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ABSTRAK 

 

 

Penelitian ini bertujuan untuk mengetahui pengaruh sales promotion terhadap 

keputusan pembelian dengan citra merek sebagai variabel intervening. Lokasi 

penelitian dilakukan di Kota Malang. Populasi yang digunakan dalam penelitian ini 

adalah konsumen yang pernah menggunakan layanan pesan antar makanan 

ShopeeFood minimal satu kali, dengan sampel sebanyak 120 responden. 

Karakteristik responden yaitu konsumen yang berada di Kota Malang, konsumen 

yang pernah melakukan transaksi dengan memanfaatkan promosi penjualan dari 

ShopeeFood, konsumen yang pernah menggunakan layanan pesan antar makanan 

ShopeeFood sebanyak minimal satu kali, berusia 18-35 tahun. Penelitian ini 

menggunakan teknik non probability sampling dengan purposive sampling. Teknik 

pengambilan data menggunakan kuisioner online. Alat analisis menggunakan 

Smart-PLS. Hasil penelitian ini didapatkan bahwa sales promotion berpengaruh 

positif dan signifikan terhadap keputusan pembelian, citra merek berpengaruh 

positif dan signifikan terhadap keputusan pembelian, sales promotion berpengaruh 

positif dan signifikan terhadap citra merek dan citra merek memediasi sales 

promotion terhadap keputusan pembelian. 

 

 

Kata Kunci: Sales Promotion, Citra Merek, dan Keputusan Pembelian. 
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ABSTRACT 
 

 

This study aims to determine the effect of sales promotion on purchasing decisions 

with brand image as an intervening variable. The location of the research was 

Malang City. The population used in this study were consumers who had used the 

ShopeeFood food delivery service at least once, with a sample of 120 respondents. 

The characteristics of the respondents are consumers who are in Malang City, 

consumers who have made transactions using sales promotions from ShopeeFood, 

consumers who have used the ShopeeFood food delivery service at least once, aged 

18-35 years. This study uses a non-probability sampling technique with purposive 

sampling. Data collection techniques using online questionnaire. The analysis tool 

uses Smart-PLS. The results of this study found that sales promotion had a positive 

and significant effect on purchasing decisions, brand image had a positive and 

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

significant effect on brand image and brand image mediated sales promotion on 

purchasing decisions. 

 

Keywords: Sales Promotion, Brand Image, and Purchase Decision  
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