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ABSTRAKSI 

Tujuan penelitian ini adalah untuk mengetahui pengaruh Viral Marketing, 

Brand Awareness dan Online Customer Review terhadap Keputusan Pembelian 

Konsumen Mixue. Metode pengambilan sampel yang digunakan di penelitian ini 

adalah non probability sampling dengan teknik purposive sampling. Populasi dalam 

penelitian ini adalah Konsumen Gerai Mixue Kemranjen yang pernah membeli dan 

mengkonsumsi produk Mixue serta pernah membaca review baik di Google Maps 

maupun Grabfood. Total sampel dalam penelitian ini adalah 100 responden. 

Metode pengumpulan data menggunakan kuesioner. Analisis data yang digunakan 

yaitu uji instrument validitas dan reliabilitas, uji asumsi klasik dan uji hipotesis 

dengan menggunakan program computer SPSS 25.0 for windows. Hasil penelitian 

ini menunjukan bahwa semua item pernyataan setiap variabel valid dan reliabel. 

Model penelitian memenuhi kretia uji asumsi klasik tidak terdapat 

multikolonieritas, heterokedastisitas, dan memenuhi asumsi normalitas. 

Berdasarkan hasil uji parsial (uji t) diperoleh bahwa Viral Marketing secara parsial 

berpengaruh signifikan terhadap Keputusan Pembelian Konsumen Mixue, Brand 

Awareness secara parsial berpengaruh signifikan terhadap Keputusan Pembelian 

Konsumen Mixue, Online Customer Review secara parsial tidak berpengaruh 

signifikan terhadap Keputusan Pembelian Konsumen Mixue. Sedangkan hasil uji 

simultan (uji f) menunjukan bahwa, Viral Marketing, Brand Awareness dan Online 

Customer Review secara simultan berpengaruh terhadap Keputusan Pembelian 

Konsumen Mixue. 

 

Kata Kunci: Viral Markekting, Brand Awareness, Online Customer Review dan 

Keputusan Pembelian 
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ABSTRACT 

The purpose of this research is to determine the influence of Viral 

Marketing, Brand Awareness and Online Customer Reviews on Mixue Consumer 

Purchase Decisions. The sampling method used in this research is non-probability 

sampling with purposive sampling technique. The population in this research is 

Kemranjen Mixue Outlet consumers who have purchased and consumed Mixue 

products and have read reviews on both Google Maps and Grabfood. The total 

sample in this study was 100 respondents. The data collection method uses a 

questionnaire. The data analysis used was instrument validity and reliability 

testing, classical assumption testing and hypothesis testing using the SPSS 25.0 for 

Windows computer program. The results of this research show that all statement 

items for each variable are valid and reliable. The research model meets the classic 

assumption test criteria of no multicollinearity, heteroscedasticity, and meets the 

normality assumptions. Based on the results of the partial test (t test), it was found 

that Viral Marketing partially had a significant effect on Mixue Consumer 

Purchasing Decisions, Brand Awareness partially had a significant effect on Mixue 

Consumer Purchasing Decisions, Online Customer Reviews partially had no 

significant effect on Mixue Consumer Purchasing Decisions. Meanwhile, the results 

of the simultaneous test (f test) show that Viral Marketing, Brand Awareness and 

Online Customer Reviews simultaneously influence Mixue Consumer Purchase 

Decisions. 

 

Keyword: Viral Marketing, Brand Awareness, Online Customer Review, and 

Purchase Decicion  
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