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Abstract 
This study was conducted to analyze the effect of social media marketing and 

product quality on purchase decision with purchase intention as a mediating 

variable among Mytafash_Up consumers in Pamekasan Regency. This research 

uses a quantitative approach with Partial Least Squares (PLS-SEM) and involves 

140 respondent. The results show that product quality has a positive and significant 

effect on purchase intention (β = 0.685; t = 7.395) and purchase decision (β = 

0.412; t = 4.249), while purchase intention significantly affects purchase decision 

(β = 0.463; t = 5.333). Social media marketing significantly influences purchase 

intention (β = 0.215; t = 2.363) but does not significantly affect purchase decision. 

These findings indicate that product quality is the most influential factor, while 

social media marketing mainly increases consumer interest. This study highlights 

the importance of improving product quality and optimizing digital marketing 

strategies to influence consumer purchasing behavior. 

 

Keywords — social media marketing; product quality; purchase intention; 

purchase decision 
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Abstrak 
Penelitian ini telah dilakukan untuk menganalisis pengaruh social media marketing dan 

kualitas produk terhadap keputusan pembelian dengan minat beli sebagai variabel mediasi 

pada konsumen Mytafash_Up di Kabupaten Pamekasan. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode Partial Least Squares (PLS-SEM) serta melibatkan 

100 responden. Hasil penelitian menunjukkan bahwa kualitas produk berpengaruh positif 

dan signifikan terhadap minat beli (β = 0.685; t = 7.395) dan keputusan pembelian (β = 

0.412; t = 4.249), serta minat beli berpengaruh signifikan terhadap keputusan pembelian (β 

= 0.463; t = 5.333). Sementara itu, social media marketing berpengaruh signifikan terhadap 

minat beli (β = 0.215; t = 2.363), namun tidak berpengaruh signifikan terhadap keputusan 

pembelian. Temuan ini menunjukkan bahwa kualitas produk merupakan faktor paling 

dominan, sedangkan social media marketing lebih berperan dalam meningkatkan minat 

konsumen. Penelitian ini menegaskan pentingnya peningkatan kualitas produk dan 

optimalisasi strategi pemasaran digital dalam memengaruhi perilaku pembelian 

konsumen.. 

 

Kata Kunci — social media marketing; kualitas produk; minat beli; keputusan 

pembelian. 
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