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ABSTRAK

Nazwa Nabila
2231500964

"Pengaruh Brand Awareness, Content Marketing, dan Electronic Word of
Mouth (e-WOM) terhadap Keputusan Pembelian Oh My Glam (OMG) Beauty
di Media Sosial Instagram"

(XVII halaman, 155 halaman, 28 tabel, 12 gambar, 9 lampiran)

Penelitian ini bertujuan untuk mengetahui pengaruh Pengaruh Brand Awareness,
Content Marketing, dan Electronic Word of Mouth (e-WOM) terhadap Keputusan
Pembelian Oh My Glam (OMG) Beauty di Media Sosial Instagram. Penelitian ini
menggunakan sampel sebanyak 100 responden dengan teknik Non-Probability
Sampling metode yang digunakan yaitu purposive sampling dengan rumus
Lemeshow. Instrumen penelitian berupa kuesioner dengan skala Likert, dan
pengolahan data dilakukan menggunakan IBM SPSS versi 26. Hasil penelitian
menunjukkan bahwa Brand Awareness berpengaruh signifikan terhadap Keputusan
Pembelian produk Oh My Glam (OMG) Beauty. Selain itu, Content Marketing juga
berpengaruh signifikan terhadap Keputusan Pembelian. Namun, Electronic Word of
Mouth (e-WOM) tidak berpengaruh signifikan terhadap Keputusan Pembelian,
sehingga strategi pemasaran melalui ulasan online perlu dioptimalkan.

Kata Kunci: Brand Awareness, Content Marketing, Electronic Word of Mouth (e-
WOM), Keputusan Pembelian.
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ABSTRACT

Nazwa Nabila
2231500964

“The Influence of Brand Awareness, Content Marketing, and Electronic Word
of Mouth (e-WOM)on Purchase Decisions of Oh My Glam (OMG) Beauty on
Instagram"

(XVII pages, 155 pages, 28 tables, 12 figures, 9 appendices)

This study aims to determine the influence of Brand Awareness, Content Marketing,
and Electronic Word of Mouth (e-WOM) on the purchase decisions of Oh My Glam
(OMG) Beauty on Instagram. This study employed a sample of 100 respondents
using a non-probability sampling technique, specifically purposive sampling based
on Lemeshow's formula. The research instrument consisted of a questionnaire
utilizing a Likert scale, and data processing was conducted using IBM SPSS version
26. The results indicate that Brand Awareness has a significant effect on the
purchase decisions of Oh My Glam (OMG) Beauty products. Additionally, Content
Marketing also significantly influences purchase decisions. However, Electronic
Word of Mouth (e-WOM) does not have a significant effect on purchase decisions,
indicating that marketing strategies through online reviews need to be optimized..

Keywords: Brand Awareness, Content Marketing, Electronic Word of Mouth (e-
WOM), Purchasing Decisions.
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