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ABSTRAK 

    Penggunaan internet sebagai sarana pemasaran perusahaan dinilai lebih 

efektif dalam hal jangkauan pasar yang dilayani serta efisien dalam hal biaya 

promosi yang dikeluarkan. Keadaan inilah yang membuat semakin banyak 

perusahaan menggunakan internet (pemasaran online) sebagai sarana komunikasi 

produk atau jasa layanan perusahaan. 

Tujuan penelitian ini adalah  untuk mengetahui social media marketing 

instagram,  brand image dan kualitas pelayanan berpengaruh Terhadap Keputusan 

Pembelian  Pada Amstirdam Coffee Malang.     Populasi dalam penelitian ini adalah 

konsumen yang berkunjung di Amstirdam café. Teknik pengambilan sampel 

dilakukan dengan metode purposive sampling yakni   sebanyak 134 orang 

pelanggan  Teknik analisis data menggunakan statistic deskriptif dan analisis 

regresi dengan alat analisis Partial Least Square (PLS).   

 Hasil penelitian menunjukkan bahwa Social Media Marketing Instagram 

berpengaruh signifikan terhadap Keputusan Pembelian Amstirdam Coffee di 

Malang. Brand Image berpengaruh positif signifikan terhadap Keputusan 

Pembelian Amstirdam Coffee di Malang, dan Kualitas Pelayanan berpengaruh 

signifikan terhadap Keputusan Pembelian Amstirdam Coffee di Malang. Nilai R-

square Keputusan Pembelian sebesar 0,744  atau 74,4% ini menunjukkan bahwa 

variabel Keputusan Pembelian dapat dijelaskan oleh variabel Social Media 

Marketing Instagram, variabel Brand Image dan Kualitas Pelayanan sebesar 74,4% 

sedangkan sisanya 25,6% dapat dijelaskan dengan variabel lain yang tidak terdapat 

pada penelitian ini. 

 

Kata Kunci  Social media marketing instagram,  brand image, kualitas pelayanan, 

keputusan pembelian 
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ABSTRACT 

 

The use of the internet as a means of company marketing is considered 

more effective in terms of reaching target markets and cost efficiency in 

promotional activities. This situation has led to an increasing number of 

companies utilizing online marketing as a means of communicating their 

products or services. The aim of this research is to investigate the influence 

of Instagram social media marketing, brand image, and service quality on 

purchasing decisions at Amstirdam Coffee in Malang. The population in 

this study consists of customers who visit Amstirdam café. Sampling 

technique was conducted using purposive sampling method with 134 

customers. Data analysis technique used descriptive statistics and 

regression analysis with Partial Least Square (PLS) analysis tool. 

The research results indicate that Instagram social media marketing 

significantly influences purchasing decisions at Amstirdam Coffee in 

Malang. Brand image has a significant positive effect on purchasing 

decisions at Amstirdam Coffee in Malang, and service quality significantly 

influences purchasing decisions at Amstirdam Coffee in Malang. The R-

square value of purchasing decisions is 0.744 or 74.4%. This indicates that 

74.4% of the variation in purchasing decisions can be explained by the 

variables of Instagram social media marketing, brand image, and service 

quality, while the remaining 25.6% can be explained by other variables not 

included in this study. 

Keywords: Social media marketing Instagram, brand image, service 

quality, purchasing decision 
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