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ABSTRAK 

 
Media sosial telah menjadi platform popular bagi Perusahaan untuk 

mempromosikan produk salah satunya instagram. Salah satu pasar fashion yang 

diminati konsumen adalah fashion thrift atau thrift shopping. Untuk itu keberhasilan 

suatu bisnis thrifting dapat dilihat dari promosi atau pemasaran yang dilakukan. Hal 

ini berdampak meningkatnya persaingan antar merek dalam meningkatkan citra 

merek perusahaan, konsumen memliki peran penting dalam keberhasilan merek dan 

menjadi factor pada pengambilan Keputusan pembelian. Tujuan dalam penelitian 

ini agar dapat mengetahui dan menjelaskan adanya pengaruh brand image yang 

terdiri dari corporate image, user image dan product image secara simultan dan 

parsial terhadap Keputusan pembelian. Metode yang digunakan peneliti adalah 

kuantitatif. tif. Lokasi penelitian ini di Jayapura, Papua serta sampel yang berjumlah 

80 responden dari konsumen Vatos Society yang merupakan mahasiswa di 

Jayapura serta sudah mengikuti akun Instagram Vatos Society. Analisis yang 

digunakan adalah analisis deskriptif, analisis regresi linier berganda, dan analisis 

regresi parsial. Hasil penilitian ini menunjukan terdapat pengaruh yang signifikan 

antara Faktor Brand Image yang terdiri dari Corporate Image (X1), User Image 

(X2), Product Image (X3) secara bersama-sama terhadap Keputusan Pembelian 

(Y). 

Kata Kunci: Thrifting, brand image, Keputusan pembelian 
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THE INFLUENCE OF BRAND IMAGE ON ONLINE PROMOTIONS VIA 

INSTAGRAM ON PURCHASE DECISIONS VATOS SOCIETY THRIFTING 

Theresia Ayuni Kristine Tiwow 

 

 
 

ABSTRACT 

 
Social media has become a popular platform for companies to promote products, 

namely Instagram. One of the fashion markets that consumers are interested in is 

thrift fashion or thrift shopping. Therefore, the success of a thrifting business can 

be seen from the promotion or marketing carried out. This has the impact of 

increasing competition between brands in improving the company's brand image, 

consumers have an important role in the success of the brand and become a factor 

in purchasing decision making. The aim of this research is to be able to determine 

and explain the influence of brand image which consists of corporate image, user 

image and product image simultaneously and partially on purchasing decisions. 

The method used by researchers is quantitative. The location of this research is 

Jayapura, Papua and the sample consists of 80 respondents from Vatos Society 

consumers who are students in Jayapura and have followed the Vatos Society 

Instagram account. The analysis used is descriptive analysis, multiple linear 

regression analysis, and partial regression analysis. The results of this research 

show that there is a significant influence between Brand Image Factors consisting 

of Corporate Image (X1), User Image (X2), Product Image (X3) together on 

Purchasing Decisions (Y). 

Keywords: Thrifting, brand image, Purchasing Decision 
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