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ABSTRAK 

 

PENGARUH SOCIAL MEDIA MARKETING, CONTENT MARKETING, DAN 

BRAND AWARENESS TERHADAP KEPUTUSAN PEMBELIAN PADA 

PRODUK UMKM DIAH COOKIES 

Mochammad Bagus Fatoni 

 

Program studi manajemen, Fakultas Ekonomi, Universitas Gresik 

 

 

 

Penelitian ini bertujuan menganalisis pengaruh Social Media Marketing, 

Content Marketing, dan Brand Awareness terhadap Keputusan Pembelian pada produk 

UMKM Diah Cookies. Penelitian menggunakan pendekatan kuantitatif dengan teknik 

purposive sampling terhadap 100 konsumen Diah Cookies yang mengikuti akun 

TikTok resmi dan pernah melakukan pembelian. Data dikumpulkan melalui kuesioner 

dan dianalisis menggunakan regresi linier berganda dengan bantuan SPSS. Hasil 

penelitian menunjukkan bahwa Social Media Marketing dan Content Marketing 

berpengaruh positif dan signifikan terhadap Keputusan Pembelian, sedangkan Brand 

Awareness tidak berpengaruh signifikan. Secara simultan, ketiga variabel berpengaruh 

signifikan terhadap Keputusan Pembelian, dengan Content Marketing sebagai variabel 

yang paling dominan. Penelitian ini menunjukkan bahwa strategi pemasaran digital 

melalui TikTok, terutama penyajian konten yang menarik dan interaktif, berperan 

penting dalam meningkatkan keputusan pembelian konsumen pada UMKM Diah 

Cookies. 

Kata kunci: social media marketing, brand awareness, tiktok, keputusan pembelian 
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ABSTRACT 

 

THE INFLUENCE OF SOCIAL MEDIA MARKETING, CONTENT MARKETING, AND 

BRAND AWARENESS ON PURCHASE DECISIONS FOR DIAH COOKIES UMKM 

PRODUCTS 

Mochammad Bagus Fatoni 

 

Management Study Program, Faculty of Economics, University of Gresik 

 

This study aims to analyze the influence of Social Media Marketing, Content 

Marketing, and Brand Awareness on Purchasing Decisions for Diah Cookies MSME 

products. The study used a quantitative approach with a purposive sampling 

technique on 100 Diah Cookies consumers who follow the official TikTok account 

and have made purchases. Data were collected through questionnaires and analyzed 

using multiple linear regression with the help of SPSS. The results showed that Social 

Media Marketing and Content Marketing had a positive and significant effect on 

Purchasing Decisions, while Brand Awareness had no significant effect. 

Simultaneously, all three variables had a significant effect on Purchasing Decisions, 

with Content Marketing as the most dominant variable. This study shows that digital 

marketing strategies through TikTok, especially the presentation of interesting and 

interactive content, play an important role in increasing consumer purchasing 

decisions for Diah Cookies MSMEs. 

Keywords: social media marketing, brand awareness, TikTok, purchasing decision 
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