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ABSTRAK 

 
Penelitian ini bertujuan untuk menganalisis pengaruh brand awareness, promosi 

media sosial, dan harga terhadap keputusan pembelian konsumen di Prisma Kopi Malang. 

Pendekatan penelitian menggunakan metode explanatory research dengan pendekatan 

kuantitatif. Data diperoleh melalui survei terhadap 80 responden yang dipilih secara 

accidental sampling. Teknik analisis yang digunakan adalah regresi linier berganda, 

dengan uji parsial (t-test) dan simultan (F-test). Hasil penelitian menunjukkan bahwa 

secara parsial, variabel brand awareness berpengaruh signifikan terhadap keputusan 

pembelian, diikuti oleh harga yang juga berpengaruh signifikan. Namun, promosi media 

sosial tidak memberikan pengaruh terhadap keputusan pembelian. Secara simultan, ketiga 

variabel independen memiliki pengaruh signifikan terhadap keputusan pembelian. Di 

antara ketiga variabel tersebut, brand awareness memiliki pengaruh paling dominan, 

dengan koefisien regresi sebesar 0,638. 

 

Kata kunci: brand awareness, promosi media sosial, harga, keputusan pembelian 

mailto:Ariakbar2308@gmail.com


vi  

 

PENGARUH BRAND AWARENESS, PROMOSI MEDIA SOSIAL DAN 

HARGA TERHADAP KEPUTUSAN PEMBELIAN DI PRISMA KOPI 

MALANG 

 

 

Ari Akbar Sanjani, Sri Nastiti Andharini, Immanuel Mu`ammal 

Pelaksanaan Studi Manajemen, Fakultas Ekonomi dan Bisnis, Universitas 

Muhammadiyah Malang, Jalan Raya Tlogomas No. 246 Malang, JawaTimur 

Email : Ariakbar2308@gmail.com 

 

 

 

 

 

ABSTRAK 

 

This research aims to analyze the influence of brand awareness, social media 

promotions, and price on consumer purchasing decisions at Prisma Kopi Malang. 

The research approach uses an explanatory research method with a quantitative 

approach. Data was obtained through a survey of 80 respondents selected by 

accidental sampling. The analysis technique used is multiple linear regression, with 

partial (t-test) and simultaneous (F-test).The research results show that partially, 

the brand awareness variable has a significant effect on purchasing decisions, 

followed by price which also has a significant effect. However, social media 

promotions do not have an influence on purchasing decisions. Simultaneously, the 

three independent variables have a significant influence on purchasing decisions. 

Among these three variables, brand awareness has the most dominant influence, 

with a regression coefficient of 0.638 

 

 

Keywords: Brand Awareness, Social Media Marketing, price, purchase Decision 
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