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ABSTRAK 

 
PENGARUH DIGITAL MARKETING DAN BRAND AWARENESS 

TERHADAP PURCHASING DESICISIONS DIZAINAB COLLECTION 

 

Oleh : 

Shavira Anwar, Yufenti Oktafiah SE.MSA, Dyajeng Puteri W SE.MM 

 

Zainab Collection merupakan toko khusus abaya, dimana produk yang di jual bukan 

merupakan kebutuhan konsumen sehari-hari namun mampu menarik konsumen 

untuk membeli didukung dengan tempat yang strategis yakni terletak pada jalan 

yang mengarah ke pusat kota. Salah satu UMKM yang cukup terkenal di Kota 

Pasuruan yang menggunakan strategi pemasaran penjualan melaui digital yakni 

Zainab Collection. Tujuan penelitian ini untuk mengetahui Pengaruh Digital 

Marketing Dan Brand Awareness Terhadap Purchasing Desicisions secara simultan 

maupun parsial. Sampel yan digunakan dalam penelitian ini sebanyak 70 

responden. Hasil penelitian ini menunjukkan bahwa (1) Digital Marketing Dan 

Brand Awareness secara simultan berpengaruh positif dan siginifikan terhadap 

Purchasing Desicisions (2) Digital Marketing secara parsial berpengaruh positif 

dan siginifikan terhadap Purchasing Desicisions (3) Brand Awareness secara 

parsial berpengaruh positif dan siginifikan terhadap Purchasing Desicisions (4) 

Digital Marketing Dan Brand Awareness terhadap Purchasing Desicisions 

berpengaruh sebesar 58,4% sedangkan sisanya 41,6% dipengaruhi oleh faktor lain 

diluar ruang lingkup penelitian ini. 

 

Kata Kunci : Digital Marketing, Brand Awareness , Purchasing Desicisions 
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ABSTRACT 

DIGITAL MARKETING EFFECT ANDBRAND AWARENESS 

ON PURCHASING DESICISIONS IN THE ZAINAB COLLECTION 

 

By : 

Shavira Anwar, Yufenti Oktafiah SE.MSA, Dyajeng Puteri W SE.MM 

 

Zainab Collection is a special shop for abayas, where the products sold are not the 

needs of everyday consumers but are able to attract consumers to buy supported by 

a strategic location which is located on a road that leads to the city center. One of 

the MSMEs that is quite well known in Pasuruan City which uses a digital sales 

marketing strategy, namely the Zainab Collection. The purpose of this study was to 

determine the effect of Digital Marketing and Brand Awareness on purchasing 

decisions simultaneously or partially. The sample used in this study was 70 

respondents. The results of this study indicate that (1) Digital Marketing and Brand 

Awareness simultaneously have a positive and significant effect on Purchasing 

Decisions (2) Digital Marketing partially has a positive and significant effect on 

Purchasing Decisions (3) Brand Awareness partially has a positive and significant 

effect on Purchasing Decisions (4) Digital Marketing and Brand Awareness on 

Purchasing Decisions has an effect of 58.4% while the remaining 41.6% is 

influenced by other factors outside the scope of this study. 

 

Keywords: Digital Marketing, Brand Awareness, Purchasing Decisions 


