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ABSTRAK

Penelitian ini bertujuan untuk mengkaji dan membuktikan secara empiris pengaruh
digital advertising dan online customer review terhadap minat pembelian AZKO
Indonesia di wilayah Surabaya. Selain itu, penelitian ini juga menguji peran brand
trust sebagai variabel mediasi dalam hubungan antara variabel digital advertising
dan online customer review dengan minat pembelian. Penelitian ini
mengaplikasikan desain penelitian deskriptif-konklusif dengan teknik analisis
kuantitatif. Pengumpulan data melalui metode angket (kuesioner) melibatkan 86
orang responden sesuai kriteria sampel yaitu berusia di atas 17 tahun, berdomisili
di Surabaya serta tertarik untuk mencari informasi mengenai produk AZKO
Indonesia. Pengolahan data statistik menggunakan program komputer IBM SPSS
Statistics 20 melalui teknik analisis regresi linear berganda dengan beberapa
tahapan pengujian: uji validitas, uji reliabilitas, uji ANOVA (F fest), uji koefisien
determinasi, uji t hingga analisis jalur. Hasil penelitian menunjukkan digital
advertising berpengaruh positif dan signifikan terhadap brand trust dengan nilai
koefisien sebesar 0,344 dan tingkat signifikansi 0,006. Tak hanya itu, online
customer review juga memengaruhi brand trust secara positif dan signifikan dengan
nilai koefisien sebesar 0,342 dan tingkat signifikansi 0,006. Selanjutnya, brand
trust memberikan pengaruh positif dan signifikan terhadap minat pembelian sebesar
0,361 dan tingkat signifikansi 0,001. Lebih lanjut, hasil penelitian membuktikan
bahwa fungsi brand trust sebagai variabel mediasi adalah relevan dan signifikan.
Berdasarkan hasil uji Sobel, brand trust berhasil membawa pengaruh digital
advertising terhadap minat pembelian dengan nilai z sebesar 2,322 dan signifikansi
0,020. Selain itu, brand trust juga berperan dalam menyalurkan pengaruh online
customer review terhadap minat pembelian dengan nilai z sebesar 2,309 dan
signifikansi 0,021.

Kata Kunci: digital advertising, online customer review, brand trust, minat

pembelian, AZKO Indonesia, Surabaya.
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ABSTRACT

This study aims to analyze and empirically demonstrate the role of digital
advertising and online customer review on purchase intention for AZKO Indonesia
in the Surabaya area. Furthermore, this study also examines the role of brand trust
as an mediating variable in the relationship between digital advertising and online
customer reviews towards purchase intention. This study employed a descriptive-
conclusive research design with quantitative approach. Data collection was
conducted through a questionnaire involving 86 respondents who met the sample
criteria: those aged 17 years and over, residing in Surabaya, and interested in
seeking information about AZKO Indonesia products. Statistical data processing
was conducted using IBM SPSS Statistics 20 software through multiple linear
regression analysis techniques, with several testing stages: validity test, reliability
test, ANOVA (F-test), Coefficient of Determination (R°) test, t-test, and path
analysis. The result shows that digital advertising had a positive and significant
effect on brand trust, with coefficient value of 0.344 and significance level of 0.006.
Moreover, online customer reviews also positively and significantly influence brand
trust, with coefficient value of 0.342 and significance level of 0.006. In addition,
brand trust has a positive and significant effect on purchase intention, with
coefficient value of 0.361 and significance level of 0.001. Furthermore, the research
results demonstrate that brand trust functions as a relevant and significant
mediating variable. Based on the result of Sobel test, brand trust successfully
delivers the effect of digital advertising on purchase intention with z-value of 0.322
and significance level of 0.020. Also, brand trust significantly delivers the effect of
online customer review on purchase intention with z-value of 0.309 and significance
level of 0.021.

Keywords: digital advertising, online customer review, brand trust, purchase

intention, AZKO Indonesia, Surabaya
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