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ABSTRAK 

 

Indra Yolanda Pristiawati. 201910325116. Pengaruh Brand equity Dan 

Social Media Marketing Terhadap Minat Beli Melalui Citra Merek (Studi Pada 

Brand focallure Di Universitas Bhayangkara Jakarta Raya).  

Pada tahun 2019, penjualan kosmetik di indonesia mencapai angka Rp. 50 

triliun, meningkat 7% pada tahun sebelumnya. Dalam data yang ada produk 

Focallure masih menduduki peringkat terbawah dari pesaing lainya. Salah satu 

yang  mempengaruhi penjualan produk Focallure adalah kurangnya distribusi fisik 

mereka di toko-toko kosmetik yang lebih terkenal dan banyak dikunjungi 

konsumen. Hal ini dapat menyulitkan konsumen dalam mencari dan membeli 

produk Focallure. Penelitian ini bertujuan untuk mengeksplorasi pengaruh brand 

equity dan Social Media Marketing terhadap minat beli konsumen, serta pengaruh 

brand equity dan Social Media Marketing terhadap citra merek. Penelitian ini 

menggunakan metode penelitian kuantitatif dengan pendekatan eksplanatori dan 

desain penelitian cross-sectional. Sampel penelitian terdiri dari 137 responden yang 

dipilih menggunakan teknik convenience sampling. Instrumen penelitian berupa 

kuesioner yang telah diuji validitas dan reliabilitasnya. Analisis data dilakukan 

menggunakan metode Partial Least Squares (PLS) dengan bantuan software 

SmartPLS 3. Hasil penelitian menunjukkan bahwa brand equity dan Social Media 

Marketing memiliki pengaruh signifikan terhadap citra merek. Selain itu, brand 

equity dan citra merek juga memiliki pengaruh signifikan terhadap minat beli 

konsumen. Selanjutnya, Social Media Marketing juga memiliki pengaruh 

signifikan terhadap minat beli konsumen. Penelitian ini menyimpulkan bahwa 

brand equity, Social Media Marketing, dan citra merek secara positif memengaruhi 

minat beli konsumen pada merek Focallure. Dengan memahami pentingnya 

membangun brand equity dan citra merek yang positif serta memanfaatkan Social 

Media Marketing secara efektif, perusahaan dapat meningkatkan minat beli 

konsumen terhadap produk mereka. 

 

Kata kunci: brand equity, social media marketing, citra merek, minat beli, 

Focallure. 
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ABSTRACT 

Indra Yolanda Pristiawati. 201910325116. The Influence of Brand Equity 

and Social Media Marketing on Purchase Intention through Brand Image (A Study 

on the Focallure Brand at Bhayangkara University Jakarta Raya). 

 In 2019, the cosmetics sales in Indonesia reached Rp. 50 trillion, showing 

a 7% increase compared to the previous year. However, according to available 

data, Focallure products still ranked lowest among their competitors. One of the 

factors affecting Focallure's product sales is the limited physical distribution in 

well-known and frequently visited cosmetic stores, making it difficult for consumers 

to find and purchase Focallure products. This study aims to explore the influence 

of brand equity and Social Media Marketing on consumer purchase intention, as 

well as the influence of brand equity and Social Media Marketing on brand image. 

This research adopts a quantitative research method with an explanatory approach 

and a cross-sectional research design. The research sample consists of 137 

respondents selected using convenience sampling technique. The research 

instrument is a questionnaire that has been tested for validity and reliability. Data 

analysis is conducted using the Partial Least Squares (PLS) method with the 

assistance of SmartPLS 3 software. The results of the study show that brand equity 

and Social Media Marketing have a significant influence on brand image. 

Furthermore, brand equity and brand image also have a significant influence on 

consumer purchase intention. Additionally, Social Media Marketing has a 

significant influence on consumer purchase intention as well. The study concludes 

that brand equity, Social Media Marketing, and brand image positively influence 

consumer purchase intention towards the Focallure brand. By understanding the 

importance of building positive brand equity and brand image, as well as effectively 

utilizing Social Media Marketing, companies can enhance consumer purchase 

intention towards their products. 

 

Keywords: brand equity, social media marketing, brand image, purchase intention, 

Focallure. 
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