ABSTRACT

This study aims to analyze and provide empirical evidence on buying
interest Tabloid Otospeed the audience in accordance with the prescribed
criteria. The question in this study is whether the content of the news, reference
groups, and brand awareness can influence consumers to buy the Tabloid
Otospeed. In this study, data were collected through questionnaire method against
75 respondents were interested in buying the tabloid Otospeed in Semarang using
purposive sampling technique.

The model developed in this study consists of three independent variables are the
attributes of the content of the news, reference groups, and brand awareness, and
one dependent variable purchase interest. The method of analysis used is the
analysis of quantitative and qualitative analysis using multiple linear regression
analysis with SPSS. This analysis includes: the validity and reliability, the classic
assumption test, multiple regression analysis, hypothesis testing via t test and F
test, and the coefficient of determination (R2). From the analysis of the regression
equation was obtained:

Y=0,301 X1 + 0,391 X2 + 0,252 X3

The results showed that the content of the news, reference groups, and
brand awareness have a positive and significant impact on buying interest.
Variable reference group is the most dominant factor influencing buying interest
at 0.391 and the smallest factor influencing buying interest at 0.252 is brand
awareness. Then through the F test can be seen that the three independent
variables is feasible to test the dependent variable buying interest. Figures
Adjusted R Square of 0.627 indicates that 62.7 percent of the variable purchase
interest can be explained by the three independent variables in the regression
equation. While the remaining 37.3 percent is explained by other variables
outside the three variables used in this study.
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