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ABSTRAK

Di tengah pesatnya persaingan industri video on demand yang dipicu oleh
perubahan perilaku digital konsumen, penelitian kuantitatif ini menganalisis
pengaruh Social Media Marketing, Brand Awareness, dan Brand Image terhadap
keputusan pembelian layanan Amazon Prime Video pada 100 penonton serial The
Summer I Turned Pretty di Surabaya. Menggunakan analisis regresi linear
berganda, hasil penelitian menunjukkan bahwa secara parsial, Social Media
Marketing dan Brand Image berpengaruh positif dan signifikan, sementara Brand
Awareness tidak memiliki pengaruh signifikan. Namun, secara simultan ketiga
variabel tersebut berpengaruh signifikan terhadap keputusan pembelian, dengan
Brand Image sebagai faktor yang paling dominan. Temuan ini menegaskan bahwa
penguatan citra merek dan strategi media sosial menjadi kunci utama dalam
mendorong minat berlangganan di pasar layanan streaming.

Kata kunci: Social Media Marketing, Brand Awareness, Brand Image,
Keputusan Pembelian.
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ABSTRACT

Amidst fierce competition in the video-on-demand industry triggered by changes in
consumer digital behavior, this quantitative study analyzes the influence of social
media marketing, brand awareness, and brand image on the decision to purchase
Amazon Prime Video services among 100 viewers of The Summer I Turned Pretty
series in Surabaya. Using multiple linear regression analysis, the results show that,
partially, Social Media Marketing and Brand Image have a positive and significant
effect, while Brand Awareness has no significant effect. However, simultaneously,
all three variables have a significant effect on purchasing decisions, with Brand
Image being the most dominant factor. These findings confirm that strengthening
brand image and social media strategies are key to driving subscription interest in
the streaming service market.

Keywords: Social Media Marketing, Brand Awareness, Brand Image, Purchase
Decision.
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