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ABSTRAK

Hegel Wahyudi (25210039), Pengaruh Content marketing dan Brand Awareness
pada Media Sosial terhadap Keputusan Pembelian Thanksinsomnia.

Penelitian ini dilatarbelakangi oleh semakin meningkatnya penggunaan media sosial
sebagai sarana pemasaran digital yang dimanfaatkan oleh berbagai pelaku usaha,
termasuk brand fashion lokal Thanksinsomnia. Content marketing dan brand
awareness merupakan dua faktor yang diyakini mampu memengaruhi keputusan
pembelian konsumen. Penelitian ini bertujuan untuk menganalisis pengaruh content
marketing dan brand awareness terhadap keputusan pembelian pada produk
Thanksinsomnia. Penelitian menggunakan pendekatan kuantitatif. Data diperoleh
melalui penyebaran kuesioner kepada 200 responden yang merupakan konsumen atau
calon konsumen Thanksinsomnia. Teknik analisis data menggunakan Partial least
squares Structural equation modeling (PLS-SEM) dengan bantuan perangkat lunak
SmartPLS 4. Hasil penelitian menunjukkan bahwa Content marketing berpengaruh
positif dan signifikan terhadap Keputusan Pembelian dengan nilai Original sample
sebesar 0,261, T-statistics sebesar 3,362, dan P-values sebesar 0,001. Selain itu, Brand
awareness juga berpengaruh positif dan signifikan terhadap Keputusan Pembelian
dengan nilai Original sample sebesar 0,259, T-statistics sebesar 3,367, dan P-values
sebesar 0,001. Nilai R-square sebesar 0,213 menunjukkan bahwa Content marketing
dan Brand awareness secara bersama-sama mampu menjelaskan 21,3% variasi
Keputusan Pembelian, sedangkan sisanya dipengaruhi oleh faktor lain di luar model
penelitian. Hasil penelitian ini diharapkan dapat menjadi referensi bagi
Thanksinsomnia dalam menyusun strategi pemasaran digital yang lebih efektif melalui
penguatan content marketing dan peningkatan brand awareness guna mendorong
keputusan pembelian konsumen.

Kata Kunci: Content marketing, Brand Awareness, Keputusan Pembelian, Media
Sosial, THANKSINSOMNIA



ABSTRACT

Hegel Wahyudi (25210039), The Influence of Content marketing and Brand
Awareness on Social media on Purchase Decisions of THANKSINSOMNIA.

This study was motivated by the increasing use of social media as a digital marketing
platform by businesses, including the local fashion brand THANKSINSOMNIA.
Content marketing and brand awareness are considered important factors influencing
consumers' purchase decisions. Therefore, this study aims to examine the influence of
content marketing and brand awareness on purchase decisions regarding
THANKSINSOMNIA products. This study employed a quantitative approach using an
explanatory research design. Data were collected through questionnaires distributed
to 200 respondents who were consumers or potential consumers of
THANKSINSOMNIA. The data were analyzed using Partial least squares Structural
equation modeling (PLS-SEM) with the assistance of SmartPLS 4 software. The results
indicate that Content marketing has a positive and significant effect on Purchase
Decisions, with an Original sample value of 0.261, a T-Statistic of 3.362, and a P-
Value of 0.001. Furthermore, Brand awareness also has a positive and significant
effect on Purchase Decisions, with an Original sample value of 0.259, a T-Statistic of
3.367, and a P-Value of 0.001. The R-square value of 0.213 indicates that Content
marketing and Brand awareness jointly explain 21.3% of the variance in Purchase
Decisions, while the remaining 78.7% is explained by other factors outside the
research model. These findings suggest that strengthening content marketing
strategies and enhancing brand awareness through social media can increase
consumers' likelihood of making purchase decisions. This study is expected to provide
practical insights for THANKSINSOMNIA in developing more effective digital
marketing strategies and to contribute to the development of marketing knowledge,
particularly in the fields of content marketing, brand awareness, and consumer
purchase decisions.

Keywords: Content marketing, Brand Awareness, Purchase Decision, Social media,

THANKSINSOMNIA.
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