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ABSTRAK

Penelitian ini bertujuan untuk mencari tahu pengaruh dari digital marketing, brand
awareness, serta brand image terhadap minat beli pada produk Somethinc di Kota
Batam. Dalam penelitian ini digunakan teknik purposive sampling dengan kriteria
responden yang pernah berinteraksi dengan Somethinc. Teknik pengumpulan data
pada penelitian ini digunakan dengan menyebarkan kuisioner kepada responden
yang terlibat melalui Googleform. Pada penelitian ini SPSS 30 digunakan sebagai
software untuk analisis data yang meliputi uji statistik deskriptif, uji kualitas data,
uji asumsi klasik, uji pengaruh, dan uji hipotesis. Berdasarkan hasil pengujian
regresi, Digital marketing (X1) memberikan pengaruh sebesar 1,9% terhadap minat
beli, Brand awareness (X2) memberikan pengaruh sebesar 59,5% terhadap minat
beli, serta Brand image (X3) memberikan pengaruh sebesar 8,7% terhadap minat
beli. Sedangkan berdasarkan hasil pada uji hipotesis diperoleh bahwa digital
marketing dan brand image tidak berpengaruh secara parsial terhadap minat beli,
sedangkan brand awareness secara parsial memiliki pengaruh yang positif terhadap
minat beli. Namun secara simultan digital marketing, brand awareness, serta brand
image memiliki pengaruh yang positif terhadap minat beli.

Kata Kunci: Digital Marketing; Brand Awareness; Brand Image; Minat Beli.



ABSTRACT

This study aims to determine the influence of digital marketing, brand awareness,
and brand image on purchasing interest in Somethinc products in Batam City. In
this study, purposive sampling was used with respondents who had previously
interacted with Somethinc as the criteria. Data collection was conducted by
distributing questionnaires to the respondents via Google Forms. SPSS 30 was used
as the software for data analysis, which included descriptive statistical tests, data
quality tests, classical assumption tests, influence tests, and hypothesis tests. Based
on the regression test results, digital marketing (X1) has a 1.9% influence on
purchasing interest, brand awareness (X2) has a 59.5% influence on purchasing
interest, and brand image (X3) has an 8.7% influence on purchasing interest.
Meanwhile, based on the results of the hypothesis testing, it was found that digital
marketing and brand image do not have a partial effect on purchase intention, while
brand awareness has a positive partial effect on purchase intention. However,
simultaneously, digital marketing, brand awareness, and brand image have a
positive effect on purchase intention.

Keyword: Digital Marketing; Brand Awareness; Brand Image; Purchase Intention
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