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ABSTRAK 

GILDAN RONISETYA RAMDANI. 20220510117. “Pengaruh Promosi 

Penjualan Digital dan Citra Merek Terhadap Keputusan Pembelian 

Konsumen Dengan Intensitas Penggunaan Sebagai Moderasi (Studi pada 

Konsumen Tokopedia di Kabupaten Kuningan)”. Pembimbing Dr. Dadang 

Suhardi, S.E., M.M dan Dr. Munir Nur Komarudin, S.Pd., M.M. Program 

Studi Manajemen, Fakultas Ekonomi dan Bisnis, Universitas Kuningan, 2026 

 

Penelitian ini bertujuan untuk menganalisis pengaruh promosi penjualan digital dan 

citra merek terhadap keputusan pembelian konsumen Tokopedia di Kabupaten 

Kuningan serta menguji peran intensitas penggunaan sebagai variabel moderasi. 

Penelitian ini menggunakan metode kuantitatif dengan pendekatan survei. Teknik 

pengumpulan data dilakukan melalui penyebaran kuesioner kepada konsumen 

Tokopedia di Kabupaten Kuningan dengan teknik Purposive Sampling. Data 

dianalisis menggunakan analisis regresi linear berganda dan Moderated Regression 

Analysis (MRA). Hasil penelitian menunjukkan bahwa promosi penjualan digital 

dan citra merek berpengaruh positif dan signifikan terhadap keputusan pembelian 

konsumen Tokopedia. Sementara itu, intensitas penggunaan tidak mampu 

memoderasi pengaruh promosi penjualan digital maupun citra merek terhadap 

keputusan pembelian. Temuan penelitian ini memperkuat teori pemasaran digital 

dan Brand Equity bahwa stimulus promosi serta persepsi positif terhadap merek 

memiliki peran penting dalam membentuk keputusan pembelian konsumen e-

commerce. Secara praktis, hasil penelitian dapat menjadi bahan pertimbangan bagi 

Tokopedia dalam meningkatkan strategi promosi penjualan digital dan penguatan 

citra merek. Penelitian selanjutnya disarankan menambahkan variabel lain seperti 

customer trust, electronic word of mouth, atau customer experience agar model 

penelitian menjadi lebih komprehensif. 

 

Kata Kunci: Promosi Penjualan Digital, Citra Merek, Intensitas Penggunaan, 

Keputusan Pembelian, Tokopedia 
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ABSTRACT 

Gildan Ronisetya Ramdani. 20220510117. “The Influence of Digital Sales 

Promotion and Brand Image on Consumer Purchase Decisions with Usage 

Intensity as a Moderating Variable (A Study on Tokopedia Consumers in 

Kuningan Regency)”. Pembimbing Dr. Dadang Suhardi, S.E., M.M dan Dr. 

Munir Nur Komarudin, S.Pd., M.M. Program Studi Manajemen, Fakultas 

Ekonomi dan Bisnis, Universitas Kuningan, 2026 

 

This study aimed to analyze the influence of digital sales promotion and brand 

image on Tokopedia consumers' purchase decisions in Kuningan Regency and to 

examine the role of usage intensity as a moderating variable. The study employed 

a quantitative method with a survey approach. Data were collected through 

questionnaires distributed to Tokopedia consumers in Kuningan Regency using a 

purposive sampling technique. The data were analyzed using multiple linear 

regression analysis and Moderated Regression Analysis (MRA). 

The results indicated that digital sales promotion and brand image had a positive 

and significant effect on Tokopedia consumers' purchase decisions. Meanwhile, 

usage intensity was not able to moderate the influence of either digital sales 

promotion or brand image on purchase decisions. The findings reinforced digital 

marketing theory and Brand Equity Theory by demonstrating that promotional 

stimuli and positive brand perceptions played important roles in shaping 

consumers' purchase decisions in e-commerce platforms. 

Practically, the results could serve as a reference for Tokopedia in improving its 

digital sales promotion strategies and strengthening its brand image. Future studies 

were recommended to include other variables, such as customer trust, electronic 

word of mouth, and customer experience, in order to develop a more comprehensive 

research model. 

 

Keywords: Digital Sales Promotion, Brand Image, Usage Intensity, Purchase 

Decision, Tokopedia 
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