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ABSTRAK

Fadhil Wahyu Ihsani, 2210412310037, 2026. Pengaruh Brand Image dan
Social Media Marketing TikTok Terhadap Keputusan Pembelian Kopi Kenangan di
Cabang Kantor Pos Banjarmasin, di bawah bimbingan: Muhammad Hasanur Arifin.

Penelitian ini menguji pengaruh brand image dan social media marketing
TikTok terhadap keputusan pembelian Kopi Kenangan di cabang kantor pos
Banjarmasin secara parsial dan simultan. Penelitian ini menggunakan pendekatan
kuantitatif. Sampel pada penelitian ini berjumlah 100 responden yang berdomisli di
Kota Banjarmasin. Pengumpulan data dilakukan dengan menggunakan kuesioner
dan dianalisis dengan metode regresi linear berganda.

Hasil penelitian menunjukkan brand image dan social media marketing
berpengaruh signifikan secara parsial terhadap keputusan pembelian Kopi
Kenangan di cabang kantor pos Banjarmasin. Secara simultan brand image dan
social media marketing berpengaruh signifikan terhadap keputusan pembelian Kopi
Kenangan di cabang kantor pos Banjarmasin.

Kata kunci: Brand Image, Social Media Marketing, Keputusan Pembelian.
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ABSTRACT

Fadhil Wahyu Thsani, 2210412310037, 2026. The Influence of Brand Image
and TikTok Social Media Marketing on Purchase Decisions for Kopi Kenangan at
the Banjarmasin Post Office Branch, under the guidance of Muhammad Hasanur
Arifin.

This study examines the influence of brand image and TikTok social media
marketing on purchase decisions for Kopi Kenangan at the Banjarmasin Post
Office branch, partially and simultaneously. This study used a quantitative
approach. The sample consisted of 100 respondents residing in Banjarmasin City.
Data were collected using a questionnaire and analyzed using multiple linear
regression.

The results show that brand image and social media marketing have a
significant partial influence on purchase decisions for Kopi Kenangan at the
Banjarmasin Post Office branch. Simultaneously, brand image and social media
marketing have a significant influence on purchase decisions for Kopi Kenangan at
the Banjarmasin Post Olffice branch.

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