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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh content marketing, online customer 

review, dan persepsi harga terhadap keputusan pembelian pada Warung Kopi Warkovia di 

Kabupaten Bekasi. Persaingan bisnis kuliner yang semakin meningkat menuntut pelaku usaha 

untuk menerapkan strategi pemasaran yang mampu menarik perhatian konsumen. Metode 

penelitian yang digunakan adalah metode kuantitatif dengan pendekatan survei. Penentuan 

jumlah sampel menggunakan rumus Lemeshow dengan jumlah responden sebanyak 96. 

Pengumpulan data dilakukan melalui penyebaran kuesioner kemudian dianalisis menggunakan 

uji instrumen, uji asumsi klasik, analisis regresi linear berganda, uji parsial (uji t), uji simultan 

(uji f), dan koefisien determinasi (R2) dengan bantuan progam IBM SPSS Statistic versi 27. 

Hasil penelitian menunjukkan bahwa content marketing, online customer review, dan persepsi 

harga secara parsial berpengaruh positif dan signifikan terhadap keputusan pembelian. Selain 

itu, ketiga variabel tersebut juga berpengaruh secara simultan terhadap keputusan pembelian, 

dengan nilai f hitung sebesar 134,164 dan nilai signifikansi 0,000 sehingga model penelitian 

dinyatakan signifikan. Nilai Adjusted Square sebesar 0,810 menunjukkan bahwa 81% variasi 

keputusan pembelian dapat dijelaskan oleh ketiga variabel independen, sedangkan sisanya 

dipengaruhi oleh faktor lain di luar penelitian. Oleh karena itu, content marketing, online 

customer review, dan persepsi harga dapat dijadikan dasar bagi Warkovia dalam menyusun 

strategi pemasaran yang efektif untuk meningkatkan keputusan pembelian konsumen. 

 

Kata Kunci : Content marketing, Online Customer Review, Persepsi Harga, Keputusan 

Pembelian  
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ABSTRACT 

 

This study aims to analyze the effect of content marketing, online customer reviews, and price 

perception on purchasing decisions at Warkovia Coffee Shop in Bekasi Regency. The increasing 

competition in the culinary industry requires business owners to implement marketing strategies 

that are capable of attracting consumers' attention. This study employed a quantitative research 

method with a survey approach. The sample size was determined using the Lemeshow formula, 

resulting in 96 respondents. Data were collected through questionnaires and analyzed using 

instrument testing, classical assumption tests, multiple linear regression analysis, partial tests 

(t-test), simultaneous tests (F-test), and the coefficient of determination (R²) with the assistance 

of IBM SPSS Statistics Version 27. The results showed that content marketing, online customer 

reviews, and price perception each had a positive and significant effect on purchasing decisions. 

Furthermore, these three variables simultaneously had a positive and significant effect on 

purchasing decisions, as indicated by an F-value of 134.164 and a significance value of 0.000, 

indicating that the research model was statistically significant. The Adjusted R Square value of 

0.810 indicates that 81% of the variation in purchasing decisions can be explained by the three 

independent variables, while the remaining 19% is influenced by other factors not examined in 

this study. Therefore, content marketing, online customer reviews, and price perception can 

serve as a basis for Warkovia in developing effective marketing strategies to improve consumers' 

purchasing decisions. 

 

Keywords: Content Marketing, Online Customer Reviews, Price Perception, Purchase 

Decisions. 
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