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ABSTRACT 

 

Social media promotion in digital marketing nowadays helps make pu ìrchasing 

decisions for certain produ ìcts or services, especially in the fashion sector. Brand image 

also helps improve pu ìrchasing decisions for consu ìmers. This research aims to find ou ìt 

whether social media promotion has a significant effect on pu ìrchasing decisions for 

Sch fashion produ ìcts with brand image as a mediating variable, u ìsing techniqu ìes of 

struìctuìral equìation modeling with the help of analytical tools SMART PLS 4. This type 

of research is quìantitative with a sample size of 110 respondents and uìses a puìrposive 

sampling techniqu ìe. Research data was obtained throu ìgh a quìestionnaire in the form 

of a Google form which was distribu ìted to Sch consuìmers on Tiktok. The research 

resuìlts show that social media promotion has a positive and significant effect on 

puìrchasing decisions, social media promotion has a positive and significant effect on 

brand image, brand image has a positive and significant effect on pu ìrchasing 

decisions, and social media promotion has a positive and significant effect on 

puìrchasing decisions throu ìgh brand image as a mediating variable 
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ABSTRAK 

 

Social media promotion dalam pemasaran digital di zaman sekarang membantuì 

muìncuìlnya kepuìtuìsan pembelian pada produìk atauì jasa tertentuì, khuìsuìsnya 

dalam bidang fashion. Brand image juìga membantuì meningkatkan kepuìtuìsan 

pembelian bagi konsuìmen. Penelitian ini bertuìjuìan uìntuìk mengetahuìi apakah 

social media promotion berpengaruìh signifikan terhadap kepuìtuìsan pembelian 

produìk fashion Sch dengan brand image sebagai variabel mediasi, dengan 

mengguìnakan teknik struìctuìral equìation modeling dengan bantuìan alat analisis 

Smart PLS 4. Jenis penelitian ini adalah kuìantitatif dengan juìmlah sampel sebanyak 

110 responden dan mengguìnakan teknik sampel puìrposive sampling. Data penelitian 

diperoleh melaluìi kuìesioner dalam bentuìk google form yang disebarkan kepada 

konsuìmen Sch di Tiktok. Hasil penelitian menuìnjuìkkan bahwa social media 

promotion berpengaruìh positif dan signifikan terhadap kepuìtuìsan pembelian, social 

media promotion berpengaruìh positif dan signifikan terhadap brand image, brand 

image berpengaruìh positif dan signifikan terhadap kepuìtuìsan pembelian, dan social 

media promotion berpengaruìh positif dan signifikan terhadap kepuìtuìsan pembelian 

melaluìi brand image sebagai variabel mediasi. 

Kata kunci: social media promotion, keputusan pembelian, brand image 
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