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ABSTRAK

Penelitian ini membahas tentang Pengaruh Promosi Online dan Social
media terhadap Keputusan Pembelian Produk Toko Sport. Tujuan penelitian ini
adalah untuk mengetahui seberapa besar pengaruh Promosi Online dan Social
Media Terhadap Keputusan Pembelian Produk Toko Sport.

Penelitian ini dilakukan pada dua toko sport yang ada di wilayah Jakarta,
waktu penelitian dilakukan pada bulan April sampai dengan bulan Juli 2021.
Metode yang digunakan dalam penelitian ini yaitu penelitian kuantitatif, dan
teknik pengumpulan datanya menggunakan kuesioner dengan jumlah sampel
sebanyak 75 responden. Pengolahan data menggunakan program SPSS 26. Hasil
penelitian menyimpulkan bahwa keputusan pembelian produk toko sport sebesar
55,4% dipengaruhi promosi online dan social media sisanya 44,6% diperkirakan
dipengaruhi oleh brand awareness, interaksi komunikasi, dan kepuasan
pelanggan.

Kata Kunci : Promosi Online, Social Media, WhatsApp, Keputusan
Pembelian, Kepuasan Pelanggan.



ABSTRACT

This study discusses the influence of online promotion and social media on
purchasing decisions for sports shop products. The purpose of this study was to
determine how big the influence of Online Promotion and Social Media on the
Purchase Decision of Sport Store Products.

This research was conducted at two sports shops in the Jakarta area, the
research was conducted from April to July 2021. The method used in this study
was quantitative research, and the data collection technique used a questionnaire
with a sample of 75 respondents. Data processing using SPSS 26 program. The
results of the study concluded that the decision to purchase sports shop products
by 55.4% was influenced by online promotions and social media, the remaining
44.6% was estimated to be influenced by brand awareness, communication
interaction, and customer satisfaction.

Keywords: Online Promotion, Social Media,WhatsApp, Purchase
Decision, Customer Satisfaction.
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