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PENGARUH PROMOSI TERHADAP KEPUTUSAN PEMBELIAN
DENGAN CITRA MEREK SEBAGAI VARIABEL MEDIASI
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ABSTRAK

Penelitian ini dilakukan terhadap konsumen produk smartphone Oppo, dengan
tujuan untuk menguiji : pengaruh promosi terhadap keputusan pembelian, promosi
terhadap citra merek, citra merek terhadap keputusan pembelian dan peran mediasi
citra merek dalam hubungan promosi terhadap keputusan pembelian.
Menggunakan explanatory research, melalui model regresi linier berganda dengan
Mediation Regression Analysis by Hayes dan alat bantu Program SPSS 25 for
Windows. Dalam penelitian ini menggunakan sebanyak 130 sampel untuk diuji.
Diperoleh hasil sebagai berikut: promosi tidak memiliki pengaruh signifikan
terhadap keputusan pembelian, promosi memiliki pengaruh positif dan signifikan
ternadap citra merek, citra merek memiliki hubungan positif dan signifikan
terhadap keputusan pembelian, dan citra merek juga memiliki peran mediasi dalam
hubungan promaosi terhadap keputusan pembelian.

Kata Kunci — Promosi, Citra Merek, Keputusan Pembelian.



THE INFLUENCE OF PROMOTION ON PURCHASING DECISIONS
WITH BRAND IMAGE AS A MEDIATING VARIABLE
(Study on Oppo Smartphone Products)

Muhammad Fajar Hakim Syaifulloh

Program Studi Manajemen Fakultas Ekonomi dan Bisnis
Universitas Muhammadiyah Malang
JIn. Raya Tlogomas, No. 246 Malang
Email: fajar.hakim19@gmail.com

ABSTRACT

This research was conducted on consumers of Oppo smartphone products, with the
aim of testing : the effect of promotion on purchasing decisions, promotion on brand
image, brand image on purchasing decisions and the mediating role of brand image
in the relationship between promotion and purchasing decisions. This study uses
explanatory research, through multiple linear regression models with Mediation
Regression Analysis by Hayes using the SPSS 25 for Windows Program tool. In
this study, researchers used 130 samples to be tested. The results obtained in this
study are as follows: promotion has no significant effect on purchasing decisions,
promotion has a positive and significant effect on brand image, brand image has a
positive and significant relationship to purchasing decisions, and brand image also
has a mediating role in the relationship between promotion and purchasing
decisions.

Keywords - Promotion, Brand Image, Purchasing Decisions.
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