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PENGARUH INFLUENCER DAN STORYTELLING MARKETING
TERHADAP KEPUTUSAN PEMBELIAN KOPI SOE
(Survei Pada Followers Instagram Monica Amadea)

Syafa Almara Setiawan

ABSTRAK

Penelitian ini berlatar belakang dari adanya trend kolaborasi suatu brand dengan
influencer sebagai salah satu cara untuk bertahan dan berinovasi di masa pandemi.
Kolaborasi tersebut dapat dikatakan sukses apabila brand berhasil memilih
influencer yang tepat sesuai dengan target audiens, banyak cara marketing yang
dilakukan influencer untuk mempengaruhi keputusan pembelian pada followers-
nya salah satunya dengan menggunakan storytelling marketing. Teori/konsep yang
digunakan dalam penelitian ini adalah Storytelling Marketing, Influencer
Marketing, dan keputusan pembelian. Penelitian ini menggunakan jenis kuantitatif
eksplanatif dengan metode survei dan paradigma positivistik. Hasil penelitian
menunjukkan terdapat pengaruh sebesar 52.7% pada Influencer Marketing terhadap
Keputusan Pembelian, adanya pengaruh sebesar 53.7% pada Storytelling Marketing
terhadap Keputusan Pembelian, dan sebesar 60.6% pengaruh Influencer Marketing
dan Storytelling Marketing secara simultan terhadap Keputusan Pembelian.
Kesimpulan dalam penelitian ini yaitu, terdapat pengaruh hubungan yang sangat
kuat pada penggunaan Influencer Marketing dan Storytelling Marketing secara
bersamaan terhadap Keputusan Pembelian pada followers Instagram Monica
Amadea. Serta terdapat hubungan yang kuat pada Influencer Marketing terhadap
Keputusan Pembelian dan Storytelling Marketing terhadap Keputusan Pembelian.

Kata Kunci: Bercerita, Influencer, Pemasaran, dan Keputusan Pembelian
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THE EFFECT OF INFLUENCER AND STORYTELLING MARKETING ON
KOPI SOE PURCHASING DECISIONS
(Survey on Monica Amadea's Instagram Followers)
Syafa Almara Setiawan

ABSTRACT

This research is based on the trend of collaboration of a brand with influencers as
a method to survive and innovate during a pandemic. The collaboration can be
considered to be successful if the brand succeeds in choosing the right influencer
according to the target audience, there are a lot of marketing strategies that
influencers conducted to influence purchasing decisions on their followers, one of
which is by using storytelling marketing. The theory/concept utilized in this
research is Storytelling Marketing, Influencer Marketing, and purchasing
decisions. This study utilizes an explanatory quantitative type with survey methods
and a positivistic paradigm. The results showed that there was an influence of
52.7% of Influencer Marketing on Purchase Decisions, 53.7% of Storytelling
Marketing on Purchase Decisions, and 60.6% influence of Influencer Marketing
and Storytelling Marketing simultaneously on Purchase Decisions. In conclusion,
there is a strong relationship between the use of Influencer Marketing and
Storytelling Marketing simultaneously on Purchase Decisions on Monica Amadea's
Instagram followers. Furthermore, it can also be concluded that there is a strong
relationship between Influencer Marketing on Purchase Decisions and Storytelling
Marketing on Purchase Decisions.

Key Words: Influencer, Marketing, Purchasing Decisions, and Storytelling
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