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ABSTRAK 

 

Penelitian ini bertujuan untuk menguji pengaruh pemasaran digital, religiositas dan 

kepercayaan terhadap minat beli pada konsumen Dapur Ukhti saat pandemi covid-19. 

Populasi dalam penelitian ini adalah masyarakat yang berdomisili di Jakarta, Kota 

Tangerang, Kab. Tangerang dan Tangerang Selatan. Pengambilan sampel 

menggunakan teknik convenience sampling yang didapat sebanyak 120 responden. 

Metode analisis data menggunakan SEM Partial Least Square. Penelitian ini 

membuktikan bahwa pemasaran digital berpengaruh positif dan signifikan terhadap 

minat beli, religiositas berpengaruh positif dan signifikan terhadap minat beli, dan 

kepercayaan berpengaruh positif dan signifikan terhadap minat beli. 
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ABSTRACT 

 

This study aims to examine the influence of digital marketing, religiosity and trust on 

buying interest in Ukhti kitchen consumers during the covid-19 pandemic. The 

population in this study are people who live in Jakarta, Tangerang City, Kab. 

Tangerang and South Tangerang. Sampling using convenience sampling technique 

obtained as many as 120 respondents. Data analysis method using SEM Partial Least 

Square. This study proves that digital marketing has a positive and significant effect 

on buying interest, religiosity has a positive and significant effect on buying interest, 

and trust has a positive and significant effect on buying interest. 
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