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ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh konten bermerek (branded
content) dan kepercayaan pembelanja terhadap keputusan pembelian dengan
interaksi konsumen media sosial sebagai variabel moderating pada pembelanja
sepatu Ventela di online shop. Data ini diperoleh melalui survei online
menggunakan google form terhadap 160 responden dengan accidental sampling.
Analisis data menggunakan metode model patrial square (PLS). Penelitian
menunjukkan bahwa branded content berpengaruh positif signifikan terhadap
keputusan pembelian, kepercayaan berpengaruh positif signifikan terhadap
kepercayaan, interaksi konsumen memoderasi branded content terhadap keputusan
pembelian, interaksi konsumen memoderasi kepercayaan terhadap keputusan
pembelian.

Kata kunci: konten bermerek, kepercayaan, keputusan pembelian, media
sosial.
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ABSTRACT

This research aims to examine the influence of branded content and shopper trust
on purchase decisions, with social media consumer interaction as a moderating
variable among Ventela shoe shoppers in online shops. Data was collected through
an online survey using Google Forms, involving 160 respondents selected through
accidental sampling. Data analysis utilized the partial least squares (PLS) method.
The study indicates that branded content has a significant positive impact on
purchase decisions, trust has a significant positive impact on purchase decisions,
consumer interaction moderates the effect of branded content on purchase
decisions, and consumer interaction moderates the effect of trust on purchase
decisions.

Keywords: branded content, trust, purchase decisions, social media
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