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ABSTRACT 

Dinda Marsyadiva Alsafina (2024). The Influence of Social Media Marketing, Brand 

Awareness, and Brand Image toward Purchase Decision of Buttonscarves Brand (Study on 

Instagram Followers of @buttonscarves_bjm ). Management Studies Program. Faculty of 

Economics and Business. Lambung Mangkurat University. Advisor: Raden Roro Yulianti 

Prihatiningrum.  

 This research was conducted to: (1) Analize the influence of social media marketing 

toward puchase decision of Buttonscarves brand, (2) Analize the influence of brand awareness 

toward puchase decision of Buttonscarves brand, (3) Analize the influence of brand image 

toward puchase decision of Buttonscarves brand, (4) Analize the influence of social media 

marketing, brand awareness, and brand image simultaneously toward puchase decision of 

Buttonscarves brand. 

 This type of research is quantitive research. The population is followers of 

@buttonscarves_bjm. The data is collected from 100 respondents. Sampling technique used in 

this study is purposive sampling. Data analysis technique using multiple linear regression 

analysis. 

The results of this study prove that (1) social media marketing has a positive and 

partially significant effect toward puchase decision of Buttonscarves brand, (2) brand 

awareness has a positive and partially significant effect toward puchase decision of 

Buttonscarves brand, (3) brand image has a positive and partially significant effect toward 

puchase decision of Buttonscarves brand, (4) social media marketing, brand awareness, and 

brand image has simultaneously effect toward puchase decision of Buttonscarves brand.  

 

Keywords: Social Media Marketing, Brand Awareness, Brand Image, Purchasing Decisions.   
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ABSTRAKSI 

Dinda Marsyadiva Alsafina (2024). Pengaruh Social Media Marketing, Brand Awareness, 

dan Brand Image Terhadap Keputusan Pembelian Brand Buttonscarves (Studi pada Followers 

Instagram @buttonscarves_bjm). Program Studi Manajemen. Fakultas Ekonomi dan Bisnis. 

Universitas Lambung Mangkurat. Pembimbing: Raden Roro Yulianti Prihatiningrum. 

 Penelitian ini bertujuan untuk: (1) Menganalisis pengaruh social media marketing 

terhadap keputusan kembelian brand Buttonscarves, (2) Menganalisis pengaruh brand 

awareness terhadap keputusan pembelian brand Buttonscarves, (3) Menganalisis pengaruh 

brand image terhadap keputusan pembelian brand Buttonscarves, (4) Menganalisis pengaruh 

social media marketing, brand awareness, dan brand image terhadap keputusan pembelian 

brand Buttonscarves. 

 Penelitian ini menggunakan metode kuantitatif. Populasi dalam penelitian ini adalah 

pengikut akun instagram @buttoscarves_bjm. Jumlah sampel pada penelitian ini sebanyak 100 

responden dengan menggunakan teknik purposive sampling. Teknik analisis data yang 

digunakan adalah analisis regresi linear berganda.  

 Hasil penelitian ini membuktikan bahwa (1) social media marketing berpengaruh 

positif dan signifikan terhadap keputusan pembelian brand Buttonscarves, (2) brand 

awareness berpengaruh positif dan signifikan terhadap keputusan pembelian brand 

Buttonscarves, (3) brand image berpengaruh positif dan signifikan terhadap keputusan 

pembelian brand Buttonscarves, (4) social media marketing, brand awareness, dan brand 

image berpengaruh secara simultan terhadap keputusan pembelian brand Buttonscarves. 

 

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