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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh sosial media marketing, online
customer review, dan brand image terhadap keputusan pembelian pada akun
Jiniso.id di platform TikTok Shop di Kota Batam. Penelitian ini menggunakan
pendekatan kuantitatif deskriptif. Responden dalam penelitian ini adalah konsumen
yang pernah melakukan pembelian produk Jiniso.id melalui TikTok Shop, dengan
jumlah sampel sebanyak 100 orang yang diperoleh melalui teknik purposive
sampling dan perhitungan menggunakan rumus Lemeshow. Pengumpulan data
dilakukan melalui penyebaran kuesioner, kemudian dianalisis menggunakan uji
validitas, uji reliabilitas, uji asumsi klasik, uji regresi linier berganda, serta uji t dan
uji F untuk menguji hipotesis. Hasil penelitian dari analisis regresi linier berganda
menunjukkan bahwa sosial media marketing berpengaruh sebesar 22,6% terhadap
keputusan pembelian, online customer review memberikan kontribusi sebesar
34,3%, dan brand image memiliki pengaruh sebesar 30,0%. Dari analisis koefisien
determinasi (R?) secara keseluruhan, sosial media marketing, online customer
review, dan brand image menjelaskan 78,3% variasi dalam keputusan pembelian
konsumen. Uji t dan uji F menunjukkan bahwa masing-masing variabel 78,3%
berpengaruh positif dan signifikan, baik secara parsial maupun simultan, terhadap
keputusan pembelian produk Jiniso.id di TikTok Shop.

Kata Kunci: Brand Image, Keputusan Pembelian, Online Customer Review, Sosial
Media Marketing.



ABSTRACT

This study aims to determine the influence of social media marketing, online
customer reviews, and brand image on purchasing decisions on the Jiniso.id
account on the TikTok Shop platform in Batam City. This study uses a descriptive
quantitative approach. Respondents in this study were consumers who had
purchased Jiniso.id products through TikTok Shop, with a sample size of 100 people
obtained through purposive sampling techniques and calculations using the
Lemeshow formula. Data collection was carried out by distributing questionnaires,
then analyzed using validity tests, reliability tests, classical assumption tests,
multiple linear regression tests, and t-tests and F-tests to test the hypothesis. The
results of the study from multiple linear regression analysis showed that social
media marketing had an influence of 22.6% on purchasing decisions, online
customer reviews contributed 34.3%, and brand image had an influence of 30.0%.
From the overall coefficient of determination (R’) analysis, social media marketing,
online customer reviews, and brand image explained 78.3% of the variation in
consumer purchasing decisions. The t-test and F-test show that each variable has
a positive and significant effect of 78.3%, both partially and simultaneously, on the
decision to purchase Jiniso.id products at TikTok Shop.

Keywords: Brand Image, Online Customer Review, Purchase Decision, Social
Media Marketing.
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