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ABSTRACT 

Muhammad Ardhi Fahlevy (2024). The influence of content marketing, influencer 

marketing, and consumer ethnocentrism on Uniqlo product purchase decisions in 

Banjarmasin. 

Supervisor: Laila Refiana Said 

This research aims to test and analyse: (1) The influence of content 

marketing on purchasing decisions for Uniqlo products in Banjarmasin, (2) The 

influence of influencer marketing on purchasing decisions for Uniqlo products in 

Banjarmasin, (3) The influence of consumer ethnocentrism on purchasing decisions 

for Uniqlo products in Banjarmasin. 

This kind of research is quantitative research. The population used in this 

research is the people in Banjarmasin City aged 17 years and above, including 

those who have purchased Uniqlo products at least once and have seen Uniqlo 

promotions on Instagram and Tik-Tok. Data were collected from 100 respondents. 

The sampling technique used was purposive questionnaire sampling. The data 

analysis techniques used are multiple regression analysis, classical assumption test, 

F-test and t-test using SPSS version 26 software. 

The research findings show that: (1) content marketing has a positive 

influence on the decision to purchase Uniqlo products in Banjarmasin, (2) 

influencer marketing has a positive influence on the decision to purchase Uniqlo 

products in Banjarmasin, (3) consumer ethnocentrism has a positive influence on 

the decision to purchase Uniqlo products in Banjarmasin. 

 

 

 

Keywords: Content Marketing, Influencer Marketing, Consumer Ethnocentrism, 
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ABSTRAK 

Muhammad Ardhi Fahlevy (2024). Pengaruh Content Marketing, Influecner 

Marketing, dan Etnosentrisme Konsumen terhadap Keputusan Pembelian Produk 

Uniqlo di Banjarmasin.  

Pembimbing: Laila Refiana Said 

 Penelitian ini bertujuan untuk menguji dan menganalisis: (1) Pengaruh 

content marketing terhadap keputusan pembelian produk Uniqlo di Banjarmasin, 

(2) Pengaruh influencer marketing terhadap keputusan pembelian produk Uniqlo di 

Banjarmasin,  (3) Pengaruh etnosentrisme konsumen terhadap keputusan pembelian 

produk Uniqlo di Banjarmasin. 

 Jenis penelitian ini berupa penelitian kuantitatif. Populasi yang digunakan 

dalam penelitian ini adalah masyarakat Kota Banjarmasin yang berusia 17 tahun ke 

atas, termasuk pernah membeli produk Uniqlo minimal satu kali yang pernah 

melihat promosi penjualan Uniqlo di Instagram dan Tik – Tok. Data dikumpulkan 

dari 100 orang responden. Teknik sampling yang digunakan adalah purposive 

sampling dengan kuesioner. Teknik analisis data yang digunakan adalah analisis 

regresi berganda, uji asumsi klasik, uji F , dan uji t yang dioperasikan melalui 

software SPSS versi 26. 

 Hasil penelitian menunjukkan bahwa: (1) Content marketing mempunyai 

pengaruh positif terhadap keputusan pembelian produk Uniqlo di Banjarmasin, (2) 

Influencer marketing mempunyai pengaruh positif terhadap keputusan pembelian 

produk Uniqlo di Banjarmasin, (3) Etnosentrisme konsumen mempunyai pengaruh 

positif terhadap keputusan pembelian produk Uniqlo di Banjarmasin. 

 

 

 

Kata kunci: Content Marketing, Influencer Marketing, Etnosentrisme Konsumen, 

Keputusan Pembelian
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