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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh brand image, promosi digital,
dan gaya hidup terhadap keputusan pembelian sepatu Nike pada mahasiswa
Universitas Wijaya Kusuma Surabaya. Penelitian ini menggunakan pendekatan
kuantitatif dengan metode explanatory research. Data diperoleh melalui penyebaran
kuesioner kepada 64 responden yang merupakan mahasiswa aktif Universitas Wijaya
Kusuma Surabaya dan pernah membeli sepatu Nike. Teknik pengambilan sampel
yang digunakan adalah purposive sampling. Metode analisis data yang digunakan
meliputi uji validitas, uji reliabilitas, analisis regresi linier berganda, uji t, uji F, dan
koefisien determinasi (R²). Hasil penelitian menunjukkan bahwa secara parsial, brand
image, promosi digital, dan gaya hidup berpengaruh positif dan signifikan terhadap
keputusan pembelian sepatu Nike. Secara simultan, ketiga variabel independen
tersebut juga berpengaruh signifikan terhadap keputusan pembelian. Variabel gaya
hidup memiliki pengaruh paling dominan dibandingkan variabel lainnya. Temuan ini
menunjukkan bahwa kesesuaian antara citra merek Nike, strategi promosi digital, dan
gaya hidup mahasiswa berperan penting dalam mendorong keputusan pembelian.
Penelitian ini diharapkan dapat menjadi bahan pertimbangan bagi perusahaan dalam
merumuskan strategi pemasaran yang lebih efektif serta menjadi referensi bagi
penelitian selanjutnya.

Kata Kunci: Brand Image, Promosi Digital, Gaya Hidup, Keputusan Pembelian,
Nike
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ABSTRACT

This study aims to analyze the influence of brand image, digital promotion, and
lifestyle on purchase decisions of Nike shoes among students of Wijaya Kusuma
University Surabaya. This research employs a quantitative approach using an
explanatory research design. Data were collected through questionnaires distributed
to 64 respondents, consisting of active students who have purchased Nike shoes. The
sampling technique used was purposive sampling. Data analysis methods included
validity and reliability tests, multiple linear regression analysis, t-test, F-test, and
coefficient of determination (R²). The results indicate that brand image, digital
promotion, and lifestyle each have a positive and significant effect on purchase
decisions partially. Simultaneously, these three variables also have a significant
effect on purchase decisions. Among the variables studied, lifestyle was found to be
the most dominant factor influencing purchase decisions. These findings suggest that
the alignment between Nike’s brand image, effective digital promotion strategies, and
students’ lifestyles plays an important role in shaping purchase decisions. This study
is expected to provide practical insights for companies in developing marketing
strategies and serve as a reference for future research.

Keywords: Brand Image, Digital Promotion, Lifestyle, Purchase Decision, Nike
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