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PENGARUH SOCIAL MEDIA MARKETING ACTIVITIES TERHADAP 

REPURCHASE INTENTION DENGAN BRAND IMAGE SEBAGAI 

VARIABEL MEDIASI PADA INDUSTRI MARKETPLACE 

Defita Yulianasari 

ABSTRAK 

 

Penelitian ini bertujuan untuk (1) mengetahui dan menganalisa pengaruh social 

media marketing activities terhadap brand image. (2) mengetahui dan menganalisa 

pengaruh brand image terhadap repurchase intention. (3) mengetahui dan 

menganalisa pengaruh social media marketing activities terhadap repurchase 

intention. (4) mengetahui dan menganalisa pengaruh social media marketing 

activities terhadap repurchase intention melalui brand image sebagai varibel 

mediasi. Populasi dari penelitian ini adalah pengikut (followers) dari akun sosial 

media Industri marketplace dan pernah bertransaksi setidaknya 2 kali dalam 2 bulan 

terkahir di wilayah Jabodetabek. Sampel dalam penelitian ini sebanyak 150 

responden. Teknik pengambilan sampel dalam penelitian ini nonprobability 

sampling yaitu sampling purposive dengan metode analisis data adalah SEM 

(Structural Equation Modeling) melalui AMOS 25.0 for windows. Hasil penelitian 

ini menunjukkan bahwa (1) social media marketing activities berpengaruh positif 

dan signifikan terhadap brand image (2) brand image berpengaruh positif dan 

signifikan terhadap repurchase intention (3) social media marketing activities 

berpengaruh positif dan signifikan terhadap repurchase intention (4) social media 

marketing activities berpengaruh positif dan signifikan terhadap repurchase 

intention melalui brand image sebagai variable mediasi.  

Kata Kunci: Social Media Marketing Activities, Brand Image, Repurchase 

Intention, Industri Marketplace, Structural Equation Modeling 
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THE EFFECT OF SOCIAL MEDIA MARKETING ACTIVITIES ON 

REPURCHASE INTENTION WITH BRAND IMAGE AS A MEDIATION 

VARIABLE IN THE MARKETPLACE INDUSTRY 

Defita Yulianasari 

ABSTRACT 

 

This study aims to (1) identify and analyze the influence of social media marketing 

activities on brand image. (2) knowing and analyzing the effect of brand image on 

repurchase intention. (3) knowing and analyzing the effect of social media 

marketing activities on repurchase intention. (4) knowing and analyzing the effect 

of social media marketing activities on repurchase intention through brand image 

as a mediating variable. The population of this study are followers of social media 

accounts in the marketplace industry and have transacted at least 2 times in the last 

2 months in the Jabodetabek area. The sample in this study was 150 respondents. 

The sampling technique in this study was non-probability sampling, namely 

purposive sampling with the data analysis method using SEM (Structural Equation 

Modeling) via AMOS 25.0 for windows. The results of this study indicate that (1) 

social media marketing activities have a positive and significant effect on brand 

image (2) brand image has a positive and significant effect on repurchase intention 

(3) social media marketing activities have a positive and significant effect on 

repurchase intention (4) social media marketing activities have a positive and 

significant effect on repurchase intention through brand image as a mediating 

variable.  

Keywords: Social Media Marketing Activities, Brand Image, Repurchase 

Intention, Marketplace Industry, Structural Equation Modeling 
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