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PENGARUH CONTENT MARKETING TERHADAP KEPUTUSAN
PEMBELIAN DENGAN BRAND IMAGE DAN PURCHASE INTENTION SEBAGALI
VARIABEL MEDIASI PADA KONSUMEN BUTTONSCARVES DI INDONESIA

Nur Asila Putri Mony

ABSTRAK

Pertumbuhan pesat industri fashion lokal di Indonesia tidak menjamin keberlangsungan
bisnisnya, ditandai oleh penurunan penjualan daring dan tutupnya sejumlah brand lokal akibat
keterbatasan anggaran pemasaran dibandingkan brand asing. Content marketing muncul
sebagai strategi yang lebih hemat biaya, namun paparan konten tidak selalu berujung pada
pembelian nyata. Penelitian ini bertujuan menganalisis pengaruh content marketing terhadap
keputusan pembelian, dengan brand image dan purchase intention sebagai variabel mediasi
berjenjang, pada konsumen Buttonscarves di Indonesia, menggunakan kerangka teori
Stimulus-Organism-Response (S-O-R). Penelitian ini merupakan penelitian kuantitatif
eksplanatori dengan pendekatan purposive sampling terhadap 118 responden yang memenuhi
kriteria inklusi (berusia minimal 17 tahun, mengenal konten pemasaran Buttonscarves, dan
pernah bertransaksi dalam 6 bulan terakhir). Data dianalisis menggunakan Partial Least
Squares Structural Equation Modeling (PLS-SEM) dengan bantuan SmartPLS 4. Hasil
penelitian menunjukkan bahwa content marketing berpengaruh positif dan signifikan terhadap
brand image, purchase intention, dan keputusan pembelian secara langsung; brand image
berpengaruh positif signifikan terhadap purchase intention dan keputusan pembelian; serta
purchase intention berpengaruh positif signifikan terhadap keputusan pembelian. Selain itu,
brand image dan purchase intention terbukti memediasi secara parsial (partial mediation)
pengaruh content marketing terhadap keputusan pembelian. Temuan ini mengonfirmasi bahwa
content marketing memengaruhi keputusan pembelian baik secara langsung maupun melalui
proses internal konsumen berjenjang, sehingga menjadi dasar evaluasi strategi pemasaran
digital bagi Buttonscarves dan brand fashion lokal lain dengan sumber daya terbatas.

Kata kunci: Content Marketing, Brand Image, Purchase Intention Keputusan Pembelian,

PLS-SEM, Buttonscarves
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THE EFFECT OF CONTENT MARKETING ON PURCHASE DECISION
WITH BRAND IMAGE AND PURCHASE INTENTION AS MEDIATING
VARIABLES AMONG BUTTONSCARVES CONSUMERS IN INDONESIA

Nur Asila Putri Mony

ABSTRACT

The rapid growth of Indonesia’s local fashion industry does not guarantee business
sustainability, as reflected in declining online sales and the closure of several local brands due
to limited marketing budgets compared to foreign competitors. Content marketing has emerged
as a cost-efficient strategy, yet content exposure does not always translate into actual
purchases. This study aims to analyze the effect of content marketing on purchase decisions,
with brand image and purchase intention as sequential mediating variables, among
Buttonscarves consumers in Indonesia, using the Stimulus-Organism-Response (S-O-R)
framework. This is a quantitative explanatory study employing purposive sampling of 118
respondents who met the inclusion criteria (aged at least 17 years, familiar with Buttonscarves’
marketing content, and having made a purchase within the last 6 months). Data were analyzed
using Partial Least Squares Structural Equation Modeling (PLS-SEM) with SmartPLS 4. The
results show that content marketing has a positive and significant effect on brand image,
purchase intention, and purchase decisions directly; brand image has a positive significant
effect on purchase intention and purchase decisions, and purchase intention has a positive
significant effect on purchase decisions. Furthermore, brand image and purchase intention are
found to partially mediate the effect of content marketing on purchase decisions. These findings
confirm that content marketing influences purchase decisions both directly and through a
sequential internal consumer process, providing a basis for evaluating digital marketing

strategies for Buttonscarves and other local fashion brands operating with limited resources.

Keywords: Brand image, Content Marketing, Purchase Intention, Purchase Decision,,

Buttonscarves
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