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The Influence Of Social Media Marketing And Promotion On Purchase Decisions
In The Shopee Marketplace With Brand Image Intervening Variable
(Case Study On Shopee North Cikarang Market Place Users)

Muhammad Nur Farid A.St
Andrianto Prasetya Nugroho?

ABSTRACT

In the business world, sellers are highly demanded to have information that can
support their business activities, especially technological developments in the field
of online marketing so that their products remain widely known to consumers so
that they can increase people's purchasing power. The use of social media can
facilitate the relationship between business actors and customers, so that social
media marketing can be an option for e-commerce promotion activities. This study
aims to analyze the role of social media marketing and promotion on purchasing
decisions in the Shopee marketplace with brand image as an intervening variable.
This study took a sample of 100 respondents who were the people of Cikarang,
Bekasi Regency who had shopped at Shopee. Data collection was carried out by
observation, distributing questionnaires, and literature studies. The type of
research used is quantitative. Data processing using SmartPLS version 3. The
results of the study stated that social media marketing has a positive and significant
effect on purchasing decisions in the Shopee marketplace, promotions have a
positive and significant effect on purchasing decisions in the Shopee marketplace,
social media marketing has a positive and significant effect on brand image in the
Shopee marketplace, promotions have a positive and significant effect on brand
image in the Shopee marketplace and brand image has a positive and significant
effect on purchasing decisions in the Shopee marketplace.

Keyword: Social Media Marketing, Promotion, Purchase Decision, Brand Image
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ABSTRAK

Dalam dunia bisnis, penjual sangat dituntut untuk mempunyai informasi
yang dapat menunjang kegiatan bisnisnya terutama perkembangan teknologi dalam
bidang pemasaran secara online agar produk mereka tetap dikenal konsumen
dengan luas sehingga dapat meningkatkan daya beli masyarakat. Penggunaan
media sosial dapat mempermudah hubungan antara pelaku bisnis dengan
pelanggan, sehingga social media marketing dapat dijadikan pilihan untuk kegiatan
promosi e-commerce. Penelitian ini bertujuan untuk menganalisis peran social
media marketing dan promosi terhadap keputusan pembelian di marketplace
Shopee dengan brand image sebagai variabel intervening. Penelitian ini mengambil
sampel 100 responden yang merupakan masyarakat Cikarang Kabupaten Bekasi
yang pernah berbelanja di Shopee. Pengumpulan data dilakukan dengan cara
observasi, penyebaran kuesioner, dan studi kepustakaan. Jenis penelitian yang
digunkan adalah kuantitatif. Pengolahan data menggunakan SmartPLS versi 3.
Hasil penelitian menyatakan bahwa social media marketing berpengaruh positf dan
signifikan terhadap keputusan pembelian di marketplace Shopee, promosi
berpengaruh positf dan signifikan terhadap keputusan pembelian di marketplace
Shopee, social media marketing berpengaruh positf dan signifikan terhadap brand
image di marketplace Shopee, promosi berpengaruh positf dan signifikan terhadap
brand image di marketplace Shopee dan brand image berpengaruh positf dan
signifikan terhadap keputusan pembelian di marketplace Shopee.

Kata kunci: Social Media Marketing, Promosi, Keputusan Pembelian, Brand
Image
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