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ABSTRAK 

 

 

Permasalahan yang sedang dialami saat ini adalah penurunan penjualan 

dalam angka yang cukup besar dimulai sejak awal Bulan Maret 2020 dan 

mengalami puncak penurunan di Bulan April 2020 sebagai dampak dari Covid-19 

yang mewabah di Indonesia sehingga pada bulan April, Batik Smile sempat 

menutup gerai toko offline selama 2 minggu. Berdasarkan hasil prasurvey, 

didapatkan hasil bahwa faktor yang mempengaruhi keputusan pembelian menurut 

produk Batik Smile Semarang adalah brand image, store image dan social media 

marketing. Tujuan dilakukannya penelitian ini adalah untuk mengetahui pengaruh 

brand image, store image dan social media marketing terhadap keputusan 

pembelian produk Batik Smile Semarang. 

Teknik analisis yang akan digunakan adalah metode analisis regresi 

berganda. Populasi dalam penelitian ini adalah seluruh produk Batik Smile 

Semarang. Sedangkan penentuan sampel dilakukan dengan purposive sampling 

yaitu seluruh produk Batik Smile Semarang berjumlah 96 orang konsumen. 

Berdasarkan hasil penelitian yang telah dilakukan terhadap keputusan 

pembelian konsumen Batik Smile, didapatkan kesimpulan bahwa brand image, 

social media marketing, dan store image secara bersama-sama berpengaruh positif 

dan signifikan terhadap keputusan pembelian konsumen Batik Smile. Brand image, 

store image dan social media marketing secara parsial berpengaruh positif dan 

signifikan terhadap keputusan pembelian produk Batik Smile Semarang. 

 

Kata Kunci : keputusan pembelian, brand image, store image, social media 

marketing 
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ABSTRACT 

 

 

The problem that is currently being experienced is the decline in sales in a fairly 

large number starting from the beginning of March 2020 and experiencing a peak of 

decline in April 2020 as a result of the Covid-19 that is endemic in Indonesia so that 

in April, Batik Smile had time to close offline store outlets. for 2 weeks. Based on the 

results of the pre-survey, it is found that the factors that influence purchasing decisions 

according to Batik Smile Semarang products are brand image, store image and social 

media marketing. The purpose of this study was to determine the effect of brand image, 

store image and social media marketing on purchasing decisions for Batik Smile 

Semarang products. 

The analysis technique that will be used is the multiple regression analysis 

method. The population in this study were all Batik Smile Semarang products. While 

the determination of the sample is done by purposive sampling, namely all products of 

Batik Smile Semarang totaling 96 consumers. 

Based on the results of research that has been carried out on consumer 

purchasing decisions of Batik Smile, it is concluded that brand image, social media 

marketing, and store image together have a positive and significant effect on consumer 

purchasing decisions of Batik Smile. Brand image, store image and social media 

marketing partially have a positive and significant effect on purchasing decisions for 

Batik Smile Semarang products. 

 

Keywords: purchase decisions, brand image, store image, social media marketing 

  

 

 

 

 

 

 


