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PENGARUH PEMSARAN MEDIA SOSIAL, CITRA MEREK, 

DAN PERSEPSI KUALITAS PRODUK TERHADAP 

KEPUTUSAN PEMBELIAN KONSUMEN STARBUCKS DI 

WILAYAH TANGERANG 

Anthony Sugianto 

ABSTRAK 

 

Perubahan gaya hidup masyarakat dan pesatnya perkembangan teknologi 

digital telah mendorong transformasi besar dalam industri kedai kopi di 

Indonesia. Starbucks, sebagai pemimpin pasar, menghadapi berbagai 

tantangan, termasuk persaingan dari kedai kopi lokal dan dampak gerakan 

boikot akibat isu sosial. Penelitian ini bertujuan untuk menganalisis pengaruh 

Social Media Marketing, Brand Image, dan Product quality perception 

terhadap Purchasing Decision konsumen Starbucks di Wilayah Tangerang. 

Penelitian ini menggunakan metode kuantitatif dengan pendekatan regresi 

linier berganda. Data dikumpulkan dari 100 responden yang merupakan 

konsumen aktif Starbucks. Hasil penelitian menunjukkan bahwa ketiga 

variabel independen berpengaruh signifikan terhadap keputusan pembelian, 

dengan Brand Image menjadi faktor dominan. Hal ini menunjukkan Brand 

Image yang kuat dan persepsi kualitas produk yang tinggi juga terbukti 

mendukung pembentukan loyalitas konsumen. Strategi pemasaran digital 

yang efektif dan konten yang relevan untuk meningkatkan minat beli. 

Penelitian ini memberikan rekomendasi strategis bagi Starbucks Indonesia 

dalam mempertahankan daya saing di tengah dinamika sosial dan persaingan 

industri kedai kopi yang semakin kompleks. 

Kata kunci: Social Media Marketing, Brand Image, Product quality 

perception, Purchasing Decisions, Starbucks.  
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THE INFLUENCE OF SOCIAL MEDIA MARKETING, BRAND 

IMAGE, AND PRODUCT QUALITY PERCEPTION ON 

STARBUCKS CONSUMER PURCHASING DECISIONS IN 

TANGERANG AREA 

Anthony Sugianto 

ABSTRACT (English) 

Changes in people's lifestyles and the rapid development of digital technology have 

driven a major transformation in the coffee shop industry in Indonesia. Starbucks, 

as the market leader, faces various challenges, including competition from local 

coffee shops and the impact of the boycott movement due to social issues. This study 

aims to analyze the influence of Social Media Marketing, Brand Image, and 

Perception of Product Quality on Starbucks Consumer Purchasing Decisions in the 

Tangerang area. This study uses a quantitative method with a multiple linear 

regression approach. Data were collected from 100 respondents who are active 

Starbucks consumers. The results of the study show that the three independent 

variables have a significant effect on purchasing decisions, with Brand Image being 

the dominant factor. This shows that a strong Brand Image and high perception of 

product quality have also been shown to support the formation of consumer loyalty. 

Effective digital marketing strategies and relevant content to increase purchasing 

interest. This study provides strategic recommendations for Starbucks Indonesia in 

maintaining competitiveness amidst the increasingly complex social dynamics and 

competition in the coffee shop industry. 

 

Keywords: Social Media Marketing, Brand Image, Product quality perception, 

Purchasing Decisions, Starbucks.   
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