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ABSTRAK

Perkembangan media sosial dan pemasaran digital telah mengubah cara konsumen
memperoleh informasi dan mengambil keputusan pembelian. Mixue sebagai merek
minuman dan es krim yang berkembang pesat memanfaatkan viral marketing untuk
meningkatkan kesadaran dan citra merek. Namun, hasil prasurvei menunjukkan masih
terdapat konsumen yang belum sepenuhnya tertarik melakukan pembelian. Penelitian
ini bertujuan untuk mengetahui dan menganalisis pengaruh viral marketing, brand
awareness dan brand image terhadap keputusan pembelian Mixue di Kecamatan
Medan Kota. Penelitian menggunakan pendekatan kuantitatif dengan metode survei
terhadap 114 responden yang dipilih melalui teknik non-probability sampling. Data
dianalisis menggunakan regresi linear berganda dengan bantuan SPSS. Hasil
penelitian menunjukkan bahwa brand awareness dan brand image berpengaruh positif
dan signifikan terhadap keputusan pembelian, sedangkan viral marketing tidak
berpengaruh signifikan. Secara simultan, ketiga variabel berpengaruh signifikan
terhadap keputusan pembelian. Nilai Adjusted R Square sebesar 0,613 menunjukkan
bahwa 61,3% variasi keputusan pembelian dapat dijelaskan oleh model penelitian.

Kata Kunci: Viral_Marketing, Brand Awareness, Brand_Image,
Keputusan_Pembelian.
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ABSTRACT

The development of social media and digital marketing has transformed the way
consumers obtain information and make purchasing decisions. Mixue, as a rapidly
growing beverage and ice cream brand, utilizes viral marketing to enhance brand
awareness and brand image. However, a preliminary survey indicated that some
consumers are still not fully interested in making purchases. This study aims to knows
and analyze the influence of viral marketing, brand awareness, and brand image on
purchasing decisions at Mixue in Medan Kota District. This research employed a
quantitative approach using a survey method involving 114 respondents selected
through non-probability sampling. Data were analyzed using multiple linear
regression with SPSS. The results show that brand awareness and brand image have
a positive and significant effect on purchasing decisions, while viral marketing has no
significant effect. Simultaneously, all three variables significantly influence
purchasing decisions. The Adjusted R Square value of 0.613 indicates that 61.3% of
the variation in purchasing decisions can be explained by the research model.

Keywords: Viral_Marketing, Brand_Awareness, Brand_Image,
Purchasing_Decision.
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