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ABSTRAK

Khaurat@Azizah Oktaviany / 21200371 / Pengaruh Social Media Marketing Terhadap
PurchaseX Intention Melalui Brand Image Pada Produk Maybelline di Jakarta / Dosen
g}nblmtﬁ'ng Dr. Abdulah Rakhman, S.TP., M.M.
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Daglam kemajuan teknologi, informasi dan komunikasi, perusahaan industri kosmetik
%hgrlg)ak&a perusahan yang terus meningkat tajam. Kemajuan teknologi, informasi, dan
@gﬁm@hlka@l dapat terlihat dengan munculnya social media. Salah satu merek kosmetik yang
Errtgn@gu@(an social media sebagai sarana pemasarannya adalah Maybelline. Maybelline
gr;@r@ak& perusahaan kecantikan terkemuka di dunia dan produk Maybelline sering kali
Zn“éngdl ﬁllhan pertama diantara produk dari brand lainnya. Sehingga, penulis tertarik untuk
%I%uk@i penelitian social media marketing terhadap purchase intention melalui brand image
3 a@rowk Maybelline.

a TEori yang digunakan untuk mendukung penelitian ini adalah marketing, social media
@tlng, brand image, dan purchase intention. Variabel dalam penelitian ini terbagi menjadi
aifu \arlabel independen, variabel dependen dan variabel mediasi. VVariabel independen
aﬁ pea'elltlan ini adalah social media marketing, variabel dependen dalam penelitian ini

Iah pBrchase intention, sedangkan variabel mediasi dalam penelitian ini adalah brand

d, uglp&gu%d uebuyy
|u§$l]&1.a@e>&qn.m]§_n

IMETIE]
z
D

§ Oﬁjek penelitian ini adalah konsumen yang belum pernah melakukan pembelian produk
Mybelllﬁe berusia minimal 17 tahun dan berdomisili di Jakarta. Sampel yang digunakan
gdaﬂam penelltlan ini adalah sebanyak 105 responden. Teknik pengumpulan data yang dilakukan
Gadalah manyebarkan kuesioner online berupa google form kepada responden dengan teknik
dolirposwe;samplmg
< 2 Hasil dari penelitian ini adalah variabel social media marketing memiliki pengaruh
gpé’sltlf terhadap purchase intention, brand image berpengaruh positif terhadap purchase
gr@entlo ocial media marketing memiliki pengaruh positif terhadap brand image, dan social
Tgfﬁédla marketmg memiliki pengaruh positif terhadap purchase intention melalui brand image
g)éja prcﬂUk Maybelline di Jakarta.
§ > ial media marketing dan pembentukan brand image yang dilakukan oleh
rJﬂ’l\@ybellﬂe sudah baik dalam menarik perhatian konsumen sehingga dapat menciptakan niat
go&nbellm konsumen.

0)
>

‘U

ep si

Kata Kutti: Social Media Marketing, Brand Image, Purchase Intention
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ABSTRACT

Khaurat@Azizah Oktaviany / 21200371 / The Influence of Social Media Marketing on
PurchaseZintention Through Brand Image of Maybelline Products in Jakarta / Advisor: Dr.
ﬁAgdulah Rakhman S.TP., M.M.

ﬂ

Irgthe advancement of technology, information and communication, cosmetic industry
n(i-g OL;:as a sector experiencing rapid growth. Technological advancements in information
ad @)mmunlcatlon are notably evident with the emergence of social media platforms. One of
hig c@smélc brands that uses social media as a marketing tool is Maybelline. Maybelline is a
d@g beauty company in the world and Maybelline’s products are frequently the preferred
i arong consumers when compared to those of other brands. So, the author is interested
ogdué_fing social media marketing research on purchase intention through the brand image
aybetﬂlne products.

“3. IrEthls study, the theory that the author uses are marketing, social media marketing,

ng i |mgge and purchase intention. The variables in this research are divided into 3, namely

e&ndﬁnt variables, dependent variables and mediating variables. The independent variable
his research is social media marketing, the dependent variable is purchase intention, while
edlamg variable is brand image.

T$ object of this research is consumers who have never purchased Maybelline
ductsare at least 17 years old and live in Jakarta. The sample used in this research was
resp¢§1dents The data collection technique used was distributing an online questionnaire
he form of a Google Form to respondents using a purposive sampling technique.

Tlge results of this research are that the social media marketing variable has a positive
uence%n purchase intention, brand image has a positive influence on purchase intention,
ial media marketing has a positive influence on brand image, and social media marketing
a positive influence on purchase intention through the brand image of Maybelline products

akarta.

imal media marketing and brand image formation carried out by Maybelline have
ven B#fective in capturing consumer attention, thereby fostering consumer purchase
ntiore
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