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ABSTRAK 

 

Sartika Juliana, 2024. Faktor-Faktor yang Memengaruhi Purchase Intention terhadap 

Purchase Decision pada Produk Busana Muslim Hijab Premium. Program Studi 

Pendidikan Bisnis, Fakultas Ekonomi, Universitas Negeri Jakarta, 2024. 

 

Penelitian ini dilakukan dengan tujuan untuk menguji masing-masing pengaruh dari 

viral marketing, electronic word of mouth, dan brand awareness terhadap purchase 

intention. Serta menguji masing-masing pengaruh viral marketing, electronic word of 

mouth, brand awareness, dan purchase intention terhadap purchase decision. Metode 

pengumpulan data yang digunakan dalam penelitian ini adalah dengan menggunakan 

survei atau kuesioner yang disebarkan menggunakan office forms. Sampel yang 

digunakan dalam penelitian ini sebanyak 205 responden. Penelitian ini menggunakan 

pendekatan kuantitatif dengan teknik analisis data SEM (Structural Equation 

Modelling). Hasil penelitian ini menunjukan bahwa viral marketing, electronic word 

of mouth, dan brand awareness masing-masing memiliki pengaruh secara positif dan 

signifikan terhadap purchase intention. Brand awareness dan purchase intention 

masing-masing juga memiliki pengaruh terhadap purchase decision. Sementara pada 

viral marketing dan electronic word of mouth masing-masing ditemukan tidak 

memiliki pengaruh yang cukup signifikan terhadap purchase decision. 

Kata Kunci: Viral Marketing, eWOM, Brand Awareness, Purchase Intention, 

Purchase Decision.  
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ABSTRACT 

 

Sartika Juliana, 2024. Factors Influence Purchase Intention to Purchase Decision in 

Muslim Premium Hijab Product. Business Education Study Program, Faculty of 

Economics, State University of Jakarta, 2024. 

 

This study was conducted with the aim of examining the influence of viral marketing, 

electronic word of mouth, and brand awareness on purchase intention. And the 

influence of viral marketing, electronic word of mouth, brand awareness, and purchase 

intention on purchase decisions. This study using survey or questionnaires by office 

forms for method to collect data with a sample of 205 respondents. This research uses 

a quantitative with SEM (Structural Equation Modelling) for data analysis techniques. 

The results of this study show that viral marketing, electronic word of mouth, and brand 

awareness each have a positive and significant influence on purchase intention. Brand 

awareness and purchase intention each also have an influence on purchase decisions. 

While viral marketing and electronic word of mouth were each found not to have a 

significant enough influence on purchase decisions. 

Keyword: Viral Marketing, eWOM, Brand Awareness, Purchase Intention, 

Purchase Decision.  
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LEMBAR PERSEMBAHAN 

 

MOTTO 

“Life can be heavy, especially if you try to carry it all at once. Part of growing up 

and moving into new chapters of your life is about catch or release. Knowing what 

things to keep and what things to release. Decide what is yours to hold and let the 

rest go.” –Taylor Swift 
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