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ABSTRAKSI

Tujuan dari penelitian ini adalah untuk mengetahui dan menganalisis dampak personal
relevance, interactivity, message, brand familiarty, dan testimonial terhadap keputusan
konsumen dalam membeli rumah. Metode penelitian ini menggunakan adalah metode
kuantitatif. Teknik pengumpulan data dilakukan dengan menyebarkan kuesioner dalam bentuk
google form. Jumlah sampel penelitian ini adalah 133 orang responden yang tinggal di
Jabodetabek, yang sudah memiliki rumah dan aktif menggunakan media sosial. Teknik
pengolahan data menggunakan analisis regresi linier berganda, ditemukan bahwa secara
simultan personal relevance, interactivity, message, brand familiarty, dan testimonial
mempunyai pengaruh signifikan terhadap keputusan konsumen dalam membeli rumah.
Disamping itu, secara parsial personal relevance, interactivity, message, brand familiarty, dan
testimonial kurang mempunyai kurang terhadap keputusan konsumen dalam membeli rumah.

Kata kunci: personal relevance, interactivity, message, brand familiarty, testimonial, dan
keputusan konsumen.
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ABSTRACT

The purpose of this study was to determine and analyze the impact of personal relevance,
interactivity, messages, brand recognition, and testimonials on consumer decisions in buying a
house. This research method uses quantitative methods. Data collection techniques were
carried out by distributing questionnaires in the form of google form. The number of samples
for this study were 133 respondents who live in Greater Jakarta, who already own a house and
actively use social media. Data processing techniques using multiple linear regression analysis,
it was found that simultaneously personal relevance, interactivity, messages, brand recognition,
and testimonials have a significant influence on consumer decisions in buying a house. In
addition, partially personal relevance, interactivity, message, brand familiarity, and

testimonials have less influence on consumer decisions to buy a house.

Keywords: personal relevance, interactivity, message, brand familiarity, and testimonials,

consumer decisions
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