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ABSTRAK

EKO WAHONO. 20241710017@uniku.ac.id. Pengaruh Digital Marketing dan
Relationship Marketing terhadap Keputusan Pembelian dengan Brand Image
sebagai Mediasi dan Consumer References sebagai Moderasi (Penelitian pada
Arista Segmen Automatic Low Premium Model di Jawa Barat). Program Studi
Magister Manajemen. Sekolah Pascasarjana Universitas Kuningan. 2026.

Penelitian ini dilatarbelakangi oleh rendahnya keputusan pembelian konsumen
terhadap produk Yamaha pada segmen Automatic Low Premium Model (AT-LPM)
di Arista Jawa Barat, yang kontribusi hanya 5,6% dari penjualan Arista dan
penjualaan Yamaha jawa Barat hanya 3,2% dibanding Honda yang mendominasi
93,6%. Kondisi ini menunjukkan adanya ketimpangan yang signifikan dalam
preferensi konsumen, sehingga diperlukan analisis mendalam mengenai faktor
pemasaran yang memengaruhi keputusan pembelian, terutama di era digital saat ini.
Metode penelitian menggunakan pendekatan kuantitatif dengan teknik survei melalui
penyebaran kuesioner kepada 265 konsumen Arista AT-LPM di Jawa Barat, yang
ditentukan menggunakan rumus Slovin dan teknik proportional probability
sampling. Analisis data dilakukan menggunakan Structural Equation Modeling—
Partial Least Squares (SEM-PLS) dengan SmartPLS 4 untuk menguji hubungan
langsung, mediasi, dan moderasi antarvariabel. Luaran penelitian yang ditargetkan
meliputi: (1) model empiris mengenai pengaruh strategi pemasaran terhadap
keputusan pembelian; (2) rekomendasi strategis bagi Arista dan Yamaha dalam
meningkatkan efektivitas pemasaran dan citra merek; (3) kontribusi akademik berupa
penguatan literatur terkait integrasi digital marketing, relationship marketing, brand
image, dan consumer references dalam perilaku konsumen. Hasil penelitian
menunjukkan bahwa digital marketing dan relationship marketing berpengaruh
positif terhadap brand image dan keputusan pembelian. Brand image juga terbukti
berpengaruh positif terhadap keputusan pembelian. Selain itu, consumer references
mampu memoderasi pengaruh brand image terhadap keputusan pembelian. Brand
image juga berperan sebagai variabel mediasi yang menjembatani pengaruh digital
marketing dan relationship marketing terhadap keputusan pembelian.

Kata Kunci : brand image, consumer references, digital marketing, keputusan
pembelian, relationship marketing.
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ABSTRACT

EKO WAHONO. 20241710017@uniku.ac.id. The Influence of Digital Marketing
and Relationship Marketing on Purchase Decisions with Brand Image as a
Mediating Variable and Consumer References as a Moderating Variable (Study on
Arista Automatic Low Premium Model Segment in West Java). Master of
Management Study Program. Graduate School of Kuningan University. 2026.

This study was motivated by the low level of consumer purchase decisions toward
Yamaha products in the Automatic Low Premium Model (AT-LPM) segment at Arista
West Java, where the contribution was only 5.6% of Arista’s sales and Yamaha's
sales in West Java were only 3.2% compared to Honda which dominated 93.6% of
the market. This condition indicated a significant imbalance in consumer
preferences, therefore an in-depth analysis of marketing factors influencing purchase
decisions was needed, especially in the current digital era. The research used a
quantitative approach with a survey technique by distributing questionnaires to 265
Arista AT-LPM consumers in West Java. The sample was determined using the
Slovin formula and proportional probability sampling technique. Data analysis was
conducted using Structural Equation Modeling—Partial Least Squares (SEM-PLYS)
with SmartPLS 4 to examine the direct, mediating, and moderating relationships
among variables. The expected research outputs included: (1) an empirical model
regarding the influence of marketing strategies on purchase decisions; (2) strategic
recommendations for Arista and Yamaha in improving marketing effectiveness and
brand image; and (3) academic contributions in strengthening the literature related
to the integration of digital marketing, relationship marketing, brand image, and
consumer references in consumer behavior. The results of the study showed that
digital marketing and relationship marketing had a positive effect on brand image
and purchase decisions. Brand image was also found to have a positive effect on
purchase decisions. In addition, consumer references were able to moderate the
influence of brand image on purchase decisions. Brand image also played a
mediating role in bridging the influence of digital marketing and relationship
marketing on purchase decisions.

Keywords : brand image, consumer references, digital marketing, purchase decision,
relationship marketing.
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