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THE INFLUENCE OF BRAND IMAGE AND INSTAGRAM PLATFORM ON 

PERCEIVED VALUE WITH WORD OF MOUTH AS A MODERATING VARIABLE 

(CASE STUDY ON SUNPRIDE CAVENDISH BANANAS IN SURABAYA CITY) 

 

Safrina Khalisah Intan Rahmadani1, Taufik Setyadi2, Nuriah Yuliati3 

  

ABSTRAK  

Penelitian ini bertujuan untuk menganalisis pengaruh citra merek dan platform 

Instagram terhadap perceived value pada produk Pisang Cavendish merek Sunpride 

di Kota Surabaya dengan word of mouth sebagai variabel moderasi. Latar belakang 

penelitian ini didasarkan pada penurunan konsumsi buah pisang di tengah tingginya 

produksi buah pisang di Kota Surabaya. Sehingga, diperlukan strategi pemasaran 

yang tepat dalam menciptakan perceived value konsumen buah Pisang melalui citra 

merek dan platform Instagram. Selain itu, Word of Mouth sebagai faktor yang dapat 

memperkuat atau memperlemah citra merek dan platform Instagram terhadap 

perceived value. Penelitian ini menggunakan pendekatan kuantitatif dan data 

dikumpulkan melalui penyebaran kuesioner online melalui google form kepada 100 

responden yang merupakan konsumen buah Pisang Cavendish Sunpride di Kota 

Surabaya dan pengguna aktif Instagram. Teknik analisis data menggunakan SEM-

PLS software WarpPLS 8.0. Hasil penelitian menunjukkan bahwa Karakteristik 

responden didominasi perempuan usia 20–33 tahun, bekerja sebagai pegawai 

swasta, berpendapatan Rp3.500.000–Rp5.000.000, berdomisili di Surabaya Timur, 

serta memiliki frekuensi konsumsi pisang 1–2 kali per bulan dengan pengeluaran 

Rp25.000–Rp50.000. Hasil penelitian menunjukkan bahwa citra merek dan 

platform Instagram berpengaruh positif dan signifikan terhadap perceived value, 

Word of Mouth memperlemah pengaruh citra merek terhadap perceived value, 

namun memperkuat pengaruh platform Instagram terhadap perceived value. 

Kata Kunci : Citra Merek, Platform Instagram, Perceived Value, Word of Mouth, 

Pisang Cavendish. 
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ABSTRACT 

This study aims to analyze the effect of brand image and Instagram platform on 

perceived value of Sunpride brand Cavendish Banana products in Surabaya City 

with word of mouth as a moderating variable. The background of this study is based 

on the decline in banana consumption amidst the high production of bananas in 

Surabaya City. Thus, an appropriate marketing strategy is needed in creating 

perceived value of Banana fruit consumers through brand image and the Instagram 

platform. In addition, Word of Mouth as a factor that can strengthen or weaken the 

brand image and Instagram platform on perceived value. This research uses a 

quantitative approach and data is collected through distributing online 

questionnaires via google form to 100 respondents who are consumers of 

Cavendish Sunpride Bananas in Surabaya City and active Instagram users. The 

data analysis technique uses SEM-PLS software WarpPLS 8.0. The results showed 

that the characteristics of respondents were dominated by women aged 20-33 years, 

worked as private employees, had an income of Rp3,500,000-Rp5,000,000, lived in 

East Surabaya, and had a frequency of banana consumption 1-2 times per month 

with an expenditure of IDR 25,000-Rp50,000. The results showed that brand image 

and Instagram platform have a positive and significant effect on perceived value, 

Word of Mouth weakens the influence of brand image on perceived value, but 

strengthens the influence of the Instagram platform on perceived value. 

 

Keywords: Brand Image, Instagram Platform, Perceived Value, Word of Mouth 

Cavendish Banana. 
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