
 

 

 

ABSTRACT 

 

Indonesia is a multicultural country with a very large population. As a 

multicultural country with a large population, the public's interest in sports is also 

very large, especially in football. With the large public interest in football, almost 

all regions in Indonesia have teams or clubs that represent the regions, including 

the Semarang with its club, namely PSIS Semarang. As one of the biggest and most 

popular clubs in Indonesian football, PSIS Semarang has an official store that 

provides various merchandise from PSIS Semarang, PSIS Store. Along with the 

large population which is predicted to continue to increase and the increasing 

interest of the Indonesian people towards Indonesian football, the market 

opportunity for PSIS Store is very large. However, the presence of the PSIS Store 

has not received a massive purchase decision reaction among the public, even from 

the PSIS Semarang supporters themselves. In addition to that phenomenon, there 

were gaps and inconsistencies in the results of previous research which stated that 

social media marketing had no significant effect on purchasing decisions. Not only 

that, the importance of using and increasing social media, brand awareness and its 

impact on consumer involvement and purchasing decisions, is still lacking to be 

studied, especially in sports as a subject or object of research. Based on the 

phenomena and gaps of previous research, this research aims to confirm the 

influence of social media marketing variables on purchasing decision variables that 

have not been consistent, with brand awareness as a mediating variable. 

 

This research begins by developing a research model between social media 

marketing, brand awareness, and purchasing decisions. Data were obtained from 

120 respondents who had filled out the questionnaire provided through the google 

form media. Respondents are consumers from the PSIS Store who have made at 

least two purchases and are at least 18 years old. Furthermore, the data that has 

been obtained were analyzed using Structural Equation Modeling (SEM) using 

analysis tool, the AMOS 26th version. 

 

The results of this research indicate that social media marketing has a 

significant positive effect on purchasing decisions, social media marketing has a 

significant positive effect on brand awareness, and brand awareness has a 

significant influence on purchasing decisions. 
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