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ABSTRAK 

 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh social 

media marketing dan brand image terhadap minat beli sepeda listrik Uwinfly pada 

masyarakat Kabupaten Ngawi. Dalam penelitian ini menggunakan penelitian 

kuantitatif. Sampel dalam penelitian ini berjumlah 100 masyarakat Kabupaten 

Ngawi yang berminat membeli produk sepeda Listrik Uwinfly dengan teknik 

purposive sampling. Pengumpulan data menggunakan kuesioner yang dibagikan 

melalui Google Form kepada masyarakat Kabupaten Ngawi yang berminat 

membeli produk sepeda Listrik Uwinfly. Teknik analisis data dalam penelitian ini 

menggunakan analisis regresi berganda dengan menggunakan program software 

SPSS versi 25. Hasil pada penelitian ini menunjukkan bahwa variabel social media 

marketing dan brand image berpengaruh signifikan positif terhadap minat beli 

konsumen sepeda listrik Uwinfly. Nilai koefisien determinasi sebesar 62,7% artinya 

variabel independen social media marketing dan brand image berpengaruh 

terhadap variabel dependen minat beli sebesar 62,7% sedangkan sisanya 37,3% 

dipengaruhi oleh variabel lain yang tidak diteliti dalam penelitian ini. 

Kata kunci : social media marketing, brand image, minat beli, sepeda listrik 

Uwinfly 
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THE INFLUENCE OF SOCIAL MEDIA MARKETING AND BRAND 

IMAGE ON INTEREST IN BUYING UWINFLY ELECTRIC BICYCLES IN 

NGAWI 

 

ABSTRACT 

 

This study aims to examine and analyze the influence of social media marketing 

and brand image on purchase intention towards Uwinfly electric bicycles among 

residents of Kabupaten Ngawi. The study employed a quantitative approach, with 

a sample of 100 residents of Kabupaten Ngawi who were interested in purchasing 

Uwinfly electric bicycles selected through purposive sampling technique. Data 

collection was conducted using a questionnaire distributed via Google Form to 

residents interested in purchasing Uwinfly electric bicycles. Data analysis 

employed multiple regression analysis using SPSS software version 25. The results 

of this study indicate that both social media marketing and brand image 

significantly and positively influence consumer purchase intention towards Uwinfly 

electric bicycles. The coefficient of determination of 62.7% indicates that the 

independent variables of social media marketing and brand image collectively 

explain 62.7% of the variance in purchase intention, while the remaining 37.3% is 

influenced by other variables not examined in this study 

Keywords: social media marketing, brand image, purchase intention, Uwinfly 

electric bicycle 


