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ABSTRAK 

PENGARUH PRODUK, HARGA DAN KONTEN INSTAGRAM 

TERHADAP KEPUTUSAN PEMBELIAN KOPI KENANGAN PADA  

GEN Z 

LAILATUL FITRI DWI RAHMAWATI, ETY DWI SUSANTI 

Pertumbuhan pesat industri kopi di Indonesia, didorong oleh Gen Z dan media 

sosial, menjadi latar belakang penelitian ini. Studi ini menganalisis pengaruh media 

sosial terhadap keputusan pembelian Kopi Kenangan di kalangan Generasi Z. 

Fokusnya adalah mengidentifikasi faktor pendorong pembelian, strategi konten 

Kopi Kenangan, dan efektivitasnya. Hasil menunjukkan bahwa produk Kopi 

Kenangan secara signifikan memengaruhi media sosial dan keputusan pembelian. 

Media sosial juga terbukti signifikan dalam memengaruhi keputusan pembelian. 

Menariknya, harga dan konten tidak berpengaruh signifikan secara langsung, 

namun media sosial berperan penting sebagai mediator antara produk dan keputusan 

pembelian. 

Kata Kunci : Produk, Harga, Konten Instagram, Keputusan Pembelian 
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ABSTRACT 

THE INFLUENCE OF PRODUCT, PRICE, AND INSTAGRAM CONTENT ON 

PURCHASE DECISIONS FOR KENANGAN COFFEE AMONG GENERAL Z 

LAILATUL FITRI DWI RAHMAWATI, ETY DWI SUSANTI 

The rapid growth of the coffee industry in Indonesia, driven by Gen Z and social 

media, is the background to this research. This study analyzes the influence of social 

media on purchasing decisions for Kopi Kenangan among Generation Z. The focus 

is on identifying purchasing drivers, Kopi Kenangan's content strategy, and its 

effectiveness. The results show that Kopi Kenangan's product significantly 

influences social media and purchasing decisions. Social media also proved 

significant in influencing purchasing decisions. Interestingly, price and content did 

not have a significant direct influence, but social media played a significant role as 

a mediator between the product and purchasing decisions. 

Keywords : Product, Price, Instagram Content, Purchase Decision 
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