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PENGARUH PESAN KAMPANYE 

#SEGARTANPAKHAWATIR TERHADAP  

CITRA MEREK ES TEH INDONESIA 

 Michael Julio Relawan 

ABSTRAK 

Belakangan ini muncul merek minuman kekinian yang digemari banyak kalangan 

terutama anak muda. Media sosial turut dimanfaatkan dalam kegiatan pemasaran 

merek minuman kekinian yang pada akhirnya mendorong perkembangan industri 

ini, seperti yang dilakukan oleh Es Teh Indonesia dengan meluncurkan kampanye 

#SegarTanpaKhawatir di Instagram sebagai salah satu pesan yang disuarakan 

setelah baru saja merilis inovasi produk berupa “Sugar Level”. Penelitian ini 

bertujuan untuk mengetahui pengaruh pesan kampanye #SegarTanpaKhawatir 

terhadap citra merek Es Teh Indonesia. Teori Elaboration Likelihood Model 

dijadikan acuan penelitian ini untuk menguraikan bagaimana khalayak merespons 

pesan melalui rute sentral dan periferal. Pendekatan penelitian ini adalah kuantitatif 

yang bersifat eksplanatif dengan metode survei. Pengambilan sampel dilakukan 

secara purposive sampling kepada 150 responden yang merupakan pengikut akun 

Instagram Es Teh Indonesia. Data dikumpulkan melalui kuesioner dan kemudian 

dianalisis menggunakan uji regresi linear sederhana. Hasil penelitian menunjukkan 

pengaruh pesan kampanye #SegarTanpaKhawatir yang mencakup dimensi kognitif 

dan afektif atas citra merek Es Teh Indonesia sebesar 42,2% dan sisanya 57,8% 

dipengaruhi aspek lainnya di luar penelitian, seperti komunikator (daya tarik & 

kredibilitas), strategi komunikasi pemasaran (above the line), dan struktur pesan. 

 

Kata kunci: Pesan Kampanye, Citra Merek, Teori Elaboration Likelihood Model 
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THE EFFECT OF #SEGARTANPAKHAWATIR CAMPAIGN 

MESSAGE ON ES TEH INDONESIA’S BRAND IMAGE 

 Michael Julio Relawan 

ABSTRACT 

Recently, a contemporary drink brand has emerged which is popular with many 

groups, especially young people. Social media is also utilized in marketing 

activities for contemporary beverage brands which ultimately encourage the 

development of this industry, such as what was done by Es Teh Indonesia by 

launching the #SegarTanpaKhawatir campaign on Instagram as one of the 

messages voiced after just releasing a product innovation in the form of "Sugar 

Level". This study aims to determine the effect of the #SegarTanpaKhawatir 

campaign message on the brand image of Es Teh Indonesia. The Elaboration 

Likelihood Model theory is used as a reference for this study to describe how 

audiences respond towards messages through central and peripheral routes. This 

research approach is quantitative which is explanatory in the form of a survey 

method. Sampling was carried out by purposive sampling to 150 respondents who 

are followers of the Instagram Es Teh Indonesia account. Data was collected 

through a questionnaire and then analyzed using a simple linear regression test. 

The results of the study show that the influence of the #SegarTanpaKhawatir 

campaign message which includes cognitive and affective dimensions on the image 

of Es Teh Indonesia is 42.2% and the remaining 57.8% is influenced by other 

aspects outside of research, such as such as communicator (attractiveness & 

credibility), marketing communication strategy (above the line), and message 

structure.  

 

Keywords: Campaign Message, Brand Image, Elaboration Likelihood Model 

Theory 
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