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ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis pengaruh Personal Branding, Media Sosial, 

dan Kepercayaan Konsumen terhadap Keputusan Pembelian, dengan Kepuasan 

Konsumen sebagai variabel mediasi, pada pengguna layanan treatment di Klinik Eva 

Mulia Cabang Galaxy, Kota Bekasi. Pendekatan yang digunakan adalah kuantitatif 

dengan teknik analisis model persamaan struktural (SEM) berbasis Partial Least Square 

(PLS). Hasil pengujian model struktural (inner model) menunjukkan bahwa nilai R 

Square pada variabel Kepuasan Konsumen sebesar 0,515 dan Keputusan Pembelian 

sebesar 0,519, yang berarti model mampu menjelaskan sekitar 51% variasi pada masing-

masing variabel dependen. 

Pengujian path coefficients menunjukkan bahwa variabel Kepercayaan Konsumen 

berpengaruh positif dan signifikan terhadap Keputusan Pembelian (T = 7,263; p < 0,05) 

dan Kepuasan Konsumen (T = 5,591; p < 0,05). Sementara itu, Media Sosial juga 

berpengaruh signifikan terhadap Kepuasan Konsumen (T = 6,244; p < 0,05), namun tidak 

signifikan terhadap Keputusan Pembelian secara langsung (T = 1,814; p = 0,070). 

Variabel Personal Branding tidak memiliki pengaruh signifikan baik terhadap Kepuasan 

Konsumen maupun Keputusan Pembelian secara langsung. 

Uji pengaruh tidak langsung menunjukkan bahwa Kepuasan Konsumen memediasi 

secara signifikan hubungan antara Kepercayaan Konsumen dan Keputusan Pembelian, 

serta antara Media Sosial dan Keputusan Pembelian. Namun, tidak ditemukan efek 

mediasi signifikan antara Personal Branding dan Keputusan Pembelian. Hasil ini 

menekankan pentingnya peran Kepercayaan Konsumen dan Media Sosial dalam 

membentuk Kepuasan Konsumen yang pada akhirnya meningkatkan Keputusan 

Pembelian, sementara Personal Branding tidak memiliki peran yang kuat dalam model 

ini. Penelitian ini memberikan implikasi strategis dalam pengelolaan pemasaran dan 

layanan konsumen di industri klinik kecantikan. 

Kata Kunci : Personal Branding, Media Sosial, Kepercayaan Konsumen, Kepuasan 

Konsumen, Keputusan Pembelian 
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ABSTRACT 

This study aims to analyze the influence of Personal Branding, Social Media, and 

Consumer Trust on Purchase Decisions, with Consumer Satisfaction as a mediating 

variable, on treatment service users at the Eva Mulia Clinic Galaxy Branch, Bekasi City. 

The approach used is quantitative with the structural equation model (SEM) analysis 

technique based on Partial Least Square (PLS). The results of the structural model (inner 

model) test showed that the R Square value in the Consumer Satisfaction variable was 

0.515 and the Purchase Decision was 0.519, which means that the model is able to 

explain about 51% of the variation in each dependent variable.  

Path coefficients testing showed that the Consumer Confidence variable had a positive 

and significant effect on Purchase Decision (T = 7.263; p < 0.05) and Consumer 

Satisfaction (T = 5.591; p < 0.05). Meanwhile, Social Media also had a significant effect 

on Consumer Satisfaction (T = 6.244; p < 0.05), but not significantly on Purchase 

Decisions directly (T = 1.814; p = 0.070). The Personal Branding variable does not have 

a significant influence on either Consumer Satisfaction or Purchase Decisions directly.  

Indirect influence tests showed that Consumer Satisfaction significantly mediated the 

relationship between Consumer Trust and Purchase Decisions, as well as between Social 

Media and Purchase Decisions. However, no significant mediating effect was found 

between Personal Branding and Purchase Decisions. These results emphasize the 

importance of the role of Consumer Trust and Social Media in shaping Consumer 

Satisfaction which ultimately improves Purchase Decisions, while Personal Branding 

does not have a strong role in this model. This research provides strategic implications 

in the management of marketing and consumer services in the beauty clinic industry.  

 

Keywords: Personal Branding, Social Media, Consumer Trust, Consumer 

Satisfaction, Purchase Decision 
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