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ABSTRACT 

Muhammad Daffa Hidayat (2024). The Effect of Digital Marketing, Content 

Marketing, and Brand Image on Purchase Intention (Study at Hasnur Polytechnic). 

Management Study Program. Faculty of Economics and Business. Universitas 

lambung Mangkurat. Advisor: Siti Aliyati Al Bushairi 

This study aims to analyze the effect of Digital Marketing on Purchase Intention. 

The effect of Content Marketing on Purchase Intention. Then also to analyze the 

effect of Brand Image on Purchase Intention at Hasnur Polytechnic. 

This type of research is quantitative research. The population in this study were 

Hasnur Polytechnic students in semester 2. The sample size was 100 people. The 

sampling technique is purposive sampling. Data analysis techniques using multiple 

linear regression analysis. 

The results showed that Digital Marketing has an effect on Purchase Intention at 

Hasnur Polytechnic. Content Marketing affects Purchase Intention at Hasnur 

Polytechnic. Brand Image affects Purchase Intention at Hasnur Polytechnic. 

Keywords: Digital Marketing, Content Marketing, Brand Image, Purchase 

Intention 
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ABSTRAKSI 

Muhammad Daffa Hidayat (2024). Pengaruh Digital Marketing, Content 

Marketing, Dan Brand Image Terhadap Purchase Intention (Studi Pada Politeknik 

Hasnur). Program Studi Manajemen. Fakultas Ekonomi dan Bisnis. Universitas 

lambung Mangkurat. Pembimbing: Siti Aliyati Al Bushairi 

Penelitian ini bertujuan untuk menganalisis pengaruh Digital Marketing 

terhadap Purchase Intention. Pengaruh Content Marketing terhadap Purchase 

Intention. Kemudian juga untuk menganalisis pengaruh Brand Image terhadap 

Purchase Intention pada Politeknik Hasnur. 

Jenis penelitian ini berupa penelitian kuantitatif. Populasi dalam penelitian 

ini adalah mahasiswa Politeknik Hasnur semester 2. Jumlah sampel sebanyak 100 

orang. Teknik sampling berupa purposive sampling. Teknik analisis data 

menggunakan analisis regresi liniear berganda. 

Hasil penelitian menunjukkan bahwa Digital Marketing berpengaruh 

terhadap Purchase Intention pada Politeknik Hasnur. Content Marketing 

berpengaruh terhadap Purchase Intention pada Politeknik Hasnur. Brand Image 

berpengaruh terhadap Purchase Intention pada Politeknik Hasnur. 

Kata Kunci: Digital Marketing, Content Marketing, Brand Image, Purchase 

Intention  
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