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ABSTRAK

Tujuan dari penelitian ini adalah untuk mengetahui dan menganalisis
pengaruh konten Instagram dan electronic word of mouth (eWOM) terhadap
keputusan pembelian produk pada konsumen Store Sepatu Branded 888 di Kota
Malang serta mengetahui variabel yang memiliki pengaruh lebih besar terhadap
keputusan pembelian. Penelitian ini menggunakan metode kuantitatif. Populasi
penelitian adalah seluruh konsumen yang pernah melakukan pembelian produk di
Store Sepatu Branded 888 baik secara langsung maupun melalui media sosial
Instagram. Sampel penelitian sebanyak 160 -responden yang ditentukan
menggunakan teknik purposive sampling. Teknik pengumpulan data dilakukan
melalui. penyebaran kuesioner menggunakan Google Form. Analisis data
menggunakan regresi linier berganda dengan pengujian hipotesis melalui uji t dan
uji F menggunakan bantuan program SPSS. Hasil penelitian menunjukkan bahwa
konten Instagram berpengaruh positif ‘dan signifikan terhadap keputusan
pembelian, serta electronic word of mouth (eWOM) juga berpengaruh positif dan
signifikan terhadap keputusan pembelian. Hasil analisis juga menunjukkan bahwa
variabel konten Instagram memiliki pengaruh yang lebih besar terhadap keputusan

pembelian dibandingkan electronic word of mouth (eWOM).

Kata kunci: Konten Instagram, Electronic Word of Mouth, Keputusan Pembelian
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THE INFLUENCE OF INSTAGRAM CONTENT AND ELECTRONIC
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ABSTRACT
The purpose of this study is to-understand and analyze the influence of Instagram

content and electronic word of mouth (eWOM) on consumers' product purchase
decisions at Store Sepatu Branded 888 in Malang City, as well as to identify which
variable has a greater influence on purchase decisions. This study uses a
quantitative method. The research population consists of all consumers who have
ever purchased products at Store Sepatu Branded 888, either directly or through
Instagram social media. The research sample consists of 160 respondents
determined using purposive sampling techniques. Data collection was conducted
through the distribution of questionnaires via Google Form. Data analysis was
carried out using multiple linear regression with hypothesis testing through t-tests
and F-tests assisted by the SPSS program. Research results show that Instagram
content has a positive and significant effect on purchase decisions, and electronic
word of mouth (eWOM) also has a positive and significant effect on purchase
decisions. The analysis results also show that the Instagram content variable has a
greater influence on purchase decisions compared to electronic word of mouth

(eWOM).

Keywords: Instagram Content, Electronic Word of Mouth, Purchases Decision
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