ABSTRAK

Perkembangan dan efek besar dari internet mulai di pahami banyak
orang, dan para pesaing telah banyak melakukan inovasi dan penjualan melalui
internet. Oleh karenanya pemasaran media sosial yang merupakan bagian dari
pemasaran internet dipilih sebagai fokus penelitian. Penelitian ini bertujuan untuk
mengetahui bagaimana pengaruh pemasaran media sosial terhadap keputusan
pembelian melalui kesadaran merek. Variabel independen yang diteliti adalah
pemasaran media sosial (X), keputusan pembelian (Y) sebagai variabel
dependen, sedangkan variabel intervening yakni kesadaran merek (2).
Pendekatan penelitian yang digunakan dalam penelitian ini adalah kuantitatif.
Objek penelitian adalah Bangjo, bidang usaha pakaian yang melaksanakan
pemasaran melalui media online instagram. Populasi dalam penelitian ini tidak
diketahui jJumlah pastinya, sehingga dalam perhitungan sampel digunakan rumus
dengan populasi infinit. Teknik pengambilan sampel purposive sampling, dengan
kriteria sampel terpilih adalah mereka yang menggunakan instagram dan telah
melakukan pembelian di Clothing line Bangjo. Teknik pengumpulan data
dilakukan melalui observasi, kuesioner, wawancara dan dokumentasi. Hasil
analisis menunjukkan adanya pengaruh pemasaran media sosial bagi terciptanya
kesadaran merek, pemasaran media sosial berpengaruh terhadap keputusan
pembelian, kesadaran merek berpengaruh terhadap keputusan pembelian,
pemasaran media sosial terhadap keputusan pembelian melalui terciptanya
kesadaran merek.

Kata Kunci : Pemasaran media sosial, kesadaran merek, keputusan pembelian



ABSTRACT

The development and great effects of the internet are beginning to be
understood by many people. It makes the competitors have made many
innovations and sales through the internet. Therefore, the social media marketing
which is part of internet marketing was chosen as the focus in this study. This
study aims to determine how the influence of social media marketing on
purchasing decisions through brand awareness. The independent variable
studied was social media marketing (X), purchasing decision (Y) as the
dependent variable, while the intervening variable was brand awareness (Z). The
research approach used in this study is quantitative. The object of research is
Bangjo, a clothing business that carries out marketing through online media that
is through Instagram. The population in this study is not known for its exact
number. So, in the sample of calculation, a formula with an infinite population is
used. This study used purposive sampling technique, with the selected sample
criteria are those who use Instagram and have made purchases on the Bangjo
Clothing line. The data collection techniques are carried out through observation,
questionnaires, interviews and documentation. The analysis shows that the
influence of social media marketing for the creation of brand awareness, social
media marketing influences purchasing decisions, brand awareness influences
purchasing decisions, social media marketing towards purchasing decisions
through the creation of brand awareness.

Keywords: Social media marketing, brand awareness, purchasing decisions.
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