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ABSTRAK 

Tujuan dari penelitian ini bertujuan untuk menganalisis pengaruh citra merek, harga, 

dan promosi melalui media sosial Tiktok terhadap keputusan pembelian. Penelitian 

ini diolah menggunakan software SmartPLS 3. Populasi dalam penelitian ini adalah 

konsumen Robusto Coffee Malang. Teknik pengumpulan data penelitian ini 

menggunakan sebaran kuesioner melalui google form. Teknik pengambilan sampel 

dilakukan menggunakan metode purposive sampling dengan sample sebanyak 100 

orang. Berdasarkan pengujian variabel, hasil penelitian menunjukkan bahwa citra 

merek, harga, dan promosi sosial media TikTok berpengaruh signifikan dan positif 

terhadap keputusan pembelian konsumen di Robusto Coffee. Diharapkan penelitian 

ini dapat memberikan kontribusi bagi perusahaan sebagai informasi dalam memahami 

perilaku konsumennya, serta menambah wawasan dan referensi pengetahuan 

penelitian selanjutnya dalam bidang pemasaran. 

Kata Kunci : Citra Merek, Harga, Promosi Tiktok, Keputusan Pembelian 
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ABSTRACT 

The purpose of this research are to analyze the effect of brand image, price, and 

promotion through Tiktok social media on purchasing decisions. The population in 

this study were consumers of Robusto Coffee Malang. This research data collection 

technique uses a questionnaire distribution via google form. The sampling technique 

was carried out using purposive sampling method with a sample of 100 people. Based 

on variable testing, the results showed that brand image, price, and TikTok social 

media promotion have a significant and positive effect on consumer purchasing 

decisions at Robusto Coffee. It is hoped that this research can contribute to 

companies as information in understanding consumer behavior, as well as add insight 

and reference to the knowledge of further research in the field of marketing. 

Keywords: Brand Image, Price, Tiktok Promotion, Purchase Decision 
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