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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Image, 

Sales Promotion, dan Influencer Marketing terhadap Keputusan 

Pembelian produk MILLS Official Shop di Shopee pada konsumen 

Generasi Z di Surabaya. Penelitian ini menggunakan metode 

kuantitatif dengan pendekatan asosiatif. Data diperoleh melalui 

penyebaran kuesioner kepada responden yang memenuhi kriteria 

penelitian menggunakan teknik Insidental sampling. Analisis data 

dilakukan melalui pengujian instrumen penelitian, uji asumsi klasik, 

analisis regresi linear berganda, serta pengujian hipotesis dengan 

bantuan program SPSS. Hasil penelitian menunjukkan bahwa Brand 

Image, Sales Promotion, dan Influencer Marketing secara parsial 

maupun simultan berpengaruh positif dan signifikan terhadap 

Keputusan Pembelian produk MILLS Official Shop di Shopee. 

Temuan penelitian menunjukkan bahwa citra merek yang baik, 

promosi penjualan yang menarik, serta penggunaan influencer yang 

tepat mampu meningkatkan keputusan pembelian konsumen Generasi 

Z. Selain itu, ketiga variabel tersebut memiliki kontribusi besar dalam 

memengaruhi keputusan pembelian konsumen pada platform e-

commerce Shopee. Berdasarkan hasil penelitian, MILLS Official 

Shop disarankan untuk memperkuat citra merek, meningkatkan 

kreativitas promosi penjualan, serta memilih influencer yang relevan 

dengan target pasar Generasi Z agar mampu meningkatkan daya saing 

merek lokal secara berkelanjutan di platform e-commerce Indonesia. 

Penelitian ini diharapkan dapat menjadi referensi bagi perusahaan 

dalam menyusun strategi pemasaran digital yang efektif, inovatif, dan 

kompetitif di masa depan. 

 

Kata Kunci: Brand Image, Sales Promotion, Influencer Marketing, 

Keputusan Pembelian. 

 

 

 



 

 

 

 

 

 

ABSTRACT 

This study aims to analyze the influence of Brand Image, Sales Promotion, 

and Influencer Marketing on Purchase Decisions of MILLS Official Shop 

products on Shopee among Generation Z consumers in Surabaya. This study 

uses a quantitative method with an associative approach. Data were obtained 

through distributing questionnaires to respondents who met the research 

criteria using the Incidental sampling technique. Data analysis was carried 

out through research instrument testing, classical assumption testing, 

multiple linear regression analysis, and hypothesis testing with the help of the 

SPSS program. The results of the study indicate that Brand Image, Sales 

Promotion, and Influencer Marketing partially and simultaneously have a 

positive and significant effect on Purchase Decisions of MILLS Official Shop 

products on Shopee. The research findings indicate that a good brand image, 

attractive sales promotions, and the use of appropriate influencers can 

increase the purchasing decisions of Generation Z consumers. In addition, 

these three variables have a significant contribution in influencing consumer 

purchasing decisions on the Shopee e-commerce platform. Based on the 

results of the study, MILLS Official Shop is advised to strengthen its brand 

image, increase the creativity of sales promotions, and choose influencers 

relevant to the Generation Z target market in order to be able to increase the 

competitiveness of local brands sustainably on the Indonesian e-commerce 

platform. This research is expected to be a reference for companies in 

developing effective, innovative, and competitive digital marketing strategies 

in the future. 

 

Keyword: Brand Image, Sales Promotion, Sales Promotion, Purchase 

Decision. 
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