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ABSTRAK

Gading Puspo Asmoro, 22042010100, Pengaruh Content Marketing, Online
Costumer Review, dan Adventure Influencer Terhadap Purchase Intention Eiger
di MarketPlace Shopee

Penelitian ini bertujuan untuk menganalisis pengaruh Content
Marketing X1, online costumer review X2, dan adventure influencer X3 terhadap
purchase intention produk Eiger di platform Shopee, baik secara parsial maupun
simultan. Latar belakang penelitian in1 dipicu oleh ketatnya persaingan industri
perlengkapan outdoor di Indonesia serta pergeseran pola perilaku konsumen
menuju transaksi digital. Studi ini menerapkan pendekatan kuantitatif dengan
desain asosiatif. Melalui teknik purposive sampling, penelitian imi melibatkan 100
responden yang merupakan pengikut akun Eiger Adventure Official Store di
Shopee. Data dikumpulkan menggunakan kuesioner skala Likert dan dianalisis
melalui teknik regresi linier berganda dengan bantuan perangkat lunak SPSS. Hasil
penelitian menunjukkan bahwa variabel content marketing (X1) menjadi faktor
determinan paling signifikan dalam memengaruhi minat beli konsumen. Secara
komprehensif, integrasi antara strategi konten yang inovatif, kredibilitas ulasan
daring, dan pengaruh influencer petualangan terbukti mampu meningkatkan minat
beli secara signifikan. Temuan ini diharapkan menjadi masukan strategis bagi PT
Eigerindo Multi Produk Industri dalam mengoptimalkan pemasaran digital guna
mempertahankan posisi kepemimpinan pasar. Secara teoretis, hasil studi ini
diharapkan dapat memperkaya literatur mengenai perilaku konsumen dan
pengembangan ilmu pemasaran digital di masa mendatang,.

Kata Kunci : Content Marketing, Online Customer Review, Adventure Influencer,
Purchase Intention
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ABSTRACK

Gading Puspo Asmoro, 22042010100, The Influence of Content Marketing,
Online Customer Review, and Adventure Influencer on Purchase Intention for
Eiger Products on the Shopee Marketplace

This study aims to analyze the influence of content marketing (X1),
online customer reviews (X2) and adventure influencers (X3) on consumers'
purchase intention for Eiger products on the Shopee marketplace, both partially and
simultancously. The background of this research is driven by the intense
competition in Indonesia's outdoor equipment market and the shifting consumer
behavior toward digital transactions. This study employs a quantitative approach
with an associative research design. Using a purposive sampling technique, the
research involves 100 respondents who are followers of the Eiger Adventure
Official Store on Shopee. Data were collected using Likert-scale questionnaires and
analyzed through multiple linear regression using SPSS software. The findings
indicate that content marketing (X1) is the most significant factor influencing
consumer purchase intention. Furthermore, the integration of innovative content
strategies, the reliability of online customer reviews, and the impact of adventure
influencers collectively enhance purchase intention. These results are expected to
provide strategic insights for PT Eigerindo Multi Produk Industri in optimizing
digital marketing approaches to maintain market leadership. Theoretically, the
findings of this study contribute to the advancement of literature concerning
consumer behavior and digital marketing science.

Keywords: Content Marketing, Online Customer Review, Adventure Influencer;
Purchase Intention
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