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Abstrak 

Penelitian ini bertujuan untuk : (1) mengetahui pengaruh promosi sosial media 

terhadap keputusan pembelian. (2) mengetahui pngaruh lokasi terhadap keputusan 

pembelian. (3) mengetahui pengaruh minat beli terhadap keputusan pembelian. (4) 

mengetahui peran mediasi minat beli terhadap hubungan promosi sosial media 

terhadap keputusan pembelian. (5) mengetahui peran mediasi minat beli terhadap 

hubungan lokasi terhadap keputusan pembelian. Penelitian ini menggunakan 

metode kuantitatif dengan pendekatan deskriptif. Metode analisis yang 

digunakanan adalah metode macro hayes dengan alat bantu SPSS 25. Dari 

penelitian tersebut diperoleh hasil (1) promosi sosial media berpengaruh positif 

signifikan terhadap keputusan pembelian. (2) lokasi berpengaruh positif signifikan 

terhadap keputusan pembelian. (3) minat beli berpengaruh positif signifikan 

terhadap keputusan pembelian. (4) minat beli memediasi pengaruh promosi sosial 

media terhadap keputusan pembelian. (5) minat beli memediasi pengaruh lokasi 

terhadap keputusan pembelian. 

Kata Kunci – Promosi Sosial Media, Lokasi, Minat Beli, Keputusan Pembelian 
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Abstract 

This research aims to: (1) determine the influence of social media promotions on 

purchasing decisions. (2) knowing the influence of location on purchasing 

decisions. (3) determine the influence of purchasing intention on purchasing 

decisions. (4) determine the mediating role of purchasing intention in the 

relationship between social media promotion and purchasing decisions. (5) 

determine the mediating role of purchasing intention in the relationship between 

location and purchasing decisions. This research uses quantitative methods with a 

descriptive approach. The analytical method used is the Macro Hayes method with 

SPSS 25 tools. From this research, the results obtained are (1) that social media 

promotion has a significant positive effect on purchasing decisions. (2) location has 

a significant positive effect on purchasing decisions. (3) purchase intention has a 

significant positive effect on purchasing decisions. (4) purchasing intention 

mediates the influence of social media promotion on purchasing decisions. (5) 

Purchase intention mediates the influence of location on purchasing decisions. 

 

Keywords – Social Media Promotion, Location, Purchase Intention, Purchase 

Decision 
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