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EFEKTIVITAS PROMOSI INSTAGRAM DAN PERAN MEDIASI
KESADARANMEREK DALAMMEMPENGARUHI KEPUTUSAN

PEMBELIAN KONSUMEN PADABISNIS KOPI

Ellecia Pricillia Siahaan, Sri Tjondro Winarno, dan Taufik Setyadi

ABSTRAK

Indonesia telah mengalami pertumbuhan yang signifikan dalam hal
produksi maupun konsumsi kopi, yang mendorong perkembangan bisnis kopi lokal.
Di tengah persaingan yang semakin ketat, Instagram menjadi platform utama dalam
strategi promosi karena kekuatan visualnya dan jangkauan yang luas. Penelitian ini
bertujuan untuk menganalisis pengaruh efektivitas promosi melalui Instagram
terhadap keputusan pembelian konsumen, dengan brand awareness sebagai variabel
mediasi. Efektivitas promosi diukur menggunakan model Stimulus-Organism-
Response (SOR), yang mencakup stimulus (kualitas konten), organism (perhatian,
pemahaman, penerimaan), dan response (interaksi, partisipasi). Penelitian ini
dilakukan di SumberWandhe Coffee Lab, Jombang, Jawa Timur, selama 3 Februari
sampai 3 Maret 2025 melalui observasi lapangan dan wawancara yang didukung
dengan Google Forms, menggunakan pendekatan kuantitatif. Sebanyak 100
responden dari total 4.000 pengikut Instagram Sumber Wandhe Coffee Lab dipilih
dengan teknik purposive sampling. Data dikumpulkan melalui kuesioner online dan
dianalisis menggunakan Structural Equation Modeling Partial Least Squares (SEM-
PLS) melalui WarpPLS 8.0. Penelitian ini mengkaji hubungan antara tiga variabel
utama: efektivitas promosi Instagram, brand awareness, dan keputusan pembelian.
Hasil menunjukkan bahwa konten promosi Instagram mendapatkan skor rata-rata
tinggi pada stimulus (4,23), organism (4,24), dan response (4,15), dengan skor
efektivitas keseluruhan sebesar 4,20. Model luar (outer model) memenuhi kriteria
validitas dan reliabilitas. Analisis model dalam (inner model) menunjukkan adanya
pengaruh langsung yang signifikan dari promosi Instagram terhadap brand
awareness (β = 0,83; p < 0,01), serta pengaruh signifikan brand awareness terhadap
keputusan pembelian (β = 0,62; p < 0,01). Pengaruh tidak langsung promosi
terhadap keputusan pembelian melalui brand awareness terbukti lebih kuat
dibandingkan jalur langsung. Hal ini menunjukkan bahwa brand awareness
berperan sebagai mediator utama yang menghubungkan efektivitas promosi
Instagram dengan perilaku pembelian konsumen.

Kata Kunci : Kesadaran Merek, Kedai Kopi, Instagram, Efektivitas Promosi,
Keputusan Pembelian, Model SOR
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INSTAGRAM PROMOTION EFFECTIVENESSAND THE MEDIATING
ROLE OF BRANDAWARENESS IN INFLUENCING CONSUMER

PURCHASE DECISIONSATACOFFEE BUSINESS

Ellecia Pricillia Siahaan, Sri Tjondro Winarno, dan Taufik Setyadi

ABSTRACT

Indonesia has experienced significant growth in both coffee production and
consumption, which has driven the development of local coffee businesses. Amid
increasing competition, Instagram has become a primary platform for promotional
strategies due to its visual strength and broad reach. This study aims to analyze the
influence of Instagram promotion effectiveness on consumer purchase decisions,
with brand awareness as a mediating variable. Promotion effectiveness is measured
using the Stimulus-Organism-Response (SOR) model, which includes stimulus
(content quality), organism (attention, comprehension, acceptance), and response
(interaction, participation). The study was conducted at Sumber Wandhe Coffee
Lab, Jombang, East Java, during February 3 to March 3, 2025 through field
observations and interviews supported by Google Forms, using a quantitative
approach. A total of 100 respondents out of 4,000 Instagram followers of Sumber
Wandhe Coffee Lab were selected using purposive sampling. Data were collected
via an online questionnaire and analyzed using Structural Equation Modeling
Partial Least Squares (SEM-PLS) through WarpPLS 8.0. This study examined the
relationship among three main variables: Instagram promotion effectiveness, brand
awareness, and purchase decision. The results show that Instagram promotional
content received high average scores in stimulus (4.23), organism (4.24), and
response (4.15), with an overall effectiveness score of 4.20. The outer model met
the validity and reliability criteria. The inner model analysis revealed a significant
direct effect of Instagram promotion on brand awareness (β = 0.83; p < 0.01), and
a significant effect of brand awareness on purchase decision (β = 0.62; p < 0.01).
The indirect effect of promotion on purchase decision through brand awareness was
stronger than the direct path. These findings confirm that brand awareness serves
as a key mediator linking Instagram promotion effectiveness to consumer
purchasing behavior.

Keywords : Brand Awareness, Coffee Shop, Instagram, Promotion Effectiveness,
Purchase Decision, SOR Model

.
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