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ABSTRAK

Muhamad Rizki Nomor Induk Mahasiswa 20200510277. Judul skripsi
“Pengaruh Digital Marketing dan Citra Merek Terhadap Keputusan
Pembelian Smartphone Merek IPhone”. Dibimbing oleh Ibu Dr.Hj. Lili
Karmela Fitriani, S.E., M.Si dan Bapak Tatang Rois, S.E., M.Si Program Studi
Manajemen, Fakultas Ekonomi dan Bisnis, Universitas Kuningan.

Tujuan yang ingin dicapai adalah untuk mengetahui pengaruh digital marketing dan
citra merek baik secara parsial ataupun simultan terhadap keputusan pembeliaan
smartphone merek iPhone. Adapun hipotesis yang diajukan penulis dalam
penelitian ini adalah digital marketing dan citra merek berpengaruh positif terhadap
keputusan pembelian, digital marketing berpengaruh positif terhadap keputusan
pembelian, serta citra merek berpengaruh secara simultan terhadap keputusan
pembelian. Penelitian ini dilakukan menggunakan metode penelitian yang
digunakan dalam penelitian ini adalah metode deskriptif kuantitatif. Populasi dalam
penelitian yaitu tidak diketahui secara pasti. Sampel penelitian ini menggunakan
formula lemeshow yitu 100 responden. Teknik pengumpulan data menggunakan
angket dengan teknik analisis data melalui regresi linier berganda. Hasil pengujian
menunjukan bahwa: digital marketing dan citra merek secara simultan berpengaruh
terhadap keputusan pembelian, digital marketing berpengaruh positif dan signifikan
terhadap keputusan pembelian, serta citra merek berpengaruh positif dan signifikan
terhadap keputusan pembelian.

Kata Kunci : Digital Marketing, Citra Merek dan Keputusann Pembelian.



ABSTRACT

Muhamad Rizki Student Identification Number 20200510277. Thesis title *"The
Influence of Digital Marketing and Brand Image on the Decision to Purchase an
IPhone Brand Smartphone™. Supervised by Mrs. Dr. Hj. Lili Karmela Fitriani,
S.E., M.Si and Mr Tatang Rois, S.E., M.Si Management Study Program, Faculty
of Economics and Business, Kuningan University.

The aim to be achieved to determine the influence of digital marketing and brand
image, either partially or simultaneously, on the decision to purchase an iPhone
smartphone. The hypothesis proposed by the author in this research is that digital
marketing and brand image have a positive influence on purchasing decisions,
digital marketing has a positive influence on purchasing decisions, and brand
image simultaneously influences purchasing decisions. This research was
conducted using the research method used in this research, namely the quantitative
descriptive method. The population in the study is not known for certain. This
research sample used the Lemeshow formula, namely 100 respondents. The data
collection technique used a questionnaire with data analysis techniques through
multiple linear regression. The test results show that: digital marketing and brand
image simultaneously have influence on purchasing decisions, digital marketing
has a positive and significant influence on purchasing decisions as well as brand
image has a positive and significant influence on purchasing decisions.

Keywords: Digital Marketing, Brand Image and Purchasing Decisions.
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