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ABSTRAK 

 

NANDA NADIA, PENGARUH STRATEGI DIGITAL MARKETING DAN 

BRAND IMAGE TERHADAP PEMBELIAN ULANG SKINCARE NPURE 

(Studi Terhadap Pelanggan Produk Skincare Npure Pada Platform Belanja Online 

Shopee di Surabaya) 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Strategi Digital Marketing 

dan Brand Image terhadap Pembelian Ulang skincare Npure pada platform Shopee 

di Surabaya. Latar belakang penelitian ini didasarkan pada pentingnya peran 

Strategi Digital Marketing dan Brand Image terhadap Pembelian Ulang produk 

Skincare Npure melalui marketplace Shopee yang mana saat ini persaingan 

skincare lokal semakin ketat. Penelitian ini menggunakan pendekatan kuantitatif 

dengan metode asosiatif dan teknik purposive sampling. Data diperoleh melalui 

penyebaran kuesioner kepada 100 responden yang merupakan konsumen Npure di 

wilayah kota Surabaya yang membeli produk Npure melalui platform Shopee dan 

dianalisis menggunakan metode Partial Least Square (PLS-SEM). Hasil penelitian 

menunjukkan bahwa Strategi Digital Marketing berpengaruh signifikan terhadap 

Brand Image, Strategi Digital Marketing berpengaruh signifikan terhadap 

Pembelian Ulang. Brand Image juga berpengaruh signifikan terhadap Pembelian 

Ulang. Namun demikian variabel Brand Image tidak memediasi pengaruh Strategi 

Digital Marketing terhadap Pembelian Ulang. Temuan ini mengindikasikan bahwa 

penguat Strategi Digital Marketing dan penciptaan Brand Image yang positif 

mampu meningkatkan loyalitas pelanggan Npure melalui perilaku Pembelian 

Ulang. 

 

 

Kata Kunci:  Strategi Digital  Marketing, Brand Image, Pembelian Ulang, Npure, 

Shopee 
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ABSTRACT 

 

NANDA NADIA, THE INFLUENCE OF DIGITAL MARKETINGS STRATEGY 

AND BRAND IMAGE ON NPURE SKINCARE REPURCHASE (A Study on 

Npure Skincare Customers on the Shopee Online Shopping Platform in Surabaya) 

 

This study aims to analyze the influence of Digital Marketing Strategy and Brand 

Image on the Repurchase of Npure skincare products on the Shopee platform in 

Surabaya. The background of this research is based on the importance of Digital 

Marketing Strategy  and Brand Image in encouraging repurchase behavior of Npure 

skincare products through the  Shopee marketplace, where competition among local 

skincare brands is increasingly intense. This research employs a quantitative 

approach with an associative method and purposive sampling technique. Data were 

collected through questionnaires distributed to 100 respondents, who are Npure 

consumers in Surabaya purchasing through Shopee, and analyzed using the Partial 

Least Square (PLS-SEM) method. The results show that Digital Marketing Strategy 

has a significant effect on Brand Image, and Digital Marketing Strategy also has a 

significant effect on Repurchase. Likewise, Brand Image has a significant effect on 

Repurchase. However, Brand Image does not mediate the influence of Digital 

Marketing Strategy on. These findings indicate that strengthening Digital 

Marketing Strategy and building a positive Brand Image can enhance customer 

loyalty to Npure Through repusrchase behavior. 

 

 

Keywords: Digital Marketing Strategy, Brand Image, Repurchase, Npure, Shopee


