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ABSTRAK

Pengaruh Instagram Promotion Dan Word Of Mouth Terhadap Purchase Intention Dan
Brand Awareness Pada Kopi Janji Jiwa Di Jakarta Timur. Oleh: Nicolas. NIM:
14030120410021. Program Studi Magister Administrasi Bisnis, Universitas Diponegoro.

Penelitian ini bertﬁjuan untuk menganalisis perilaku konsumen yang meliputi pengaruh
instagram promotion (Advertising) dan word of mouth terhadap purchase intention dan
brand awareness dari Kopi Janji Jiwa, Penelitian ini menggunakan analisis kuantitatif.
Survei dilakukan melalui kuesioner kepada konsumen Kopi Janji Jiwa di AEON Mall
Jakarta Garden City dan Transera Waterpark Jakarta Timur. Ada beberapa kriteria yang
digunakan dalam pemilihan sampel. Kriteria memilih sampel ini meliputi Pertama,
konsumen yang pernah membeli kopi Janji Jiwa selama 3 bulan terakhir. Kedua, responden
mengetahui iklan - iklan dari Kopi Janji Jiwa melalui media sosial Instagram. Ketiga, usia
responden minimal 17 Tahun. keempat, Konsumen yang pernah melakukan pembelian kopi
janji jiwa di 2 gerai Kopi Janji Jiwa. Kelima, Konsumen bersedia diwawancarai. dari
penelitian ini diperoleh 103 responden. Semua respon diproses menggunakan analisis jalur
dengan aplikasi Smart Partial least square (PLS). Hasil penelitian menunjukkan bahwa
Instagram promotion (advertising), word of mouth, purchase intention, dan brand
awareness saling mempengaruhi. Namun, tidak ada pengaruh antara word of mouth
terhadap purchase intention. Selain itu, brand awareness terbukti memediasi dan
memperkuat hubungan antara instagram promotion terhadap purchase intention. Terakhir,
brand awareness juga terbukti memediasi dan memperkuat hubungan antara word of mouth
dan purchase intention.

Kata Kunci : Consumer Behaviour, Instagram Promotion (Advertising), Word Of
Mouth, Purchase Intention, Brand Awareness
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ABSTRACT

The Influence of Instagram Promotion and Word of Mouth on Purchase Intention and
Brand Awareness of Kopi Janji Jiwa in East Jakarta. By: Nicolas. NIM: 14030120410021.
Master of Business Administration, Diponegoro University.

This study aimed fo analyze consumer behavior which includes the influence of Instagram
promotion (advertising) and word of mouth promotion on purchase intention and brand
awareness of Kopi Janji Jiwa. This study uses quantitative analysis. The survey was
conducted through a questionnaire to consumers of Kopi Janji Jiwa at AEON Mall Jakarta
Garden City and Transera Waterpark East Jakarta. There are several criteria used in
sample selection. The criteria for selecting this sample include: First, consumers who have
purchased Janji Jiwa coffee in the last 3 months. Second, respondents know about
advertisements from Kopi Janji Jiwa through Instagram social media. Third, the minimum
age of the respondent is 17 years. fourth, Consumers who have purchased Janji Jiwa coffee
at 2 Kopi Janji Jiwa outlets. Fifth, consumers are willing to be interviewed. from this study
obtained 103 respondents. All responses are processed using path analysis with the Smart
Partial Least Square (PLS) application. The results of the study show that Instagram
promotion (advertising), word of mouth, purchase intention, and brand awareness
influence each other. However, there is no effect of word of mouth on purchase intention.
In addition, brand awareness is proven to mediate and strengthen the relationship between
Instagram promotions and purchase intentions. Finally, brand awareness has also been
shown to mediate and strengthen the relationship between word of mouth and purchase
intention.

Keywords : Consumer Behaviour, Instagram Promotion (Advertising), Word Of Mouth,
Purchase Intention, Brand Awareness
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