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PENGARUH SOCIAL MEDIA MARKETING TERHADAP
PURCHASE INTENTION DI MEDIASI OLEH
BRAND TRUST DAN BRAND IMAGE

PADA BRAND TOKOPEDIA

(Jonathan Lee)

ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh social media marketing
terhadap brand trust, brand image, dan purchase intention pada konsumen
Tokopedia. Penelitian ini menggunakan metode analisis Partial Least Squares
Structural Equation Modeling (PLS-SEM) dengan data yang diperoleh dari
survei terhadap 200 responden pengguna Tokopedia. Hasil penelitian
menunjukkan bahwa social media marketing berpengaruh positif dan
signifikan terhadap brand trust dan brand image, yang selanjutnya
berpengaruh positif terhadap purchase intention. Meskipun demikian,
pengaruh brand trust terhadap purchase intention memiliki nilai koefisien
sebesar 1,681, yang masih perlu ditingkatkan agar lebih signifikan.
Berdasarkan temuan ini, Tokopedia disarankan untuk terus meningkatkan
kualitas kampanye social media marketing, menjaga konsistensi dalam
komunikasi, serta memperkuat hubungan dengan konsumen guna
membangun brand trust yang lebih kuat dan meningkatkan niat beli.
Penelitian selanjutnya disarankan untuk menggali lebih dalam faktor-faktor
yang dapat memperkuat pengaruh brand trust terhadap purchase intention,
serta mengeksplorasi peran konten dan platform media sosial dalam
meningkatkan efektivitas pemasaran.

Kata kunci: Social media marketing, brand trust, brand image, purchase
intention, PLS-SEM.
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THE EFFECT OF SOCIAL MEDIA MARKETING
ON PURCHASE INTENTION MEDIATED BY
BRAND TRUST AND BRAND IMAGE

ON TOKOPEDIA

(Jonathan Lee)

ABSTRACT (English)

This study aims to examine the impact of social media marketing on brand
trust, brand image, and purchase intention among Tokopedia consumers. The
study uses Partial Least Squares Structural Equation Modeling (PLS-SEM)
analysis with data obtained from a survey of 200 Tokopedia users. The results
indicate that social media marketing has a positive and significant effect on
brand trust and brand image, which in turn positively influences purchase
intention. However, the effect of brand trust on purchase intention has a
coefficient value of 1.681, which still needs to be improved to be more
significant. Based on these findings, Tokopedia is recommended to
continuously improve the quality of social media marketing campaigns,
maintain consistency in communication, and strengthen relationships with
consumers to build stronger brand trust and increase purchase intention.
Future research is advised to further explore the factors that can strengthen
the impact of brand trust on purchase intention, as well as investigate the role
of content and social media platforms in enhancing marketing effectiveness.

Keywords: Social media marketing, brand trust, brand image, purchase
intention, PLS-SEM
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