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ABSTRAK 

Tujuan lpenelitian lini lmerupakan lpenelitian lyang lbertujuan luntuk 

lmengetahui lpengaruh lcitra lmerek ldan lsosial lmedia lberpengaruh lsecara lparsial 

lterhadap lkeputusan lpembelian lfashion lbrand lUniqlo ldi lSurabaya, luntuk 

lmengetahui lvariabel lcitra lmerek ldan lsosial lmedia lberpengaruh lterhadap lgaya lhidup, 

luntuk lmengetahui lpengaruh lgaya lhidup lterhadap lkeputusan lpembelian lfashin lbrand 

lUniqlo ldi lSurabaya, luntuk lmengetahui lpengaruh lcitra lmerek ldan lsosial lmedia 

lmelalui lMediasi lGaya lhidup lterhadap lkeputusan lpembelian lfashion lbrand lUniqlo ldi 

lKota lSurabaya. lObjek lyang lditeliti ldalam lpenelitian lini ladalah lkonsumen lfashion 

lbrand lUniqlo ldi lSurabaya. lTeknik lpengambilan lsampel ldalam lpenelitian lini lakan 

ldilakukan lmenggunakan lmetode lnonprobability lsampling ldengan lteknik lpurposive 

lsampling, lsampel lyang ldigunakan lsebanyak l100 lresponden. lMetode lpengumpulan 

ldata lmenggunakan lkuesioner ldan lstudi lpustaka. lTeknik lanalisis lmenggunakan lpath 

lanalisis l(analisis ljalur). lPenelitian lini lmemproleh lhasil lbahwa lcitra lmerek lterhadap 

lgaya lhidup lsebagai lMediasi lberpengaruh lsecara lsignifikan ldengan lnilai lt lhitung 

l5.964 ldengan lt ltabel lsebesar l1.66071 ldan lnilai lsignifikansi lsebesar l0.000, lsosial 

lmedia lterhadap lgaya lhidup lsebagai lMediasi lberpengaruh lsecara lsignifikan ldengan 

lnilai lt lhitung l5.844 ldengan lt ltabel l1.66071 ldan lnilai lsignifikansi lsebesar l0.000. lcitra 

lmerek lterhadap lkeputusan lpembelian lfashion lbrand lUniqlo lberpangaruh lpositif ldan 

lsignifikan lkarena lmenunjukkan lbahwa lkeputusan lpembelian ldengan lcitra lmerek 

lberpengaruh lsecara lsignifikan lterhadap lgaya lhidup lkarena lnilai lt lhitung lsebesar 

l4.462 ldengan lt ltabel lsebesar l1.66088 ldan lnilai lsignifikansi lsebesar l0.000,dan lsosial 

lmedia lterhadap lkeputusan lpembelian ldengan lberpengaruh lsecara lsignifikan ldengan 

lnilai lt lhitung lsebesar l2.118 ldengan lt ltabel lsebesar l1.66088 ldan lnilai lsignifikansi 

lsebesar l0.000, lgaya lhidup lsebagai lMediasi lberpengaruh lpositif ldan lsignifikan 

lterhadap lkeputusan lpembelian lfashin lbrand l lUniqlo lkarena lmemiliki lt lhitung 

lsebesar l2.224 ldengan lnilai lt ltabel lsebesar l1,66088 ldan lnilai lsignifikansi l0.000, 

lfasion lbrand lUniqlo ldi lSurabaya lmemliki lcitra lmerek lyang lcukup lmemuaskan 

luntuk lkosumen lmemutuskan lpembelian, lsosial lmedia lfashion lbrand lUniqlo 

lmemiliki lpengaruh lyang lcukup lmenarik luntuk lkosumen lmelakukan lpembelian, ldan 

lgaya lhidup ldapat lmempengaruhi luntuk lmelakukan lpembelian lsuatu lproduk. 

Kata lKunci: lCitra lMerek, lSosial lMedia, lGaya lHidup, lKeputusan lPembelian 
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ABSTRACT 

 

The lpurpose lof lthis lstudy lis la lstudy lthat laims lto ldetermine lthe leffect lof lbrand 

limage land lsocial lmedia lpartially linfluence lthe lpurchasing ldecision lof lthe lUniqlo 

lfashion lbrand lin lSurabaya, lto ldetermine lthe lvariable lbrand limage land lsocial lmedia 

linfluence lon llifestyle, lto ldetermine lthe linfluence lof llifestyle lon lpurchasing ldecisions 

lof lfashion lbrands. lUniqlo lin lSurabaya, lto ldetermine lthe leffect lof lbrand limage land 

lsocial lmedia lthrough lLifestyle lMediation lon lpurchasing ldecisions lof lUniqlo 

lfashion lbrands lin lSurabaya. lThe lobject lstudied lin lthis lstudy lis lthe lUniqlo lfashion 

lbrand lconsumers lin lSurabaya. lThe lsampling ltechnique lin lthis lstudy lwill lbe lcarried 

lout lusing la lnon-probability lsampling lmethod lwith la lpurposive lsampling ltechnique, 

lthe lsample lused lis l100 lrespondents. lMethods lof ldata lcollection lusing 

lquestionnaires land lliterature lstudy. lThe lanalysis ltechnique luses lpath lanalysis l(path 

lanalysis). lThis lstudy lfound lthat lbrand limage lon llifestyle las lan lMediation lhad la 

lsignificant leffect lwith la lt-value lof l5.964 lwith la lt-table lof l1.66071 land la lsignificance 

lvalue lof l0.000, lsocial lmedia lon llifestyle las lan lMediation lhad la lsignificant leffect lwith 

la lt-value lof l5.844 lwith lt ltable l1.66071 land la lsignificance lvalue lof l0.000. lbrand 

limage lon lpurchasing ldecisions lof lUniqlo lfashion lbrands lhas la lpositive land 

lsignificant leffect lbecause lit lshows lthat lpurchasing ldecisions lwith lbrand limage lhave 

la lsignificant leffect lon llifestyle lbecause lthe lt lcount lvalue lis l4.462 lwith lt ltable l1.66088 

land la lsignificance lvalue lof l0.000, land lsocial lmedia lon lpurchasing ldecisions lwith 

lhas la lsignificant leffect lwith la lt-count lvalue lof l2.118 lwith la lt-table lof l1.66088 land la 

lsignificance lvalue lof l0.000, llifestyle las lan lMediation lhas la lpositive land lsignificant 

leffect lon lpurchasing ldecisions lfor lthe lUniqlo lfashion lbrand lbecause lit lhas la lt-count 

lof l2.224 lwith la lt-table lvalue lof l1.66088 land la lsignificance lvalue lof l0.000, lUniqlo's 

lfashion lbrand lin lSurabaya lhas la lsatisfactory lbrand limage lfor lconsumers lto ldecide 

lto lpurchase, lUniqlo's lsocial lmedia lbrand lfashion lhas lan linteresting linfluence lon 

lconsumers lto lmake lpurchases, land llifestyle lcan linfluence lthem lto lmake lpurchases. 

lpurchase lof la lproduct. 

Keywords: lBrand lImage, lSocial lMedia, lLifestyle, lPurchasing lDecision


