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ABSTRAK

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh social
media marketing dan online customer review terhadap keputusan pembelian pada
Reels Instagram Pinkflash dengan brand awareness sebagai variabel mediasi. Jenis
penelitian ini adalah penelitian kuantitatif dengan populasi yang digunakan yaitu
followers Instagram Pinkflash yang sebelumnya pernah membeli produk Pinkflash.
Adapun jumlah sampel yang digunakan pada penelitian ini yaitu sejumlah 100
responden dengan menggunakan teknik purposive sampling. Teknik pengumpulan
data pada penelitian ini-yakni dengan menggunakan kuisioner online. Metode
analisis data yang digunakan yaitu rentang skala dan Structural Equation Model
(SEM) dengan software SmartPLS 4.0. Berdasarkan hasil penelitian dan analisis
dapat disimpulkan bahwa brand awareness memiliki pengaruh positif yang
signifikan terhadap keputusan pembelian, online customer review memiliki
pengaruh postif yang signifikan terhadap brand awareness, online customer review
tidak berpengaruh secara signifikan terhadap keputusan pembelian, social media
marketing berpengaruh positif secara signifikan terhadap brand awareness, social
media marketing berpengaruh positif secara signifikan terhadap keputusan
pembelian, online customer review melalui brand awareness berpengaruh positif
secara signifikan terhadap keputusan pembelian, social media marketing melalui
brand awareness berpengaruh positif secara signifikan terhadap keputusan
pembelian.

Kata kunci: social media marketing, online customer review, keputusan
pembelian, brand awareness
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ABSTRACT

This research aims to determine and analyze the influence social media
marketing and online customer review to purchase results on Reels Instagram
Pinkflash with brand awareness as a mediating variable. This type of research is
quantitative research with the population used, namely followers Pinkflash
Instagram who have previously purchased Pinkflash products. The number of
samples used in this research was 100 respondents using techniques purposive
sampling. The data collection technique in this research is by using a questionnaire
online. The data analysis method used is a range of scales and Structural Equation
Model (SEM) with software SmartPLS 4.0. Based on the results of research and
analysis, it can be concluded that brand awareness has a significant positive
influence on purchasing decisions, online customer review has a significant positive
influence on brand awareness, online customer review does not have a significant
effect on purchasing decisions, social media marketing has a significant positive
effect on brand awareness, social media marketing has a significant positive effect
on purchasing decisions, online customer review through brand awareness has a
significant positive effect on purchasing decisions, social media marketing through
brand awareness has a significant positive effect on purchasing decisions.

Keywords: social media marketing, online customer review, purchase decision,
brand awareness
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