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ABSTRAK 

Siti Aulia Rahmawati, 2010412220014, 2024. Pengaruh Popularitas Merek 

dan Content Marketing Terhadap Keputusan Pembelian Produk UMKM Lotion 

Racca Beauty Melalui Media Sosial di Kota Banjarmasin, di bawah bimbingan: 

Hairudinor. 

Penelitian ini bertujuan untuk mengetahui dan menguji pengaruh popularitas 

merek dan content marketing terhadap keputusan pembelian Produk UMKM 

Lotion Racca Beauty Melalui Media Sosial di Kota Banjarmasin.  

Penelitian ini menggunakan pendekatan kuantitatif, dengan sampel dalam 

penelitian ini merupakan masyarakat di Banjarmasin berusia 17 tahun ke atas dan 

pernah melakukan pembelian produk Lotion Racca Beauty sebanyak 100 

responden dengan teknik accidental sampling. Pengumpulan data menggunakan 

kuesioner, lalu pengujian hipotesis menggunakan analisis data melalui regresi 

linier berganda dibantu IBM SPSS Statistik versi 25. Hasil penelitian 

menunjukkan bahwa (1) Popularitas Merek berpengaruh positif dan signifikan 

terhadap keputusan pembelian Lotion Racca Beauty di kota Banjarmasin, (2) 

content marketing berpengaruh positif dan signifikan terhadap keputusan 

pembelian Lotion Racca Beauty di kota Banjarmasin, (3) kualitas produk dan 

content marketing berpengaruh secara simultan terhadap keputusan pembelian 

Lotion Racca Beauty di kota Banjarmasin. 

 

Kata Kunci: Popularitas Merek, Content Mareketinf, Keputusan Pembelian. 
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ABSTRACT 

Siti Aulia Rahmawati, 2010412220014, 2024. The Influence of Brand 

Popularity and Content Marketing on Purchase Decisions for MSME Lotion 

Racca Beauty Products Through Social Media in Banjarmasin City, under the 

guidance of: Hairudinor. 

This research aims to determine and test the influence of brand popularity 

and content marketing on purchasing decisions for MSME Lotion Racca Beauty 

products via social media in the city of Banjarmasin.  

This research uses a quantitative approach, with the sample in this 

research being people in Banjarmasin aged 17 years and over who have 

purchased Racca Beauty Lotion products as many as 100 respondents using an 

accidental sampling technique. Data collection uses a questionnaire, then 

hypothesis testing uses data analysis through multiple linear regression assisted 

by IBM SPSS Statistics version 25. The results of the research show that (1) 

Brand Popularity has a positive and significant effect on the decision to purchase 

Racca Beauty Lotion in the city of Banjarmasin, (2) content marketing has a 

positive and significant effect on the decision to purchase Racca Beauty Lotion in 

the city of Banjarmasin, (3) product quality and content marketing simultaneous 

influence on purchasing decisions for Racca Beauty Lotion in the city of 

Banjarmasin. 

 

Keywords: Brand Popularity, Marketing Content, Purchase Decision. 
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