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ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis pengaruh copywriting, content
marketing dan brand image terhadap niat beli konsumen UMKM fashion muslim
lokal dengan religiusitas sebagai moderasi. Metode yang digunakan dalam
penelitian ini adalah pendekatan kuantitatif dengan teknik analisis Partial Least
Square-Structural Equation Modeling (PLS-SEM). Data dikumpulkan melalui
penyebaran kuisoner kepada 200 responden yang dipilih secara purposive. Hasil
analisis menunjukan bahwa copywriting, content marketing, dan brand image
berpengaruh positif terhadap niat beli dan moderasi religiusitas berhasil
memperkuat pangaruh positif antara copywriting, content marketing dan brand
image terhadap niat beli. Hasil penelitian ini menunjukan bahwa brand image
memiliki pengaruh paling besar dalam meningkatkan niat beli konsumen, disusul
oleh copywriting dan content marketing. Selain itu peran moderasi religiusitas juga
terbukti memperkuat pengaruh positif hubungan antara copywriting, content
marketing dan brand image terhadap niat beli konsumen UMKM fashion Muslim
lokal, temuan ini menegaskan bahwa perlunya mempertimbangkan nilai-nilai
religiusitas dalam pemasaran produk fashion muslim. Penelitian ini memberikan
implikasi praktis bagi para pelaku UMKM fashion muslim lokal dalam merancang
strategi pemasaran digital.

Kata Kunci: Copywriting, Content Marketing, Brand Image, Niat Beli Konsumen,
Religiusitas.
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ABSTRACT

This study aims to analyze the influence of copywriting, content marketing, and
brand image on the purchasing intention of local Muslim fashion MSME consumers
with religiosity as moderation. The method used in this study is a quantitative
approach with the Partial Least Square-Structural Equation Modeling (PLS-SEM)
analysis technique. Data were collected through the distribution of questionnaires
to 200 respondents who were selected purposively. The results of the analysis
showed that copywriting, content marketing, and brand image had a positive effect
on purchase intention and religiosity moderation succeeded in strengthening the
positive influence of copywriting, content marketing, and brand image on purchase
intention. The results of this study show that brand image has the greatest influence
in increasing consumer purchase intention, followed by copywriting and content
marketing. In addition, the role of religiosity moderation has also been proven to
strengthen the positive influence of the relationship between copywriting, content
marketing and brand image on the purchase intention of local Muslim fashion
MSME consumer, this finding confirms the need to consider the values of religiosity
in the marketing of fashion product muslim. This research provides practical
implications for local Muslim fashion MSME actors in designing digital marketing
strategies.

Keywords: Copywriting, Content Marketing, Brand Image, Consumer Purchase
Intention, Religiosity.
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