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ABSTRAK

Griya Rias Aviva Kebumen merupakan salah satu penyedia jasa rias pengantin
dan dekorasi acara di Kabupaten Kebumen yang mampu memperoleh pelanggan
secara konsisten, meskipun tingkat kesadaran masyarakat terhadap mereknya
belum sepenuhnya tinggi. Fenomena tersebut mengindikasikan bahwa keputusan
pembelian konsumen tidak hanya dipengaruhi oleh Brand Awareness, tetapi juga
diduga dipengaruhi oleh Word of Mouth dan Content Exposure melalui media
sosial. Penelitian ini bertujuan untuk mengetahui pengaruh Brand Awareness,
Word of Mouth, dan Content Exposure baik secara parsial maupun simultan
terhadap Purchase Decision konsumen Griya Rias Aviva Kebumen. Penelitian ini
menggunakan pendekatan kuantitatif dengan metode survei melalui penyebaran
kuesioner secara daring. Sampel penelitian berjumlah 100 responden yang
ditentukan menggunakan teknik Non-Probability Sampling dengan pendekatan
Purposive Sampling, mengacu pada rumus Cochran. Data diukur menggunakan
Skala Likert 4 poin dan dianalisis menggunakan uji validitas, uji reliabilitas, uji
asumsi klasik, analisis regresi linear berganda, uji t, uji F, serta koefisien
determinasi dengan bantuan SPSS. Hasil penelitian menunjukkan bahwa Brand
Awareness berpengaruh positif dan signifikan terhadap Purchase Decision (p =
0,223; sig. 0,015). Word of Mouth juga berpengaruh positif dan signifikan (f =
0,383; sig. 0,006). Content Exposure berpengaruh positif dan signifikan dengan
kontribusi terbesar dibandingkan dua variabel lainnya (B = 0,445; sig. 0,001).
Secara simultan, ketiga variabel berpengaruh positif dan signifikan terhadap
Purchase Decision (F hitung 17,848; sig. 0,000) dengan kemampuan menjelaskan
sebesar 33,8% (Adjusted R Square), sedangkan sisanya dipengaruhi faktor lain di
luar model penelitian ini.

Kata kunci: Brand Awareness, Word of Mouth, Content Exposure, Purchase
Decision
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ABSTRACT

Griya Rias Aviva Kebumen is a bridal makeup and event decoration service
provider in Kebumen Regency that has consistently gained customers, even
though its brand awareness among the public is not yet fully established. This
phenomenon indicates that consumer purchase decisions may not be influenced by
Brand Awareness alone, but are also presumed to be affected by Word of Mouth
and Content Exposure on social media. This study aims to determine the effect of
Brand Awareness, Word of Mouth, and Content Exposure, both partially and
simultaneously, on the Purchase Decision of Griya Rias Aviva Kebumen
consumers. This study employed a quantitative approach using a survey method
through an online questionnaire. The research sample consisted of 100
respondents determined through Non-Probability Sampling with a Purposive
Sampling technique, based on the Cochran formula. Data were measured using a
4-point Likert Scale and analyzed using validity and reliability tests, classical
assumption tests, multiple linear regression analysis, t-test, F-test, and the
coefficient of determination with the assistance of SPSS. The results show that
Brand Awareness has a positive and significant effect on Purchase Decision (ff =
0.223; sig. 0.015). Word of Mouth also has a positive and significant effect (f =
0.383; sig. 0.006). Content Exposure has a positive and significant effect and
provides the largest contribution compared to the other two variables (f = 0.445;
sig. 0.001). Simultaneously, the three variables have a positive and significant
effect on Purchase Decision (F count 17.848; sig. 0.000), explaining 33.8% of the
variance (Adjusted R Square), while the remainder is explained by other factors
outside this research model.

Keywords: Brand Awareness, Word of Mouth, Content Exposure, Purchase
Decision
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