
ABSTRAK 

Pe~rke~mbangan te~knologi~ i~nformasi~ d~an komuni~kasi~ me~nd~orong pe~rubahan strate~gi~ pe~masaran 

pe~rusahaan, khususnya d~alam me~me~ngaruhi~ mi~nat be~li~ konsume~n. Pe~ne~li~ti~an i~ni~ be~rtujuan untuk 

me~nganali~si~s pe~ngaruh Word~ of Mouth (WOM), Me~d~i~a Sosi~al, d~an Promosi~ te~rhad~ap Mi~nat Be~li~ 

Konsume~n pad~a PT Cape~lla D~i~nami~k Nusantara. Pe~ne~li~ti~an i~ni~ me~nggunakan pe~nd~e~katan kuanti~tati~f 

d~e~ngan je~ni~s pe~ne~li~ti~an asosi~ati~f. D~ata d~i~pe~role~h me~lalui~ pe~nye~baran kue~si~one~r ke~pad~a 100 

re~spond~e~n yang me~rupakan konsume~n PT Cape~lla D~i~nami~k Nusantara. Me~tod~e~ anali~si~s d~ata yang 

d~i~gunakan ad~alah Structural E~quati~on Mod~e~li~ng (SE~M) be~rbasi~s Parti~al Le~ast Square~s (PLS) d~e~ngan 

bantuan apli~kasi~ SmartPLS. 

Hasi~l pe~ne~li~ti~an me~nunjukkan bahwa se~cara parsi~al Word~ of Mouth d~an Promosi~ be~rpe~ngaruh posi~ti~f 

d~an si~gni~fi~kan te~rhad~ap Mi~nat Be~li~ Konsume~n, se~d~angkan Me~d~i~a Sosi~al ti~d~ak be~rpe~ngaruh 

si~gni~fi~kan te~rhad~ap Mi~nat Be~li~ Konsume~n. Se~cara si~multan, Word~ of Mouth, Me~d~i~a Sosi~al, d~an 

Promosi~ me~mi~li~ki~ pe~ngaruh yang kuat te~rhad~ap Mi~nat Be~li~ Konsume~n d~e~ngan ni~lai~ R Square~ se~be~sar 

0,890, yang be~rarti~ bahwa 89,0% vari~asi~ Mi~nat Be~li~ Konsume~n d~apat d~i~je~laskan ole~h ke~ti~ga vari~abe~l 

te~rse~but. Word~ of Mouth me~rupakan vari~abe~l yang me~mi~li~ki~ pe~ngaruh pali~ng d~omi~nan te~rhad~ap 

Mi~nat Be~li~ Konsume~n. 

Hasi~l pe~ne~li~ti~an i~ni~ d~i~harapkan d~apat me~mbe~ri~kan kontri~busi~ bagi~ pe~rusahaan d~alam me~rumuskan 

strate~gi~ pe~masaran yang le~bi~h e~fe~kti~f, khususnya d~e~ngan me~ngopti~malkan Word~ of Mouth d~an 

promosi~, se~rta me~njad~i~ re~fe~re~nsi~ bagi~ pe~ne~li~ti~an se~lanjutnya d~i~ bi~d~ang pe~masaran d~an pe~ri~laku 

konsume~n. 
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ABSTRACT 

The~ d~e~ve~lopme~nt of i~nformati~on and~ communi~cati~on te~chnology has e~ncourage~d~ change~s i~n 

corporate~ marke~ti~ng strate~gi~e~s, parti~cularly i~n i~nflue~nci~ng consume~rs’ purchase~ i~nte~nti~on. Thi~s 

stud~y ai~ms to analyze~ the~ e~ffe~ct of word~ of mouth (WOM), soci~al me~d~i~a, and~ promoti~on on 

consume~rs’ purchase~ i~nte~nti~on at PT Cape~lla D~i~nami~k Nusantara. Thi~s re~se~arch e~mploys a 

quanti~tati~ve~ approach wi~th an associ~ati~ve~ re~se~arch d~e~si~gn. D~ata we~re~ colle~cte~d~ through the~ 

d~i~stri~buti~on of que~sti~onnai~re~s to 100 re~spond~e~nts who are~ consume~rs of PT Cape~lla D~i~nami~k 

Nusantara. The~ d~ata analysi~s me~thod~ use~d~ i~s structural e~quati~on mod~e~li~ng (SE~M) base~d~ on parti~al 

le~ast square~s (PLS) wi~th the~ assi~stance~ of the~ SmartPLS appli~cati~on. 

The~ re~sults show that parti~ally, word~ of mouth and~ promoti~on have~ a posi~ti~ve~ and~ si~gni~fi~cant e~ffe~ct 

on consume~rs’ purchase~ i~nte~nti~on, whi~le~ soci~al me~d~i~a d~oe~s not have~ a si~gni~fi~cant e~ffe~ct on 

consume~rs’ purchase~ i~nte~nti~on. Si~multane~ously, word~ of mouth, soci~al me~d~i~a, and~ promoti~on have~ a 

strong i~nflue~nce~ on consume~rs’ purchase~ i~nte~nti~on, wi~th an R square~ value~ of 0.890, i~nd~i~cati~ng that 

89.0% of the~ vari~ati~on i~n consume~rs’ purchase~ i~nte~nti~on can be~ e~xplai~ne~d~ by the~se~ thre~e~ vari~able~s. 

Word~ of mouth i~s the~ most d~omi~nant vari~able~ i~nflue~nci~ng consume~rs’ purchase~ i~nte~nti~on. 

The~ fi~nd~i~ngs of thi~s stud~y are~ e~xpe~cte~d~ to contri~bute~ to compani~e~s i~n formulati~ng more~ e~ffe~cti~ve~ 

marke~ti~ng strate~gi~e~s, parti~cularly by opti~mi~zi~ng word~ of mouth and~ promoti~on, as we~ll as to se~rve~ as 

a re~fe~re~nce~ for future~ re~se~arch i~n the~ fi~e~ld~s of marke~ti~ng and~ consume~r be~havi~or. 
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