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ABSTRAK 

Penelitian ini ditujukan guna mengkaji pengaruh social media marketing dan brand 

awareness terhadap keputusan pembelian dengan minat beli sebagai variabel 

intervening di Café Downtown Malang. Penelitian kuantitatif ini mengaplikasikan 

pendekatan deskriptif dengan sampel sejumlah 100 responden yang dipilih melalui 

teknik accidental sampling. Data tehimpun lewat kuesioner dan dianalisis dengan 

analisis jalur melalui bantuan software SmartPLS 3.0. Temuan penelitian 

mengindikasikan bahwasanya social media marketing tidak berdampak signifikan 

pada keputusan pembelian, tetapi memiliki pengaruh positif signifikan pada minat 

beli. Selain itu, social media marketing berpengaruh signifikan pada keputusan 

pembelian melalui minat beli. Brand awareness ditemukan mempunyai pengaruh 

positif yang signifikan pada keputusan pembelian serta minat beli. Brand 

awareness juga berpengaruh signifikan pada keputusan pembelian melalui minat 

beli. Minat beli sendiri berpengaruh positif yang signifikan pada keputusan 

pembelian. 

 

Kata Kunci : Social Media Marketing, Brand Awareness, Keputusan Pembelian, 

Minat Beli  
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ABSTRACT 

This research examines the impact of social media marketing and brand awareness 

on purchasing decisions, with purchase intention as an intervening variable at Café 

Downtown Malang. This quantitative study employs a descriptive approach with 

100 respondents selected through accidental sampling. Data is collected via 

questionnaires and analyzed using path analysis with the assistance of SmartPLS 

3.0 software. The research findings indicate that social media marketing does not 

significantly affect purchasing decisions but significantly influences purchase 

intention. Additionally, social media marketing significantly affects purchasing 

decisions through purchase intention. Brand awareness is found to have a positive 

and significant impact on purchasing decisions and purchase intention. Brand 

awareness also significantly influences purchasing decisions through purchase 

intention. Purchase intention itself has a positive and significant impact on 

purchasing decisions. 

 

Keywords: Social Media Marketing, Brand Awareness, Purchase Decision, 

Purchase Intention  
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