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THE INFLUENCE OF ADVERTISING ON PURCHASE INTENTIONS
AND PURCHASE BEHAVIOR WITH WORD OF MOUTH AS
MODERATING
(Case study on Castrol oil customer in Bariklana Motor workshop)

Yandi Kurnial, Rohmat Dwi Jatmiko?, Ardik Praharjo®

Management Study Program, Faculty of Economics and Business
Muhammadiyah University of Malang
E-mail: yandikurnia31@gmail.com

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.

Keywords: Advertising, Purchase Intention, Purchase Behavior, Word of Mouth.
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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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