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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh promosi dan brand image 

terhadap keputusan pembelian produk Wardah pada followers Wardah di 

Instagram. Industri kosmetik di Indonesia, khususnya produk Wardah, memiliki 

persaingan yang ketat sehingga strategi promosi dan pembentukan citra merek 

(brand image) menjadi faktor penting dalam mempengaruhi keputusan konsumen. 

Metode penelitian yang digunakan adalah survei kuantitatif dengan sampel 

sebanyak 100 responden followers Wardah di Instagram yang berusia 17-28 tahun. 

Hasil penelitian menunjukkan bahwa promosi secara signifikan berpengaruh positif 

terhadap keputusan pembelian dengan koefisien regresi sebesar 0,614 dan nilai 

signifikansi 0,000. Begitu pula brand image juga berpengaruh positif signifikan 

terhadap keputusan pembelian dengan koefisien regresi 0,392 dan nilai signifikansi 

0,000. Secara simultan, promosi dan brand image menjelaskan 79,0% variasi 

keputusan pembelian produk Wardah. Temuan ini menegaskan bahwa strategi 

promosi yang menarik dan citra merek yang kuat mampu meningkatkan minat dan 

keputusan konsumen dalam membeli produk Wardah. Penelitian ini memberikan 

manfaat teoritis dalam pengembangan ilmu pemasaran digital khususnya industri 

kosmetik halal, serta manfaat praktis bagi perusahaan dalam merancang program 

promosi dan penguatan brand image melalui media sosial Instagram untuk 

mendongkrak penjualan produk. 

Kata kunci: Promosi, Brand Image, Keputusan Pembelian, Wardah, Instagram. 
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ABSTRACT 

This research aims to analyze the influence of promotions and brand image on 

Wardah product purchasing decisions among Wardah followers on Instagram. The 

cosmetics industry in Indonesia, especially Wardah products, has intense 

competition so that promotional strategies and brand image formation are 

important factors in influencing consumer decisions. The research method used was 

a quantitative survey with a sample of 100 Wardah follower respondents on 

Instagram aged 17-28 years. The research results show that promotions have a 

significant positive effect on purchasing decisions with a regression coefficient of 

0.614 and a significance value of 0.000. Likewise, brand image also has a 

significant positive effect on purchasing decisions with a regression coefficient of 

0.392 and a significance value of 0.000. Simultaneously, promotion and brand 

image explain 79.0% of the variation in purchasing decisions for Wardah products. 

These findings confirm that an attractive promotional strategy and a strong brand 

image can increase consumer interest and decisions in purchasing Wardah 

products. This research provides theoretical benefits in developing digital 

marketing science, especially the halal cosmetics industry, as well as practical 

benefits for companies in designing promotional programs and strengthening 

brand image through Instagram social media to boost product sales. 

Keywords: Promotion, Brand Image, Purchase Decision, Wardah, Instagram. 
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