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ABSTRAK

Agref Valendra Putra, S.L.Kom. NPM 072520033. Pengaruh Social Media Marketing Dan
Characteristic Of Buyer Terhadap Keputusan Pembelian Melalui Minat Beli Di Kota Bogor
Pembimbing Dr. Ir. Sufrin Hannan, MM., EPC dan Dr. Ir. Hj. Yuary Farradia, M.Sc.

Tujuan penelitian ini adalah untuk mengetahui pengaruh Social Media Marketing dan Characteristic
Of Buyer terhadap Keputusan Pembelian melalui Minat Beli. Populasi penelitian adalah 1583 pembeli
kamera sony di kota bogor dan sampel 319 pembeli. Pengumpulan data untuk setiap variabel yang
diteliti menggunakan kuesioner dengan skala penilaian. Teknik analisis data menggunakan teknik
analisis statistik deskriptif dan teknik analisis jalur (path analisys). Hasil penelitian menunjukkan: (a)
Terdapat pengaruh langsung positif signifikan Social Media Marketing terhadap Minat Beli dengan
nilai koefisien jalur sebesar By.1 = 0,170, (b) Terdapat pengaruh langsung positif signifikan
Characteristic Of Buyer terhadap Minat Beli dengan nilai koefisien jalur sebesar Byx2 = 0,620, (c).
Terdapat pengaruh langsung positif signifikan Social Media Marketing terhadap Keputusan Pembelian
dengan nilai koefisien jalur sebesar Bxi . = 0,115, (d). Terdapat pengaruh langsung positif signifikan
Characteristic Of Buyer terhadap Keputusan Pembelian dengan nilai koefisien jalur sebesar B, =
0,180, (e). Terdapat pengaruh langsung positif signifikan Minat Beli terhadap Keputusan Pembelian
dengan nilai koefisien jalur sebesar By, = 0,497, (f). Terdapat pengaruh tidak langsung positif Social
Media Marketing terhadap Keputusan Pembelian melalui Minat Beli dengan nilai zniung lebih besar
dari zabe atan 2,3144 > 1,96. Maka dapat disimpulkan Minat Beli memediasi pengaruh tidak langsung
Social Media Marketing terhadap Keputusan Pembelian dan (g). Terdapat pengaruh tidak langsung
positif Characteristic Of Buyer terhadap Keputusan Pembelian melalui Minat Beli dengan nilai Znitune
lebih besar dari Zipel atau 7,3536 > 1,96. Maka dapat disimpulkan Minat Beli memediasi pengaruh
tidak langsung antara Characteristic Of Buyer tethadap Keputusan Pembelian.

Kata Kunci : Social Media Marketing, Characteristic Of Buyer, Minat Beli, dan Keputusan Pembelian.



ABSTRACT

Agref Valendra Putra, S.1.Kom. NPM 072520033. The Influence of Social Media Marketing
and Characteristics of Buyers on Purchasing Decisions through Purchase Intentions in the City
of Bogor. Supervisor Dr. Ir. Sufrin Hannan, MM., EPC and Dr. Ir. Hj. Yuary Farradia, M.Sc.

The purpose of this research is to determine the influence of Social Media Marketing and
Buyer Characteristics on Purchase Decisions through Purchase Interest. The research
population was 1583 Sony camera buyers in the city of Bogor and a sample of 319 buyers.
Data collection for each variable studied used a questionnaire with a rating scale. The data
analysis technique uses descriptive statistical analysis techniques and path analysis techniques.
The research results show: (a) There is a significant positive direct influence of Social Media
Marketing on Purchase Interest with a path coefficient value of By.x1 = 0.170, (b) There is a
significant positive direct influence of Characteristics of Buyer on Purchase Interest with a
path coefficient value of By. x2 = 0.620, (c). There is a significant positive direct influence of
Social Media Marketing on Purchasing Decisions with a path coefficient value of fx1.z =
0.115, (d). There is a significant positive direct influence of Characteristics of Buyer on
Purchasing Decisions with a path coefficient value of Bx2.z = 0.180, (¢). There is a significant
positive direct effect of Purchase Interest on Purchase Decisions with a path coefficient value
of By.z = 0.497, (f). There is a positive indirect influence of Social Media Marketing on
Purchase Decisions through Purchase Interest with a zcount value greater than ztable or 2.3144
>1.96. So it can be concluded that Purchase Interest mediates the indirect influence of Social
Media Marketing on Purchase Decisions and (g). There is a positive indirect influence of
Characteristics of Buyer on Purchase Decisions through Purchase Interest with a zcount value
greater than ztable or 7.3536 > 1.96. So it can be concluded that Purchase Interest mediates
the indirect influence of Buyer Characteristics on Purchase Decisions.

Keywords: Social Media Marketing, Characteristics of Buyer, Purchase Interest, and Purchase
Decision
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