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Brand Image As A Mediation Of The Influence Of Instagram Social Media And 

Promotion On Decisions To Purchase Maybelline Lipstick Products 

 

Hilda Damayanti1) 

Andrianto Prasetya Nugroho1) 

 

Abstract 

One of the most popular cosmetic product categories is lip cosmetics. However, 

competition in this industry is getting tighter with the entry of various new 

companies offering a variety of products so that consumer preferences will continue 

to change. One of the prominent lip cosmetic companies is the Maybelline brand, 

with its superior product, namely Maybelline SuperStay Matte Ink lipstick, which 

has succeeded in dominating the market and becoming iconic among Indonesian 

consumers. However, there are several factors that influence consumer interest in 

Maybelline lipstick products. This research aims to analyze the influence of 

Instagram social media and promotions on purchasing decisions with brand image 

as mediation for customers of Maybelline lipstick products. This research is 

research that uses a quantitative approach in the form of causal associative. Based 

on the results of the research analysis, it was found that Instagram social media 

had a positive and significant effect on purchasing decisions, promotion had a 

negative and insignificant effect on purchasing decisions, Instagram social media 

had a negative and insignificant effect on brand image, promotion had a positive 

and significant effect on brand image and brand image. positive and significant 

effect on purchasing decisions. Next, brand image partially mediates between 

Instagram social media and promotions on purchasing decisions. 

Keywords: Brand Image, Instagram Social Media, Promotion, purchasing 

decisions 
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BRAND IMAGE SEBAGAI MEDIASI PENGARUH MEDIA SOSIAL 

INSTAGRAM DAN PROMOSI TERHADAP KEPUTUSAN PEMBELIAN 

PADA PRODUK LIPSTICK MAYBELLINE 

 

Hilda Damayanti1) 

Andrianto Prasetya Nugroho1) 

 

ABSTRAK 

Salah satu kategori produk kosmetik yang paling diminati adalah kosmetik 

bibir. Meskipun demikian, persaingan di industri ini semakin ketat dengan 

masuknya berbagai perusahaan baru yang menawarkan beragam produk sehingga 

preferensi dari konsumen akan terus berubah. Salah satu perusahaan kosmetik bibir 

yang menonjol adalah merek Maybelline, dengan produk unggulannya, yaitu 

Maybelline SuperStay Matte Ink lipstik, yang berhasil mendominasi pasar dan 

menjadi ikonik di kalangan konsumen Indonesia, namun ada beberapa faktor yang 

mempengaruhi minat konsumen pada produk lipstick Maybelline. Penelitian ini 

bertujuan untuk menganalisis pengaruh media sosial Instagram dan promosi 

terhadap keputusan pembelian dengan brand image sebagai mediasi pada 

pelanggan produk lipstik Maybelline. Penelitian ini merupakan penelitian yang 

menggunakan pendekatan kuantitatif berbentuk asosiatif kausal. Berdasarkan hasil 

analisis penelitian ditemukan bahwa media sosial Instagram berpengaruh positif 

dan signifikan terhadap keputusan pembelian, promosi berpengaruh negatif dan 

tidak signifikan terhadap keputusan pembelian, media sosial Instagram 

berpengaruh negatif dan tidak signifikan terhadap brand image, promosi 

berpengaruh positif dan signifikan terhadap brand image dan brand image 

berpengaruh positif dan signifikan terhadap keputusan pembelian. Berikutnya, 

brand image memediasi secara parsial antara media sosial Instagram dan promosi 

terhadap keputusan pembelian. 

Kata kunci: Brand Image, Media Sosial Instagram, Promosi, keputusan pembelian 
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