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The rapid development of social media marketing in this digital era provides many alternative
choices for potential customers. On the other hand, this makes the level of business
competition even tighter and various efforts are made by entrepreneurs to win the hearts of
their consumers. One of the strategies used is marketing through social media or social media
marketing (SMM). This research aims to review articles that discuss the influence of social
media marketing and price on purchasing decisions. The results of the literature review articles
in this study are 1) Social media marketing affects purchasing decisions, 2) Price has an effect
on purchasing decisions

1. INTRODUCTION

Today, the development of digital technology has
fundamentally changed the way companies market their
products and services to consumers. Social media has
become a highly influential platform in modern marketing
strategies, allowing companies to interact directly with
consumers and build more personalized relationships. Along
with the increasing internet penetration and social media
usage in Indonesia, companies are increasingly utilizing
these digital platforms to increase brand visibility and drive
consumer purchasing decisions.

On the other hand, price remains a crucial factor
influencing consumer purchasing behavior. According to
Tjiptono in the article (Buccieri and Park, 2022) Price is a
monetary unit or other measure (including goods and services)
that is exchanged to obtain ownership rights or use of a good
or service. This definition is in line with the concept of
exchange in marketing. According to Basu Swastha in the
article (Indriyani and Suri, 2020) Price is the amount of
money needed to get a certain combination of goods and
services.

According to Tuten (Narottama ef al., 2022), Social media
marketing can be defined as a form of online advertising that
utilizes the cultural context of social communities. This
includes various aspects such as social networks, virtual
worlds, social news sites, and platforms for sharing social
opinions, with the aim of achieving various communication
goals. According to Sufian in the article (Pertiwi and
Sulistyowati, 2021) social media marketing includes a series
of activities that include marketing, sales, customer service,
and public relations, utilizing social networks, online

communities, and various online collaborative media to
achieve broader goals.

According to Kosasih in the journal (Pertiwi and
Sulistyowati, 2021) purchasing decisions are a problem-
solving process and can be resolved through a process of
problem recognition, information seeking, alternative
assessment, purchase decisions and post-purchase evaluation.
According to Machfoedz in the journal (Keren and Sulistiono,
2019) purchasing decisions are a process of assessing and
choosing from various alternatives (products) available
according to consumer interests, to make a choice that is
considered the most profitable.

This study aims to analyze how social media marketing
and pricing strategies simultaneously influence consumer
purchasing decisions in the digital era. By understanding the
relationship between these two variables on purchasing
decisions, it is hoped that this research can provide valuable
insights for businesses in optimizing their marketing
strategies.

Through a quantitative approach and in-depth analysis,
this research will explore the extent to which social media
marketing is effective in influencing purchasing decisions, as
well as how price factors interact with digital marketing
strategies in shaping consumer preferences. The results of
this study are expected to make a significant contribution to
the development of more effective marketing strategies in the
digital era.

LITERATURE REVIEW

Definition of Social Media Marketing
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According to Jashari in the journal (Butarbutar and
Auditya, 2022) Social Media Marketing is an online media
used for long-distance communication needs, the process of
interaction between one user and another, and the acquisition
of information through special application devices on the
Internet network.All the table titles and figure captions
should be centered, Times New Roman font and 10 pts in
size. Just capitalize the first letter of words, phrases and
sentences which are included in tables and figures.

According to Gunelius in the journal (Haris, Pahriani and
Irsyad, 2022) Social Media Marketing or commonly referred
to as social media marketing is one type of marketing that can
be done to increase brand awareness by using social web
tools that can be done anywhere.Allow 10 pts spacing
between the table title and the table (or between the figure
and its caption). The equal spacing is allowed between the
table or figure and the following text.

According to Richter and Koch, 2007 in the journal
(Situmorang et al., 2018) in the journal (Elita Tarihoran et al.,
2021) states that social media is an internet facility, online
application, and media intended to facilitate interaction,
cooperation and sharing of information.

According to (Solis, 2011) in the journal (Aryani ef al.,
2023), there are four indicators of social media marketing.
First, the context is packaged and provides information using
appropriate  language and  information.  Second,
communication in creating content, which is not just
providing information but also engaging in other processes,
such as responding to content by providing likes and
comments. Third, collaboration, which is an effort made by
the creator with other parties to get satisfactory results or
achieve sales targets. Finally, connection is the creator
maintaining a good relationship with consumers, such as
maintaining communication with the audience through
interaction in content comments.

Customer loyalty has been widely studied by previous
researchers including: (Florensia and Utami, 2023),
(Mohamad Musa Abdullah, Dede R Oktini and Dedy Ansari
Harahap, 2022), (Mohamad Musa Abdullah, Dede R Oktini
and Dedy Ansari Harahap, 2022)(Hanief and Oktini, 2024),
(Paryanti, 2022), (M. Amir, 2019), (Budi, 2018), (Nurhayati,
2017).

Definition of Price

According to Kotler and Keller in the journal (Haris,
Pahriani and Irsyad, 2022) Price is the amount of money
given by consumers to sellers to get the benefits of the
products they buy.

According to Fandy Tjiptono in the journal (Novitasari,
2021) argues that price plays a dual role in marketing, namely
sales and information. The distribution role helps provide the
optimal solution for allocating purchasing power between
various types of services or goods, depending on the
consumer's ability, while the information role helps make
buyers aware of quality, this is useful when buyers have
difficulty in objectively assessing the elements and benefits
of a product.

Indicators of price perception according to (Muharam &
Soliha, 2017), in the journal (Pertiwi, Ali and Sumantyo,
2022) price perception can be measured through several
indicators consisting of: 1. Price Competitiveness, 2. Price
Compatibility with Price Benefits, 3. Price Matches Product
Quality.

Price Perception has been widely researched by previous
researchers including: (Mutiara, Hamid and Suardi, 2020),
(Putra, 2021), (Pardede et al., 2017), (Juniantara and
Sukawati, 2018), (Darmansah and Yosepha, 2020), (Savitri
and Wardana, 2018), (Pertiwi, Ali and Sumantyo, 2022),
(Palelu, Tumbuan and Jorie, 2022).

Definition of Purchase Decision

According to Kotler in the journal (Utami, 2019)
purchasing decisions are consumer behavior, namely the
purchasing behavior of end consumers, individuals and
households who buy goods and services for personal
consumption. Therefore, purchasing decisions can be
understood as decisions made by final consumers, namely
individuals and households whose products and services they
buy are used for personal consumption.

According to Lamb in the journal (Agatha, 2018)
Purchasing decisions are one of the key elements of
consumer behavior. Consumer purchasing decisions are steps
that consumers take when buying a product or service.

The indicators used to measure purchasing decisions
according to Kotler & Armstrong (2010) in the book (Arfah,
2022) are: 1. Experience of needs problems, 2. Information
Search, 3. Evaluation, 4. Purchase Decision, 5. Post-purchase
behavior.

Purchasing decisions have been widely researched by
previous researchers including: (Marbun, Ali and Dwikoco,
2022), (Fauzi, 2021), (Nurfauzi et al., 2023), (Sya’idah,
2020), (Sri Wdyanti Hastuti and Anasrulloh, 2020), (Putri
and Marlien, 2022), (Jamaludin, Arifin and Hidayat, 2015),
(Pratiwi, Junaedi and Prasetyo, 2021).

Table 1. Relevant previous research

Previous Research Sim‘ilariti.e Differegce
No | Author s with this with this
Results . .
article article
1 (Dewi, | The results of this The Does not have
Imbaya | study indicate that influence a price
ni and social media of social variable.
Ribek, | marketing has a media
2021) positive effect on marketing
purchasing decisions on
at Givanda Store purchasing
Denpasar. decisions.
2 (Rama Social media The Has an
dhan marketing variables influence Intervening
and and price discount of social Variable in
Nasir, variables have a media the
2023) positive and marketing TikTokshop
significant effect on on Application in
online purchasing purchasing | Soloraya.
decisions on the Tik- decisions.
tokshop application in
Solo Raya.
3 (Qalbi, | The results show that | The With a
Idris Social Media influence quantitative
and Marketing of social approach,
Haerud | significantly media descriptive
din, influences Purchasing | marketing method,
2024) Decisions, with a p on assumption
value of 0.01 <0.05,a | purchasing | test, validity,
correlation coefficient | decisions. reliability,
0of 0.741, and an R and simple
Square of 0.496, linear
indicating an regression.
influence of 49.6%.
4 (Haris, | The results prove that | The Has a product
Pahrian | there is a positive and | influence quality
iand significant influence of social variable.
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Irsyad, | both partially and media
2022) simultaneously marketing
between the variables | on
of Social Media purchasing
Marketing, Price, and | decisions.
Product Quality on
Purchasing Decisions
on Uniqlo products in
the DKI Jakarta
Region.
5 (Calvin | The results of data The Using
,2021) | analysis, it can be influence Quantitative
concluded that the of social methods.
price and promotion media
variables on social marketing
media have a positive | on
effect. purchasing
decisions.

6 (Hasan | Based on the results The This research
and of the analysis, it was | influence isa
Agus found that the social of social quantitative
Satria media marketing media research with
Pramu | variable had a marketing | non
dana, positive and on probability
2024) significant effect purchasing | sampling

decisions. technique
method.

7 (Butarb | The results showed The Data
utar that social media influence collection
and marketing affects of social methods were
Audity | product purchasing media interviews,
a, decisions. marketing questionnaire
2022) on s, and

purchasing | documentatio
decisions. n studies.

8 (Ratna | Product quality and The Has a product
ningsih | social media influence quality
and marketing have a of social variable.
Nurlin direct positive media
da, influence on brand marketing
2024) trust and purchasing on

decisions. purchasing
decisions.

9 (Indriy | Social media has an The This research
aniand | effect on purchasing influence uses
Suri, decisions, and of social quantitative
2020) consumer motivation. | media methods.

marketing
on
purchasing
decisions.

10 | (Batee, | The results of this The This research
2019) study indicate that influence uses

there is an influence of social quantitative
of social media on media methods.
purchasing decisions. | marketing

on

purchasing

decisions.

11 | (Simor | The result of this The The research
angkir study is that there isa | influence method used
etal., partial influence of of social in this study
2022) social media media is

marketing on buying marketing | quantitative.
interest. on

purchasing

decisions.

12 | (Fendia | The results of this The This research
nsyah, study indicate that influence begins by
2022) social media of social developing a

marketing has a media research

significant positive marketing | model

effect on purchasing on between

decisions, social purchasing | social media

media marketing has decisions. marketing,

a significant positive brand

effect. awareness,
and
purchasing
decisions.

13 | (Susilo | The results showed The effect | This research
wati that the price variable | ofpriceon | uses
and and purchasing purchasing | quantitative
Utari, decisions have a very | decisions. methods with
2022) strong positive distributed

relationship. questionnaire
s.

14 | (Narott | The results of this The The technique
ama study have a influence used by the
and simultaneous and of social journal is data
Monia significant influence media analysis
ga, on the variable marketing | technique
2023) purchasing decisions on using logistic

of visitors to culinary | purchasing | regression
tourism destinations decisions. analysis.
in Denpasar City.

15 | (Japlan | The results of the The The data
i, study using the T test | influence analysis
2020) obtained that the of social techniques

price has a significant | media used are

effect on purchasing marketing | validity test,

decisions has a on reliability

significant effect on purchasing | test,

purchasing decisions. | decisions. normality
test, linearity
test and
homogeneity
test.
reliability,
normality
test, linearity
test and
homogeneity
test.

2. METHODS

The method of writing this scientific article is with
qualitative methods and library research. Examine theories
and relationships or influences between variables from books
and journals both off line in the library and online sourced
from Mendeley, Scholar Google and other online media. In
qualitative research, literature review must be used
consistently with methodological assumptions. This means
that it must be used inductively so that it does not direct the
questions asked by the researcher. One of the main reasons
for conducting qualitative research is that it is exploratory.

3. RESULTS AND DISCUSSION

The Effect of Social Media Marketing on Purchasing Decisions

In today's digital age, social media has become a major
force in the marketing world. Social media such as
Instagram, Facebook, TikTok, and Twitter are now not just
places to interact, but have become an important component
in influencing consumer purchasing decisions.

The process of social media marketing's influence on
purchasing decisions is complex and multi-faceted. Today's
consumers do not rely solely on traditional advertising, but
instead seek information, reviews and recommendations on
digital platforms. When prospective buyers see engaging
product content, testimonials and With positive user
feedback, or endorsements from influencers, they start to
become psychologically interested and consider the product.

Credibility and content quality now play an important role
in the success of social media marketing. Companies that can
present original, useful and interesting content will find it
easier to get consumers' attention. Showcasing visually
appealing products, providing detailed explanations, and
responding to interactions can increase trust and reduce the
sense of risk when shopping.
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Social interactions through likes, comments and shares
play a significant role in shaping purchasing decisions. When
it. This relates to the natural human desire to conform to
trends and general views.

Success in social media marketing is not only determined
by how often, but also how well the interactions are.

Companies need to plan the right strategy, understand the
uniqueness of each platform, and be able to present content
that matches the interests and needs of their specific
audience. Targeting appropriately, using innovative
promotional features, and being able to come up with
compelling stories will provide a competitive advantage.

Advances in technology and changes in consumer
behavior continue to drive the development of social media
marketing. Digital platforms not only serve as a promotional
medium, but also as a place to build relationships, create
communities, and provide personalized experiences to
consumers. The ability to connect directly, get real-time
feedback, and present customized solutions are key factors in
influencing purchasing decisions.

So, the reality is that social media marketing has changed
the traditional way of marketing. It is not just a promotional
tool, but also a complex ecosystem that influences
consumers' views, choices and ultimately purchasing
decisions. For businesses, it is important to understand and
capitalize on these dynamics to remain optimally competitive
in the digital age.

The Effect of Price on Purchasing Decisions

Price plays a crucial role in determining consumer
purchasing decisions. Consumers constantly measure and
compare product prices before deciding whether to buy them.
They consider the value of the product and the benefits
obtained in proportion to the price to be paid. The purpose of
a smart pricing strategy is to be able to provide competitive
economic value and reflect product quality. Consumers also
think about other things such as product quality, brand image,
customer service, and emotional factors before making a
purchase.

Demographic factors and market segmentation also
influence how price-sensitive consumers are. Technology
and access to information facilitate consumers to conduct
price comparisons seamlessly through digital platforms and
price comparison apps. When consumers shop, they also
consider the prices of products offered by competitors.

Discount strategies, rebates, and special offers can
influence shoppers' decisions and give them a sense of having
gotten more value for their money. Companies are strongly
advised to create a comprehensive value proposition, where
price is only one component of the overall experience gained
by consumers. Thus, price plays a major role in the
psychological experience of customers and is a crucial factor
in attracting and retaining customers in a competitive market.

Social Media Marketing (X1) and Price (X2) have an
effect on Purchasing Decisions. Apart from the independent
variables in this study that influence purchasing decisions,
there are other variables that can influence including:

1. Service Quality: (Cesariana, Juliansyah and
Fitriyani, 2022), (Mahira, Hadi and Nastiti,
2021), (Maramis, Sepang and Soegoto, 2018),
(Riyanto, 2018), (lbrahim and Thawil, 2023),
(Aryandi and Onsardi, 2020), (Paryanti, 2022),
(Palelu, Tumbuan and Jorie, 2022).

people see many people liking or recommending a product,
they are more likely to feel convinced and encouraged to buy

2. Product Quality: (Ariella, 2018), (Ernawati,
2024), (M. Amir, 2019), (Wulandari and
Iskandar, 2018), (Nurfauzi et al., 2023), (Asti and
Ayuningtyas, 2020), (Sigit and Soliha, 2017),
(Lystia et al., 2022).

3. Promotion: (Septyadi, Salamah and Nujiyatillah,
2022), (Yuliyanto, 2020), (Mariansyah and
Syarif, 2020), (Rojig and Fajri, 2023),
(Puspitarini and Nuraeni, 2019), (Yenianti,
2019), (Aryandi and Onsardi, 2020), (Ariella,
2018).

4. Brand Image: (Khasanah, Ariani and Argo,
2021), (Rachmawati and Andjarwati, 2020),
(Putra, 2021), (Apriany and Gendalasari, 2022),
(Alfiah, Suhendar and Yusuf, 2023), (Andrian
and Fadillah, 2021), (Miati, 2020), (Asy’ari and
Karsudjono, 2021).

5. Halal Label: (lan Alfian, 2017), (Utami, 2019),
(Umar et al.,, 2021), (Anisya, Wijayanti and
Efendi, 2020), (Aeni and Lestari, 2021), (Laili
and Canggih, 2021), (Hayati and Putri, 2021),
(Nanda and Ikawati, 2020).

4. CONCLUSION

Social media has become a major force in the modern
marketing world, influencing consumer decisions through
info, positive testimonials, and interactions. The importance
of content credibility, social interaction and the success of
marketing strategies in influencing purchase decisions. Price
plays an important role when consumers make shopping
decisions, as they consider product value, quality and
emotional factors. Discounts and special offers also influence
buyer decisions, which need to be aligned with the overall
value provided to consumers.

Based on the results of research that has been conducted
regarding Social Media Marketing on Purchasing Decisions,
it can be concluded that Social Media Marketing partially
influences Purchasing Decisions. From the results of the
study, researchers suggest several things to consider in
relation to purchasing decisions. Platform evaluation is
recommended to improve brand content to prevent consumer
boredom and increase brand-consumer interaction.
Furthermore, this study encourages presenting interesting,
responsive video content and more varied products to
increase purchase interest (Qalbi, Idris and Haeruddin, 2024).

Social media is currently widely used to find information
and even to carry out the purchasing process. By looking at
this, companies should further improve their company
content such as product photos and product explanations to
make it more interesting and entertaining for consumers, the
use of social media by consumers is very much based on
existing content, because content will affect consumer
interest in getting to know the product and company better.
Consumer motivation in making purchases is an important
thing to study, one of which is the need to find comfort in the
product (Indriyani and Suri, 2020).

81



REFERENCES

Aeni, N. and Lestari, M.T. (2021) ‘Pengaruh Label Halal,
Citra Merek dan Harga Terhadap Keputusan Pembelian
Produk Kosmetik Wardah’, Jurnal Ekonomi Bisnis,
Manajemen dan Akuntansi (JEBMA), 1(2), pp. 117-126.
Available at: https://doi.org/10.47709/jebma.v1i2.996.

Agatha, M. (2018) ‘Analisis Pengaruh Harga Terhadap
Keputusan Pembelian Batik Barong Gung Tulungagung’,
Journal of Chemical Information and Modeling, 3(2), pp. 27—
35.

Alfiah, A., Suhendar, A. and Yusuf, M. (2023) ‘Pengaruh
Kualitas Produk, Citra Merek dan Harga terhadap Keputusan
Pembelian Vinyl Flooring Merek Taco di CV Indosanjaya
Kota Bandung’, SEIKO : Journal of Management & Business,
6(1), pp- 492-503. Available at:
https://doi.org/10.37531/sejaman.v6i1.3926.

Andrian, W. and Fadillah, A. (2021) ‘Pengaruh Citra
Merek, Pengalaman Merek, Dan Nilai Pelanggan Terhadap
Kepuasan Pelanggan Airasia’, Jurnal Ilmiah Pariwisata
Kesatuan, 2(1), pp- 53-60. Available at:
https://doi.org/10.37641/jipkes.v2il1.586.

Anisya, R., Wijayanti, R. and Efendi, B. (2020) ‘Pengaruh
Label Halal, Harga, Dan Kualitas Produk Terhadap Keputsan
Pembelian Produk Aice (Studi Kasus Pada Mahasiswa
UNSIQ Jawa Tengah Di Wonosobo)’, Journal of Economic,
Business and Engineering (JEBE), VOI. 2(No 1), pp. 1-8.

Apriany, A. and Gendalasari, G.G. (2022) ‘Pengaruh
Kesadaran Merek Dan Citra Merek Terhadap Keputusan
Pembelian Produk AMDK SUMMIT’, Jurnal Ilmiah
Manajemen Kesatuan, 10(1), pp. 105-114. Available at:
https://doi.org/10.37641/jimkes.v10i1.1278.

Arfah, Y. (2022) Keputusan Pembelian Produk. Available
at:
https://books.google.co.id/books?id=nTxIEAAAQBAJ&pri
ntsec=frontcover&hl=id#v=onepage&q&f=false.

Ariella, R.I. (2018) ““Pengaruh kualitas produk, harga
produk dan desain produk terhadap keputusan pembelian
Konsumen Mazelnid”’, PERFORMA: Jurnal Manajemen
dan Start-Up Bisnis, 3(2), pp. 215-221.

Aryandi, J. and Onsardi (2020) ‘Pengaruh Kualitas
Pelayanan dan Lokasi terhadap Keputusan Pembelian
Konsumen pada Cafe Wareg Bengkulu’, Jurnal Manajemen
Modal Insani Dan Bisnis, 1(1), pp. 117-127. Available at:
http://jurnal.imsi.or.id/index.php/jmmib/article/view/12.

Aryani, M.T. et al. (2023) ‘Social Media Marketing untuk
Meningkatkan Brand Equity dan Purchase Decisions (Studi
Kasus di SMA Islam 7 Al-Azhar Sukoharjo)’, Jurnal
Disrupsi  Bisnis, 6(6), pp. 653-661. Available at:
https://doi.org/10.32493/drb.v6i6.36390.

Asti, E. and Ayuningtyas, E. (2020) ‘Pengaruh Kualitas
Pelayanan, Kualitas Produk Dan Harga Terhadap Kepuasan
Konsumen’, EKOMABIS: Jurnal Ekonomi Manajemen
Bisnis, 1(01), pp- 1-14. Available at:
https://doi.org/10.37366/ekomabis.v1i01.2.

Asy’ari, A.H. and Karsudjono, A.J. (2021) ‘Pengaruh
Kualitas Produk, Price fairness, Citra Merek dan
Kepercayaan Merek Terhadap Kepuasan Pelanggan
Handphone Merek Samsung di Banjarmasin’, AI-KALAM
JURNAL KOMUNIKASI, BISNIS DAN MANAJEMEN,
8(1), p. 1. Available at: https://doi.org/10.31602/al-
kalam.v8il.4154.

Batee, M.M. (2019) ‘Pengaruh Media Sosial Terhadap
Keputusan Pembelian Di Toko Kaos Nias Gunungsitoli’,

Jesya (Jurnal Ekonomi & Ekonomi Syariah), 2(2), pp. 313—
324. Available at: https://doi.org/10.36778/jesya.v2i2.108.

Buccieri, D. and Park, J.E. (2022) ‘PENGARUH HARGA
DAN KUALITAS PRODUK TERHADAP KEPUTUSAN
PEMBELIAN’, Journal of Business Research, 148, pp. 89—
100. Available at:
https://doi.org/10.1016/j.jbusres.2022.04.053.

Budi, S.B.L.F.R. (2018) ‘Pengaruh Brand, Harga Dan
Kualitas Pelayanan Terhadap Keputusan Pelanggan Membeli
Di Kedai Kopi Gudang Imaji Manado’, Jurnal EMBA: Jurnal
Riset Ekonomi, Manajemen, Bisnis dan Akuntansi, 6(4), pp.
3843-3852.

Butarbutar, D. and Auditya, W. (2022) ‘Pengaruh social
media marketing terhadap keputusan pembelian produk pada
onlineshop rumah kebaya vera’, Jurnal Administrasi Bisnis
(JAB), 8(2), pp. 190-199.

Calvin, J. (2021) ‘Pengaruh Harga Dan Promosi Di Media
Sosial Terhadap Keputusan Pembelian Call Me Bro’,
Performa, 6(4), pp. 321-330. Available at:
https://doi.org/10.37715/jp.v6i4.2554.

Cesariana, C., Juliansyah, F. and Fitriyani, R. (2022)
‘Model Keputusan Pembelian Melalui Kepuasan Konsumen
Pada Marketplace’, Jurnal Manajemen Pendidikan Dan IImu
Sosial, 3(1), pp. 211-224.

Darmansah, A. and Yosepha, S.Y. (2020) ‘Pengaruh Citra
Merek Dan Persepsi Harga Terhadap Keputusan Pembelian
Online Pada Aplikasi Shopee Di Wilayah Jakarta Timur’,
Jurnal Ilmiah Mahasiswa Manajemen Unsurya, 1(1), pp. 15—
30. Available at:
https://jom.universitassuryadarma.ac.id/index.php/jimen/arti
cle/view/2.

Dewi, N.M.P., Imbayani, I.G.A. and Ribek, P.K. (2021)
‘Vol 2 Nomor 2 Februari 2021 28 PENGARUH SOCIAL
MEDIA MARKETING TERHADAP KEPUTUSAN
PEMBELIAN YANG DIMEDIASI E-WORD OF MOUTH
PADA GIVANDA STORE DENPASAR’, Jurnal EMAS,
2(2), pp. 28-42. Available at: www.validnews.id,.

Elita Tarihoran, J. et al. (2021) ‘Pentingnya Sosial Media
Sebagai Strategi Marketing Start-Up Di Indonesia’,
KREATIF: Jurnal Ilmiah Prodi Manajemen Universitas
Pamulang, 9(1), p. 72. Available at:
https://doi.org/10.32493/1k.v9i1.y2021.p72-78.

Ernawati, D. (2024) ‘Pengaruh Kualitas Produk terhadap
Kepuasan Konsumen’, JIIP - Jurnal Ilmiah Ilmu Pendidikan,
7(4), Pp. 3736-3740. Available at:
https://doi.org/10.54371/jiip.v7i4.4280.

Fauzi, D.H. (2021) ‘DETERMINASI KEPUTUSAN
PEMBELIAN DAN PEMBELIAN ULANG
( LITERATURE REVIEW MANAJEMEN
PEMASARAN )’, 2(6), pp. 790-800.

Fendiansyah, E. (2022) ‘Pengaruh Social Media
Marketing Terhadap Keputusan Pembelian Dengan Brand
Awareness Sebagai Variabel Mediasi Pada Psis Store’,
Diponegoro Journal of Management, 11(6), p. 1. Available
at: http://ejournal-s1.undip.ac.id/index.php/dbr.

Florensia, F. and Utami, L.S.S. (2023) ‘Analisis Social
Media Marketing Scarlett Whitening di Instagram’, Prologia,
7(2), pp- 336-345. Available at:
https://doi.org/10.24912/pr.v7i2.21406.

Hanief, F.A. and Oktini, D.R. (2024) ‘Pengaruh Influencer
Marketing dan Social Media Marketing terhadap Keputusan
Pembelian ( Studi Pada Instagram Clothing Asbhoel )’,
Business and Management, 4(1), pp. 589-598.

82



Haris, 1., Pahriani, R. and Irsyad, M. (2022) ‘Pengaruh
Sosial Media Marketing Terhadap Keputusan Pembelian’,
Journal of Islamic Business Management Studies (JIBMS),
2(2), pp- 99-105. Available at:
https://doi.org/10.51875/jibms.v2i2.185.

Hasan, H.H. and Agus Satria Pramudana, K. (2024)
‘Pengaruh Social Media Marketing Terhadap Keputusan
Pembelian yang Dimediasi Word of Mouth Marketing’,
Public Service and Governance Journal, 5(1), pp. 168—177.
Available at: https://doi.org/10.56444/psgj.v5i1.1004.

Hayati, S.R. and Putri, S.A.M. (2021) ‘Analisis Literasi
Halal, Label Halal, Islamic Branding, dan Religious
Commitment pada Pembelian Makanan di Tsabita Halal
Bakery’, SHAHIH: Journal of Islamicate Multidisciplinary,
6(2), pp- 164-176. Available at:
https://doi.org/10.22515/shahih.v6i2.3895.

Ian Alfian, M.M. (2017) ‘Analisis Pengaruh Label Halal,
Brand Dan Harga Terhadap Keputusan Pembelian Di Kota
Medan’, At Tawassuth, 2(1), pp. 122—145.

Ibrahim, M. and Thawil, S.M. (2023) ‘PENGARUH
KUALITAS PRODUK DAN KUALITAS PELAYANAN
TERHADAP KEPUASAN PELANGGAN’, Greenhouse
Climate Control: an Integrated Approach, 4(1), pp. 92-97.
Available at: https://doi.org/10.4324/9780080914947-10.

Indriyani, R. and Suri, A. (2020) ‘Pengaruh Media Sosial
Terhadap Keputusan Pembelian Melalui Motivasi Konsumen
Pada Produk Fast Fashion’, Jurnal Manajemen Pemasaran,
14(1), pp- 25-34. Available at:
https://doi.org/10.9744/pemasaran.14.1.25-34.

Jamaludin, A., Arifin, Z. and Hidayat, K. (2015)
‘KEPUTUSAN PEMBELIAN ( Survei Pada Pelanggan
Aryka Shop di Kota Malang )’, Pengaruh Promosi Online dan
Persepsi Harga Terhadap Keputusan Pembelian, 21(1), pp.
1-8.

Japlani, A. (2020) ‘Pengaruh Harga Dan Promosi Melalui
Media Sosial Terhadap Keputusan Pembelian Pada Butik di
Kota Metro Lampung’, Jurnal Manajemen, 14(2), pp. 168—
177.

Juniantara, I.M.A. and Sukawati, T.G.R. (2018)
‘Pengaruh Persepsi Harga Promosi Dan Kual’, 7(11), pp.
5955-5982.

Keren, K. and Sulistiono, S. (2019) ‘Pengaruh Motivasi,
Budaya, dan Sikap Konsumen Terhadap Keputusan
Pembelian Produk Indomie’, Jurnal Ilmiah Manajemen
Kesatuan,  7(3), pp. 319-324.  Available at:
https://doi.org/10.37641/jimkes.v7i3.284.

Khasanah, S.H., Ariani, N. and Argo, J.G. (2021) ‘Analisis
Citra Merek, Kepercayaan Merek, dan Kepuasan Merek
terhadap Loyalitas Merek’, Prosiding Konferensi Riset
Nasional Ekonomi, Manajemen, Dan Akuntansi, 2, pp. 394—
411.

Laili, R.R. and Canggih, C. (2021) ‘Pengaruh Kualitas
Produk, Citra Merek, Dan Label Halal Terhadap Kepuasan
Konsumen Produk Body Lotion Citra (Studi Kasus
Mahasiswa Surabaya)’, Jurnal Ekonomi Syariah Teori dan
Terapan, 8(0), p- 743. Available at:
https://doi.org/10.20473/vol8iss20216pp743-756.

Lystia, C. et al. (2022) ‘Determinasi Keputusan Pembelian:
Harga, Promosi Dan Kualitas Produk (Literature Review
Manajemen Pemasaran)’, Jurnal Umum Manajemen Terapan,
3(4), pp. 392-403. Available at:
https://doi.org/10.31933/jimt.v3i4.

M. Amir, N. (2019) ‘Pengaruh Harga Dan Kualitas Produk
Alat Kesehatan Terhadap Keputusan Pembelian Konsumen

Pada PT. Dyza Sejahtera Medan’, Jurnal Warta Edisi 59,
1(59), p. 10.

Mahira, Hadi, P. and Nastiti, H. (2021) ‘Pengaruh Kualitas
Produk Dan Kualitas Pelayanan Terhadap Kepuasan
Pelanggan’, Journal Of Communication Education, 15(1), pp.
1267-1283. Awvailable at: https://doi.org/10.58217/joce-
ip.v15i1.226.

Maramis, F.S., Sepang, J.L. and Soegoto, A.S. (2018)
‘PENGARUH KUALITAS PRODUK, HARGA DAN
KUALITAS PELAYANAN TERHADAP KEPUASAN
KONSUMEN PADA PT. AIR MANADO?’, Aramis, 6(3), pp.
1658—1667. Available at: https://doi.org/10.1628/978-3-16-
156172-6.

Marbun, M.B., Ali, H. and Dwikoco, F. (2022)
‘PENGARUH PROMOSI , KUALITAS PELAYANAN
DAN  KEPUTUSAN PEMBELIAN  TERHADAP
PEMBELIAN ULANG ( LITERATURE REVIEW
MANAJEMEN PEMASARAN )’, 3(2), pp. 716-727.

Mariansyah, A. and Syarif, A. (2020) ‘Pengaruh Kualitas
Produk, Kualitas Pelayanan, dan Harga Terhadap Kepuasan
Konsumen Cafe Kabalu’, JIBM: Jurnal Ilmiah Bina
Manajemen,  3(2), pp. 134-146. Available at:
www.investor.iddi.

Miati, 1. (2020) ‘Pengaruh Citra Merek (Brand Image)
Terhadap Keputusan Pembelian Kerudung Deenay (Studi
pada Konsumen Gea Fashion Banjar)’, Abiwara: Jurnal
Vokasi Administrasi Bisnis, 1(2), pp. 71-83. Available at:
https://doi.org/10.31334/abiwara.v1i2.795.

Mohamad Musa Abdullah, Dede R Oktini and Dedy
Ansari Harahap (2022) ‘Pengaruh Social Media Marketing
dan Brand Awareness terhadap Keputusan Pembelian pada
E-Commerce Shopee di Kota Bandung’, Bandung
Conference Series: Business and Management, 2(1).
Available at: https://doi.org/10.29313/bcsbm.v2i1.2405.

Mutiara, S., Hamid, R.S. and Suardi, A. (2020) ‘Pengaruh
Kualitas Layanan Persepsi Harga dan Cita Rasa Terhadap
Kepuasan Konsumen’, Jesya (Jurnal Ekonomi & Ekonomi
Syariah),  4(1), pp. 411-427.  Available at:
https://doi.org/10.36778/jesya.v4i1.300.

Nanda, K.F. and Ikawati, R. (2020) ‘Hubungan Persepsi
Label Halal Mui Terhadap Minat Beli Produk Makanan Pada
Mahasiswa  Fakultas Ilmu  Kesehatan  Universitas
Muhammadiyah Surakarta’, Journal of Food and Culinary,
3(1), p. 1. Available at:
https://doi.org/10.12928/jfc.v3i1.3597.

Narottama, N. et al. (2022) ‘PENGARUH SOCIAL
MEDIA MARKETING TERHADAP KEPUTUSAN
PEMBELIAN KONSUMEN Pendahuluan’, 8, pp. 741-773.

Narottama, N. and Moniaga, N.E.P. (2023) ‘Pengaruh
Social Media Marketing Terhadap Keputusan Pembelian
Konsumen Pada Umkm’, Jurnal Riset Manajemen Dan
Ekonomi (Jrime), 1(3), pp. 92-101. Available at:
https://doi.org/10.54066/jrime-itb.v1i3.290.

Novitasari, N. (2021) ‘Pengaruh Social Media Marketing,
Celebrity Endorser, Harga, dan Brand Image Terhadap Minat
Beli Produk Fashion. (Studi Empiris Pada Brand Fashion
Erigo)’, e — Jurnal Riset Manajemen, 4(2), pp. 22-32.

Nurfauzi, Y. et al. (2023) ‘Quality And Competitive
Pricing Literature Review: Analisis Faktor yang
Mempengaruhi Keputusan Pembelian , Kualitas Produk dan
Harga Kompetitif’, 4(November 2022), pp. 183—188.

Nurhayati, S. (2017) ‘Pengaruh citra merek, harga dan
promosi terhadap keputusan pembelian handphone samsung

83



di yogyakarta’, JBMA — Vol. IV, No. 2, September 2017
ISSN : 2252-5483, IV(2), pp. 60—69.

Palelu, D.R.G., Tumbuan, W.J.F.T. and Jorie, R.J. (2022)
‘Pengaruh Persepsi Harga Dan Kualitas Pelayanan Terhadap
Kepuasan Konsumen Kamsia Boba Di Kota Lawang’, Emba,
10(1), pp. 68-77.

Pardede, R. et al. (2017) ‘Pengaruh persepsi harga dan
kualitas produk terhadap keputusan pembelian konsumen
yang dimediasi kepuasan konsumen’, 10(1).

Paryanti, S. dan A.B. (2022) ‘Pengaruh Kualitas Layanan
Dan Harga Terhadap Kepuasan Pelanggan Pada Grabfood
(Studi Wilayah Kecamatan Setiabudi)’, Jurnal Ilmiah M-
Progress, 12(1), pp- 70-83. Available at:
https://doi.org/10.35968/m-pu.v12i1.867.

Pertiwi, A.B., Ali, H. and Sumantyo, F.D.S. (2022)
‘Faktor-faktor Yang Mempengarui Loyalitas Pelanggan;
Analisis Persepsi Harga, Kualitas Pelayanan dan Kepuasan
Pelanggan (Literature Revie Manajemen Pemasaran)’, Jurnal
Ilmu Manajemen Terapan, 3(6), pp. 582—591.

Pertiwi, B.A.S. and Sulistyowati, R. (2021) ‘Pengaruh
Strategi Green Marketing Dan Social Media Marketing
Terhadap Keputusan Pembelian Kaos Lokal Kerjodalu’,
Jurnal Pendidikan Tata Niaga (JPTN), 9(3), pp. 1376—1383.
Available at:
https://ejournal.unesa.ac.id/index.php/jptn/article/view/4033
2.

Pratiwi, A., Junaedi, D. and Prasetyo, A. (2021) ‘Pengaruh
Harga terhadap Keputusan Pembelian Konsumen’:, EI-Mal:
Jurnal Kajian Ekonomi & Bisnis Islam, 2(2), pp. 150-160.
Available at: https://doi.org/10.47467/elmal.v2i2.473.

Puspitarini, D.S. and Nuraeni, R. (2019) ‘Pemanfaatan
Media Sosial Sebagai Media Promosi’, Jurnal Common, 3(1),
pp. 71-80. Available at:
https://doi.org/10.34010/common.v3il.1950.

Putra, R. (2021) ‘Determinasi Kepuasan Pelanggan Dan
Loyalitas Pelanggan Terhadap Kualitas Produk, Citra Merek
Dan Persepsi Harga (Literature Review Manajemen
Pemasaran)’, Jurnal Ekonomi Manajemen Sistem Informasi,
2(4), pp- 516-524. Available at:
https://doi.org/10.31933/jemsi.v2i4.461.

Putri, P.M. and Marlien, R.. (2022) ‘Pengaruh Digital
Marketing terhadap Keputusan Pembelian Online’, Jesya
(Jurnal Ekonomi & Ekonomi Syariah), 5(1), pp. 25-36.
Available at: https://doi.org/10.36778/jesya.v5i1.510.

Qalbi, B.N., Idris, A.A. and Haeruddin, M.ILW. (2024)
‘Pengaruh Social Media Marketing terhadap Keputusan
Pembelian pada Platform Tiktok Shop ( Survei pada
Mahasiswa Universitas Negeri Makassar Angkatan 2020-
2023 )’, |Inisiatif: Jurnal Ekonomi, Akuntansi dan
Manajemen, 3(2), pp. 406-417. Available at:
https://jurnaluniv45sby.ac.id/index.php/Inisiatif/article/view
/2391.

Rachmawati, S.D. and Andjarwati, A.L. (2020) ‘Pengaruh
Kesadaran Merek dan Citra Merek Terhadap Keputusan
Pembelian’, e-Journal Ekonomi Bisnis dan Akuntansi, 7(1),
p. 25. Available at:
https://doi.org/10.19184/ejeba.v7il.14849.

Ramadhan, R. and Nasir, M. (2023) ‘Analisis Pengaruh
Sosial Media Marketing dan Diskon Harga Terhadap
Keputusan Pembelian Online Dengan Brand Trust sebagai
Variabel Intervening Pada Aplikasi Tik-Tokshop Di
Soloraya’, BRIDGING Journal Of Islamic Digital Economic
and Management, 1(1), pp. 29-40. Available at:
https://journal.alshobar.or.id/index.php/bridging.

Ratnaningsih, S. and Nurlinda, R. (2024) ‘Coffee di
Jabodetabek’, Journal Economic Excellence Ibnu Sina, 2(2),
pp. 165-177. Available at:
https://doi.org/10.59841/excellence.v2i2.1356.

Riyanto, A. (2018) ‘Implikasi Kualitas Pelayanan Dalam
Meningkatkan Kepuasan Pelanggan Pada PDAM Cibadak
Sukabumi’, Jurnal Ecodemica, 2(1), p. 118.

Rojig, F.A. and Fajri, R.B. (2023) ‘Rancang Bangun
Augmented Reality 3 Dimensi untuk Promosi Perumahan
Archivelo’, Jurnal Pendidikan Tambusai, 7(1), pp. 976-981.
Available at:
https://mail.jptam.org/index.php/jptam/article/view/5200.

Savitri, I.A.P.D. and Wardana, I.M. (2018) ‘Fakultas
Ekonomi dan Bisnis Universitas Udayana ( Unud ), Bali ,
Indonesia Kosmetik adalah bahan atau sediaan yang
dimaksudkan untuk digunakan pada bagian luar tubuh
manusia seperti : epidermis , rambut , kuku , bibir dan organ
genital bagian luar atau gi’, E-Jurnal Manajemen Unud, 7(10),
pp. 5748-5782.

Septyadi, A.K.M., Salamah, M. and Nujiyatillah, S. (2022)
‘Literature Review Keputusan Pembelian Dan Minat Beli
Konsumen Pada Smartphone: Harga Dan Promosi’, Jurnal
Manajemen Pendidikan Dan Ilmu Sosial, 3(1), pp. 301-313.
Available at: https://doi.org/10.38035/jmpis.v311.876.

Sigit, K.N. and Soliha, E. (2017) ‘Kualitas Produk Dan
Kualitas Layanan Terhadap Kepuasan Dan Loyalitas
Nasabah’, Jurnal Keuangan dan Perbankan, 21(1), pp. 157—
168. Available at: https://doi.org/10.26905/jkdp.v21il1.1236.

Simorangkir, H.N. et al. (2022) ‘Pengaruh Sosial Media
Marketing Terhadap Minat Pembelian Produk Nabeezku’,
JIMF (Jurnal Ilmiah Manajemen Forkamma), 5(2), p. 190.
Available at: https://doi.org/10.32493/frkm.v5i2.15664.

Sri Wdyanti Hastuti, M.A. and Anasrulloh, M. (2020)
‘Pengaruh Promosi Terhadap Keputusan Pembelian’, Jurnal
Ilmiah Ecobuss, 8(2), pp. 99-102. Available at:
https://doi.org/10.51747/ecobuss.v8i2.622.

Susilowati, I.H. and Utari, S.C. (2022) ‘Pengaruh Harga
Terhadap Keputusan Pembelian Di Apotik MAMA Kota
Depok’, Jurnal Ecodemica Jurnal Ekonomi Manajemen dan
Bisnis, 6(1), pp. 134-140. Available at:
https://doi.org/10.31294/eco.v6il.12806.

Sya’idah, E.H. (2020) ‘Pengaruh Brand Equity terhadap
Keputusan Pembelian’, JMK (Jurnal Manajemen dan
Kewirausahaan), 5(3), p. 204. Available at:
https://doi.org/10.32503/jmk.v5i3.1106.

Umar, A.U.A. Al et al. (2021) ‘Pengaruh Label Halal dan
Tanggal Kadaluarsa Terhadap Keputusan Pembelian Produk
Sidomuncul’, Jesya (Jurnal Ekonomi & Ekonomi Syariah),
4(1), pp. 641-647. Available at:
https://doi.org/10.36778/jesya.v4il.348.

Utami, R.H. (2019) ‘Analisis Pengaruh Keputusan
Pembelian Pada Kosmetik Berlabel Halal’, BMAJ: Business
Management Analysis Journal, 2(1), pp. 68—77. Available at:
https://doi.org/10.24176/bma;j.v2i1.3212.

Wulandari, R.D. and Iskandar, D.A. (2018) ‘Pengaruh
Citra Merek Dan Kualitas Produk Terhadap Keputusan
Pembelian Pada Produk Kosmetik’, Jurnal Riset Manajemen
dan Bisnis (JRMB) Fakultas Ekonomi UNIAT, 3(1), pp. 11—
18. Available at: https://doi.org/10.36226/jrmb.v3i1.81.

Yenianti, I. (2019) ‘Promosi Perpustakaan Melalui Media
Sosial Di Perpustakaan IAIN Salatiga’, Pustabiblia: Journal
of Library and Information Science, 3(2), pp. 223-237.
Available at: https://doi.org/10.18326/pustabiblia.v3i2.223-
237.

84



Yuliyanto, W. (2020) ‘Pengaruh Promosi Terhadap
Kepuasan Pelanggan di Toko Aleea Shopid Kebumen’,
Journal of Business and Economics Research (JBE), 1(2), pp.

168—172. Available at: https://doi.org/10.47065/jbe.v1i2.244.

85



