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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh kredibilitas merek, perceived
quality, dan digital marketing terhadap minat beli produk The Originote di Kota
Batam. Populasi dalam penelitian ini adalah pengguna atau calon pengguna
produk The Originote, namun jumlah pastinya tidak diketahui. Teknik
pengambilan sampel menggunakan rumus Lemeshow dengan jumlah responden
sebanyak 100 orang, serta teknik Purposive Sampling. Data dianalisis dengan
model regresi linier berganda, disertai uji validitas, reliabilitas, uji asumsi klasik,
dan uji hipotesis. Hasil analisis menunjukkan bahwa perceived quality memiliki
pengaruh paling dominan sebesar 79,8% terhadap minat beli. Digital marketing
juga berpengaruh signifikan sebesar 32,0%, sedangkan kredibilitas merek tidak
menunjukkan pengaruh yang signifikan secara parsial. Namun secara simultan,
ketiga variabel berpengaruh positif dan signifikan terhadap minat beli. Hasil uji F
dan koefisien determinasi (R?) sebesar 78,2% menunjukkan bahwa kredibilitas
merek, perceived quality, dan digital marketing secara bersama-sama mampu
menjelaskan variasi minat beli konsumen terhadap produk The Originote di Kota
Batam.

Kata kunci: Kredibilitas Merek; Perceived quality; Digital marketing; Minat
Beli.

Vi



ABSTRACT

This study aims to determine the effect of brand credibility, perceived quality, and
digital marketing on consumers' purchase intention of The Originote products in
Batam City. The population in this study consists of users or potential users of
The Originote products, although the exact number is unknown. The sample was
determined using the Lemeshow formula with a total of 100 respondents, selected
through Purposive Sampling. Data were analyzed using multiple linear regression
models, along with validity and reliability tests, classical assumption tests, and
hypothesis testing. The results showed that perceived quality had the most
dominant influence on purchase intention with a contribution of 79.8%. Digital
marketing also had a significant influence of 32.0%, while brand credibility did
not have a significant partial effect. However, simultaneously, the three variables
had a positive and significant influence on purchase intention. The F-test and
coefficient of determination (R?) value of 78.2% indicated that brand credibility,
perceived quality, and digital marketing collectively explained variations in
consumers’ purchase intention toward The Originote products in Batam City.

Keywords: Brand Credibility; Perceived quality; Digital marketing;, Purchase
Intention.
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