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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh online customer review, 

food influencer, dan content marketing terhadap tingkat kunjungan pelanggan di 

Bakso Mas Roy Cabang Surabaya Timur. Penelitian dilakukan menggunakan 

metode kuantitatif dengan pendekatan asosiatif, populasi yang digunakan adalah 

seluruh pelanggan bakso Mas Roy cabang Surabaya timur. Sampel sebanyak 194 

responden yang di temui penulis dilokasi penelitian, hasil tersebut diperoleh melalui 

rumus slovin. Berbagai uji statistik digunakan, termasuk validitas, reabilitas, dan 

asumsi klasik seperti normalitas, multikolinieritas, heteroskedastisitas, dan 

autokorelasi. Selain itu, uji regresi linear berganda, uji F, dan uji T juga dilakukan. 

Hasil penelitian menunjukkan bahwa secara simultan, online customer review, food 

influencer, dan content marketing memiliki dampak positif yang signifikan 

terhadap tingkat kunjungan pelanggan. Namun, secara parsial, ditemukan bahwa 

online customer review memiliki pengaruh negatif terhadap tingkat kunjungan 

pelanggan. Di sisi lain, food influencer dan content marketing menunjukkan 

pengaruh positif yang signifikan terhadap peningkatan tingkat kunjungan 

pelanggan di Bakso Mas Roy Cabang Surabaya Timur. Hasil ini memberikan 

wawasan penting bagi strategi pemasaran dan manajemen Bakso Mas Roy dalam 

meningkatkan daya tarik dan kunjungan pelanggan. 

Kata Kunci : online customer review, food influencer, content marketing, tingkat 

kunjungan pelanggan 
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ABSTRACT 

This research aims to determine the influence of online customer reviews, food 

influencers, and content marketing on the level of customer visits at Bakso Mas 

Roy East Surabaya Branch. The research was carried out using quantitative methods 

with an associative approach, the population used was all customers of the East 

Surabaya branch of Mas Roy meatballs. A sample of 194 respondents who were 

met by the author at the research location, these results were obtained using the 

Slovin formula. Various statistical tests are used, including validity, reliability, and 

classic assumptions such as normality, multicollinearity, heteroscedasticity, and 

autocorrelation. In addition, multiple linear regression tests, F tests, and T tests were 

also carried out. The research results show that simultaneously, online customer 

reviews, food influencers, and content marketing have a significant positive impact 

on the level of customer visits. However, partially, it was found that online customer 

reviews had a negative influence on the level of customer visits. On the other hand, 

food influencers and content marketing show a significant positive influence on 

increasing the level of customer visits at Bakso Mas Roy East Surabaya Branch. 

These results provide important insights for the marketing and management 

strategy of Bakso Mas Roy in increasing attraction and customer visits. 

Keywords: online customer reviews, food influencers, content marketing, level of 

customer visits 

 


