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ABSTRAK 

Pramadito Sastra Syahwanda (1902326) “Pengaruh Storytelling Marketing 

terhadap Purchase Decision dengan Brand Equity sebagai Variabel 

Intervening” di bawah bimbingan Dr. H. Rd. Dian Herdiana Utama, M.Si. dan Dr. 

Dita Amanah, MBA. 

 

Tujuan dari penelitian ini adalah untuk mengetahui gambaran latar belakang 

mengenai storytelling marketing, brand equity, dan purchase decision. Selain itu, 

untuk mengetahui adanya pengaruh storytelling marketing terhadap purchase 

decision melalui brand equity sebagai variabel intervening. Jenis penelitian yang 

digunakan adalah deskriptif dan verifikatif dengan metode explanatory survey. 

Teknik sampling yang digunakan peneliti adalah simple random sampling dengan 

mengambil sampel dalam penelitian ini berjumlah 400 orang pengguna aplikasi 

Maxim di Indonesia. Teknik analisis penelitian ini adalah analisis regresi linier 

berganda. Hasil penelitian ini menunjukan bahwa storytelling marketing, brand 

equity dan purchase decision dikategori sangat tinggi pada tabel kriteria distribusi 

kategori normal. Hasil penelitian menyatakan bahwa korelasi variabel  brand equity 

memediasi hubungan antara storytelling marketing dan purchase decision. 

Kata kunci: Storytelling Marketing, Brand Equity, Purchase Decision 



 

 

ABSTRACT 

Pramadito Sastra Syahwanda (1902326) “The Influence of Storytelling Marketing 

on Purchase Decision with Brand Equity as an Intervening Variable” under the 

guidance of Dr. H. Rd. Dian Herdiana Utama, M.Si. and Dr. Dita Amanah, MBA. 

 

The purpose of this study is to determine the background of storytelling marketing, 

brand equity, and purchase decision. In addition, to determine the influence of 

storytelling marketing on purchase decision through brand equity as an intervening 

variable. The type of research used is descriptive and verification with the 

explanatory survey method. The sampling technique used by the researcher is 

simple random sampling by taking a sample in this study of 400 Maxim application 

users in Indonesia. The analysis technique of this study is multiple linear regression 

analysis. The results of this study indicate that storytelling marketing, brand equity 

and purchase decision are categorized as very high in the table of normal category 

distribution criteria. The results of the study state that the correlation of brand 

equity variables mediates the relationship between storytelling marketing and 

purchase decision. 

Keyword: Storytelling Marketing, Brand Equity, Purchase Decision 
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