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PENGARUH INFLUENCER @MONICAMADEA

TERHADAP MINAT BELI PRODUK KOPI SOE

Stephanie Adita Djohan

ABSTRAK

Pertumbuhan industri food and beverage di Indonesia begitu pesat,
khususnya kedai kopi susu lokal. Perkembangan media sosial yang begitu
pesat menyebabkan para pelaku bisnis harus bersaing dalam inovasi dan
kreativitas dalam melakukan promosi. Sebagai salah satu brand kopi susu
lokal terbesar di Indonesia, Kopi Soe menggunakan strategi pemasaran
influencer untuk meningkatkan minat beli konsumen. Penelitian ini bertujuan
untuk mengetahui apakah terdapat pengaruh influencer Monica Amadea
terhadap minat beli produk Kopi Soe. Penelitian ini menggunakan konsep
influencer dan minat beli. Jenis penelitian ini adalah eksplanatif dengan
pendekatan kuantitatif dan metode penelitian survei. Kuesioner disebarkan
secara online kepada followers akun Instagram (@monicamadea. Dengan
menggunakan metode purposive sampling, terpilih 400 responden yang
memenuhi kriteria. Hasil penelitian menunjukkan bahwa variabel influencer
(X) memengaruhi variabel minat beli produk Kopi Soe (Y) sebesar 0,167 atau
16,7%. Sedangkan sisa persentase sebanyak 83,3%, variabel minat beli
produk Kopi Soe (Y) dipengaruhi oleh faktor-faktor lain, seperti karakteristik
target audiens yang kurang tepat dengan target pasar produk Kopi Soe,
perbedaan penyampaian pesan pada ulasan organik dan endorsement yang
disadari oleh audiens, serta strategi pemasaran lainnya yang turut mendorong
minat beli, seperti kesadaran merek, promosi penjualan, hingga kualitas
produk atau pelayanan.

Kata kunci: instagram, influencer, minat beli

vii
Pengaruh Influencer..., Stephanie Adita Djohan, Universitas Multimedia Nusantara



THE IMPACT OF INFLUENCER @MONICAMADEA

ON PURCHASE INTENTION OF KOPI SOE

Stephanie Adita Djohan

ABSTRACT

The industry of food and beverage business in Indonesia has been growing
rapidly, especially for local coffee shops. The social media development
enforces business owners to compete in terms of promotional inovation and
creativity in said platforms. As one of the biggest local coffee shop brands in
Indonesia, Kopi Soe uses influencer marketing strategy to increase
consumers' buying interest, or influencer Monica Amadea to be specific. A
study will be conducted to acknowledge the impact of influencer Monica
Amadea on the buying interest of Kopi Soe products. This study focuses on
the concept of influencer and buying interest. Explanative research with
survey method and quantitative approach will be implemented. The
questionnaire will be distributed online to followers of Instagram account
@monicamadea. Based on purposive sampling method, 400 eligible
respondents will be chosen. The data in this experiment will be analyzed using
multiple linear regression test. The result showed that the influencer variable
(X) affects the buying intention variable (Y) by 0.167 or 16.7%. Meanwhile,
the rest of the percentage (83.3%) of buying intention of Kopi Soe products
were affected by other factors, such as target audiences’ characteristic
differences, organic review and endorsement message differences, and other
promotion strategies which includes but not limited to brand awareness, sales
promotion, service or product quality.

Keywords: instagram, influencer, purchase intention
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