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ABSTRAK

Perkembangan teknologi telah mengubah pola perdagangan melalui pemanfaatan
digital marketing yang dapat memperluas jangkauan pasar dan meningkatkan
pendapatan. Isya Hijab Kadungora Garut sebagai UMKM di bidang fashion
muslim memanfaatkan content marketing dan affiliate marketing dalam kegiatan
pemasarannya. Namun, pengaruh kedua strategi tersebut terhadap keputusan
pembelian konsumen pada Isya Hijab belum diketahui secara pasti. Penelitian ini
bertujuan untuk mengetahui pengaruhscontent marketing dan affiliate marketing
terhadap keputusan pembelian, baik secara,parsial maupun simultan. Penelitian ini
menggunakan metode kuantitatif dengan pendekatan asosiatif. Pengumpulan data
dilakukan melalui‘kuesioner kepada konsumen yang'memenuhi kriteria penelitian
dengan teknik non-probability sampling melalui pendekatan purposive sampling.
Data dianalisi§ menggunakan SPSS melalui analisis regresi linear berganda, uji
parsial, uji simultan, dan koefisien determinasi. Hasil penelitian menunjukkan
bahwa content marketing berpengaruh positif dan signifikan terhadap keputusan
pembeliang Affiliate marketing juga berpengaruh positif dan signifikan terhadap
keputusan pembelian. Secara simultan, content marketing dan affiliate marketing
berpengaruh signifikan terhadap keputusan pembelian. Penclitian ini berkontribusi
sebagai baham, pertimbangan bagi Isya Hijab dalam meningkatkan strategi
pemasaran digital serta menjadi refetensi bagi penclitian selanjutnya.

Kata kunci: Content Marketing, Affiliate Marketing, Keputusan Pembelian,
Digital Marketingydsya-Hijab:
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ABSTRACT

Technological developments have changed trading patterns through the use of
digital marketing, which can expand market reach and increase business revenue.
Isya Hijab Kadungora Garut, a micro, small, and medium enterprise in the
Muslim fashion sector, utilizes content marketing and affiliate marketing in its
marketing activities. However, the influence of these strategies on consumers’
purchasing decisions at Isya Hijab has not been clearly determined. This study
aims to determine the effect of content marketing and affiliate marketing on
purchasing decisions, both partially and simultaneously. This study employed a
quantitative method with an associativesapproach. Data were collected through
questionnaires distributed to consumers who met the research criteria using
non-probability sampling with a purpesive Sampling approach. The data were
analyzed using SPSS through multiple lincar regression analysis, partial tests,
simultaneous tests, and the coefficient of determination. The results indicate that
content marketing has a positive and significant effect on purchasing decisions.
Affiliate marketing also has a positive and significant effect on purchasing
decisions. Simultaneously, content marketing and affiliate mawketing significantly
influence purchasing decisions. This study contributes asa conSideration for Isya
Hijab ingimproying its digital marketing strategies and as a reference for future
research.

Keywords: Content Marketing, Affiliate Marketing, Purchase Decision.
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