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ABSTRAK

Dinda Syakira Maulidya, 2210412220076, 2026. Pengaruh Content
Marketing dan Brand Awareness terhadap Keputusan Pembelian Konsumen di
Toko A.Shopx pada Media Sosial Instagram di Kota Banjarmasin, di bawah

bimbingan: Irwansyah.

Perkembangan pemasaran digital membuat media sosial Instagram menjadi
sarana efektif untuk memengaruhi keputusan pembelian konsumen. Content
marketing dan brand awareness dianggap sebagai faktor penting yang dapat
mendorong konsumen melakukan pembelian. Penelitian ini bertujuan menguji
pengaruh content marketing dan brand awareness terhadap keputusan pembelian

konsumen pada Toko A.Shopx_ di Kota Banjarmasin.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei.
Lokasi penelitian dilakukan pada Toko A.Shopx dan akun Instagram @a.shopx_.
Populasi penelitian adalah pengguna Instagram yang pernah melihat konten akun
(@a.shopx , sedangkan sampel ditentukan menggunakan teknik accidental
sampling. Data diperoleh melalui penyebaran kuesioner dan dianalisis

menggunakan regresi linear berganda dengan bantuan SPSS.

Hasil penelitian menunjukkan bahwa content marketing dan brand
awareness berpengaruh positif dan signifikan terhadap keputusan pembelian
konsumen. Selain itu, kedua variabel secara simultan berpengaruh signifikan
terhadap keputusan pembelian konsumen. Brand awareness memiliki pengaruh
lebih dominan dibandingkan content marketing dalam meningkatkan keputusan
pembelian konsumen Toko A.Shopx . Temuan ini menunjukkan bahwa
peningkatan kualitas konten pemasaran yang didukung penguatan kesadaran merek

dapat meningkatkan keputusan pembelian konsumen.

Kata kunci: Content Marketing, Brand Awareness, Keputusan Pembelian.
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ABSTRACT

Dinda Syakira Maulidya, 2210412220076, 2026. The Influence of Content
Marketing and Brand Awareness on Consumer Purchase Decisions at A.Shopx
Store Through Instagram Social Media in Banjarmasin City. Supervisor:
Irwansyah.

The development of digital marketing has made Instagram an effective
platform for influencing consumer purchase decisions. Content marketing and
brand awareness are considered important factors that can encourage consumers
to make purchases. This study aims to examine the influence of content marketing
and brand awareness on consumer purchase decisions at A.Shopx  Store in
Banjarmasin City.

This study employed a quantitative approach using a survey method. The
research was conducted at A.Shopx_ Store and it’s Instagram account, @a.shopx_.
The population consisted of Instagram users who had viewed content from the
@a.shopx_ account, while the sample was selected using an accidental sampling
technique. Data were collected through questionnaires and analyzed using multiple
linear regression with SPSS.

The results indicate that content marketing and brand awareness have a
positive and significant effect on consumer purchase decisions. In addition, both
variables simultaneously have a significant effect on consumer purchase decisions.
Brand awareness has a more dominant influence than content marketing in
increasing consumer purchase decisions at A.Shopx Store. These findings suggest
that improving the quality of marketing content supported by stronger brand
awareness can enhance consumer purchase decisions.

Keywords: Content Marketing, Brand Awareness, Purchase Decision.
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