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Abstrak

Tujuan dari penelitian ini adalah untuk mendeskripsikan tanggapan konsumen tentang
promosi, keputusan pembelian dan brand awareness pada e-commerce Tokopedia,
mengetahui dan menganalisis pengaruh promosi terhadap keputusan pembelian,
pengaruh Brand Awareness terhadap keputusan pembelian, pengaruh promosi terhadap
brand awareness pembelian dan pengaruh promosi terhadap keputusan pembelian
melalui brand awareness sebagai mediasi. Penelitian yang digunakan dalam penelitian
ini yaitu pendekatan kuantitatif dengan jenis penelitian menurut tingkat penelitian
asosiatif. Populasi yang digunakan adalah konsumen di Kota Malang yang pernah
membeli produk di e-commerce Tokopedia. Teknik analisis data menggunakan analisis
rentang skala dan analisis jalur dengan menggunakan SPSS. Hasil analisis
menunjukkan bahwa keputusan pembelian masuk dalam kriteria mantap, promosi
masuk dalam kriteria sangat menarik dan brand awaraness masuk dalam kriteria baik.
Promosi tidak berpengaruh positif signifikan terhadap keputusan pembelian. Brand
awareness tidak berpengaruh . positif signifikan terhadap keputusan pembelian.
Promosi berpengaruh positif tehadap brand awareness dan brand awareness belum
cukup mampu sebagai variabel mediasi yang berpengaruh antara promosi terhadap
keputusan pembelian. Berdasarkan hasil ‘analisis dan Kesimpulan pada bab
pembahasan maka penulis mengajukan saran sebagai berikut, diharapkan konten yang
di tampilkan Tokopedia lebih sesuai kebutuhan konsumen, meningkatkan inovasi, dan
menampilkan produk yang lebih terpercaya.

Kata Kunci: Promosi, Brand Awareness dan Keputusan Pembelian



THE INFLUENCE OF PROMOTIONS ON PURCHASING DECISIONS WITH
BRAND AWARENESS AS A MEDIATION VARIABLE
(Study of Tokopedia e-commerce consumers in Malang city)

Mohammad Rizal Alauddin, Marsudi, Warsono

Management Study Program, Faculty of Economics and Business
Muhammadiyah University of Malang
Email: rizalgambli@gmail.com
Abstract

The purpose of this research is to describe consumer responses regarding promotions,
purchasing decisions and brand awareness on Tokopedia e-commerce, determine and
analyze the influence of promotions on purchasing decisions, the influence of Brand
Awareness on purchasing decisions, the influence of promotions on brand awareness
of purchases and the influence of promotions on purchasing decisions. purchases
through brand awareness as mediation. The research used in this research is a
quantitative approach with research types according to the associative research level.
The population used is consumers in Malang City who have purchased products on
Tokopedia e-commerce. Data analysis techniques use scale range analysis and path
analysis. The analysis results show that purchasing decisions fall into the good criteria,
promotions fall into the very attractive criteria and brand awareness falls into the good
criteria. Promotion does not have a significant positive effect on purchasing decisions.
Brand awareness does not have a significant positive effect on purchasing decisions.
Promotion has a positive effect on brand awareness and brand awareness is not
sufficient as a mediating variable that influences promotion on purchasing decisions.
Based on the results of the analysis and conclusions in the discussion chapter, the
author makes the following suggestions, it is hoped that the content displayed by
Tokopedia is more appropriate to consumer needs, increases innovation, and displays
more trusted products.

Keywords: Promotion, Brand Awareness and Purchasing Decisions
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