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Abstrak. 

Penelitian ini bertujuan untuk mengetahui pengaruh social media 

marketing dan kualitas layanan terhadap keputusan pembelian dengan brand 

image sebagai variabel mediasi. Penelitian ini menggunakan metode 

pengumpulan data dengan menyebarkan kuesioner. Populasi dan sampel yang 

digunakan dalam penelitian ini adalah semua masyarakat di kota Padang yang 

sudah pernah melakukan pembelian produk pada Tekape Coffee and Eatery di 

kota Padang yang berjumlah sebanyak 80 responden. Metode analisa data dalam 

penelitian ini menggunakan SmartPLS, yang meliputi Analisis Deskriptif 

Measurement Model Assessment, R Square dan Structural Model Assessment. 

Dari hasil pengujian dapat disimpulkan bahwa social media marketing tidak 

berpengaruh positif terhadap keputusan pembelian, kualitas layanan berpengaruh 

positif terhadap keputusan pembelian, social media marketing berpengaruh 

positif terhadap brand image , kualitas layanan berpengaruh positif terhadap 

brand image, brand image tidak berpengaruh positif terhadap keputusan 

pembelian, brand image tidak memediasi hubungan antara social media 

marketing dengan keputusan pembelian serta brand image tidak memediasi 

hubungan antara kualitas layanan dengan keputusan pembelian produk pada 

Tekape Coffee and Eatery 

Kata Kunci: Social Media Markerting, Kualitas Layanan, Keputusan Pembelian 

dan Brand Image  
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ABSTRACT 

This research aims to investigate the influence of social media marketing and 

service quality on purchase decisions, with brand image as the mediating variable. 

The data for this study were collected using a questionnaire survey. The population 

and sample for this research are all individuals in the city of Padang who have 

made product purchases at Tekape Coffee and Eatery in Padang, amount  80 

respondents. The data analysis method used in this study is SmartPLS, which 

includes Descriptive Analysis of the Measurement Model Assessment, R Square, 

and Structural Model Assessment. Based on the test results, it can be concluded 

that social media marketing does in significant on purchase decisions. On the other 

hand, service quality has a  significant on purchase decisions. Social media 

marketing has a significant on brand image, while service quality also has a 

significant on brand image. However, brand image does not have a in significant 

effect on purchase decisions. Additionally, brand image does not mediate the 

relationship between social media marketing and purchase decisions, nor does it 

mediate the relationship between service quality and purchase decisions for 

products at Tekape Coffee and Eatery 

 

Keyword: Social Media marketing, Service Quality, Purchase Decisions and 

Brand Image  
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