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ABSTRAK 

 Penelitian ini bertujuan untuk menguji pengaruh Brand Image, Social 

Media Marketing dan Reference Group terhadap Purchase Decision Kopi Nako. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode analisis kausal. 

Sampel penelitian sebanyak 135 responden yang dipilih melalui purposive 

sampling. Analisis data dilakukan menggunakan Partial Least Square (PLS) dengan 

teknik analisis deskriptif. Data penelitian diperoleh melalui survey terhadap 138 

responden yang merupakan konsumen Kopi Nako. Hasil analisis menunjukan 

bahwa brand image, social media marketing dan reference group menunjukkan 

bahwa memiliki pengaruh positif dan signifikan terhadap purchase decision Kopi 

Nako. Temuan ini memberikan rekomendasi bagi Kopi Nako untuk meningkatkan 

kualitas demi memperkuat kepercayaan pelanggan dan mempertahankan daya saing 

di pasar yang kompetitif. Penelitian ini juga membuka peluang eksplorasi lebih 

lanjut terkait faktor-faktor lain yang dapat mempengaruhi purchase decision 

konsumen. 

Kata Kunci:  Brand image, Social Media Marketing, Reference Group, 

Purchase Decision, Kopi Nako 
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ABSTRACT 

This study aims to determine the effect of Brand image, Social Media 

Marketing and Reference Group on Purchase Decision Kopi Nako. The type of 

research used in this study is quantitative and the research method used is a causal 

analysis method. The sample used was as many as 135 respondents. The sampling 

method uses purposive sampling. The data analysis method uses Partial Least 

Square (PLS) with the analysis technique used is descriptive. Research data was 

obtained through a survey of 138 respondents who are consumers of Kopi Nako. 

The results of the analysis indicate that brand image, social media marketing, and 

reference group have a significant positive influence on Kopi Nako’s purchase 

decision. These findings suggest that Kopi Nako should enhance its quality to 

strengthen customer trust and maintain competitiveness in a competitive market. 

This research also opens opportunities for further exploration of other factors that 

may influence consumer purchase decision. 

Keywords: Brand image, Social Media Marketing, Reference Group, 

Purchase Decision, Kopi Nako 
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