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Abstract 

 

This study aims to study the effect of advertising on buying intention and buying 

behavior with word of mouth being moderate. The data were taken by a survey 

method on a sample of 322 that were taken by ration sampling from the residents 

of the Bariklana Motor Malang workshop. The type of search used is explanatory 

search. The method of data analysis using mediation regression analysis and 

moderate regression analysis. The results of this study showed that advertising has 

a positive and significant effect on buying intent, advertising does not have a 

positive and significant effect on buying behavior, buying intent has a positive and 

significant effect on buying behavior, buying intent advertising mediates buying 

behavior, word of mouth has a positive and significant effect on buying behavior, 

and word of mouth advertising can mitigate buying behavior. 
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Abstrak 

 

Penelitian ini bertujuan untuk menguji pengaruh iklan terhadap niat beli dan 

perilaku pembelian dengan word of mouth sebagai moderating. Data diambil 

melalui metode survey terhadap sampel sebanyak 322 yang diambil secara quota 

sampling dari populasi bengkel Bariklana Motor Malang. jenis penelitian yang 

digunakan adalah explanatory research. Metode analisis data menggunakan 

mediation regression analysis dan moderated regression analysis. Hasil penelitian 

ini menunjukan iklan berpengaruh positif dan signifikan terhadap niat beli, iklan 

tidak berpengaruh positif dan signifikan terhadap perilaku pembelian, niat beli 

berpengaruh positif dan signifikan terhadap perilaku pembelian, niat beli 

memediasi iklan terhadap perilaku pembelian, word of mouth berpengaruh positif 

dan signifikan terhadap perilaku pembelian, word of mouth dapat memoderasi iklan 

terhadap perilaku pembelian.   
 

Kata Kunci: Iklan, Niat Beli, Perilaku Pembelian, Word of Mouth.  
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