunci: Brand Awareness, Viral Marketing, Celebrity Endorser, Brand
Image, Electronic Word Of Mouth, Minat Beli
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ABSTRACT

This research aims to analyze the influence of Brand Awareness, Viral Marketing,
Celebrity Endorser, Brand Image, and Electronic Word of Mouth (E-Wom) on
Interest in Buying Somethinc products in Kudus. This research uses a quantitative
approach as well as descriptive and associative causal research. The Purposive
Sampling method was used to select a sample of 60 respondents, and the data was
analyzed using SPSS version 29 for data processing. The research results show
that partially Brand Awareness has a positive and significant effect on purchase
interest, Viral Marketing has no and no significant effect on purchase interest,
Celebrity Endorser has no effect and is not significant on purchase interest,
Brand Image has a positive and significant effect on purchase interest, Electronic
Word of Mouth has a negative and insignificant effect on buying interest.
Simultaneously, Brand Awareness, Viral Marketing, Celebrity Endorser, Brand
Image, and Electronic Word of Mouth have a positive and significant effect on
purchasing interest.

Keywords: Brand Awareness, Viral Marketing, Celebrity Endorser, Brand
Image, Electronic Word Of Mouth, Purchase Intention.
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