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ABSTRAK

PENGARUH SOCIAL MEDIA MARKETING, KUALITAS PRODUK, DAN
BRAND AWARENESS TERHADAP KEPUTUSAN PEMBELIAN
PADA FORE COFFEE DI JAKARTA SELATAN

Oleh:

Indhy Dwi Apriyanti

NPM 223402516301

Tugas Akhir dibawah bimbingan Prof. Dr. Edi Sugiono, S.T., S.E., M.M.

Penelitian inm1 bertujuan untuk menganalisis pengaruh social media
marketing (X1), kualitas produk (X>), dan brand awareness (X3) terhadap keputusan
pembelian (Y) pada Fore Coffee di Jakarta Selatan. Penelitian ini dilatarbelakangi
oleh meningkatnya persaingan dalam industri kopi serta fluktuasi posisi merek Fore
Coffee dalam Top Brand Index, yang menunjukkan bahwa perusahaan perlu
memperkuat strategi pemasaran dan kualitas produknya untuk menarik konsumen.
Metode penelitian yang digunakan adalah pendekatan kuantitatif dengan teknik
purposive sampling terhadap 100 responden yang merupakan konsumen Fore
Coffee di Jakarta Selatan. Data primer diperoleh melalui penyebaran kuesioner
dengan skala Likert dan dianalisis menggunakan regresi linier berganda dengan
bantuan SPSS wversi 27. Hasil penelitian _menunjukkan bahwa social media
marketing, kualitas produk, dan brand awareness berpengaruh positif dan signifikan
terhadap keputusan pembelian, sehingga efektivitas pemasaran melalui media
sosial, kualitas produk yang konsisten, serta tingkat kesadaran merek yang tinggi
berperan penting dalam mendorong konsumen untuk melakukan pembelian produk
Fore Coffee.

Kata Kunci: Social Media Marketing, Kualitas Produk, Brand Awareness,
Keputusan Pembelian.



ABSTRACT

THE INFLUENCE OF SOCIAL MEDIA MARKETING, PRODUCT
QUALITY, AND BRAND AWARENESS ON PURCHASE DECISIONS
AT FORE COFFEE IN SOUTH JAKARTA

By:

Indhy Dwi Apriyanti

NPM 223402516301

This Final Project was supervised by Prof. Dr. Edi Sugiono, S.T., S.E., M.M.

This study aims to analyze the influence of social media marketing (X;),
product quality (X3), and brand awareness (X3) on purchasing decisions (Y) at Fore
Coffee in South Jakarta. The research is motivated by the increasing competition in
the coffee industry and the fluctuation of Fore Coffee’s brand position in the Top
Brand Index, which indicates the need for companies to strengthen their marketing
strategies and brand positioning. This study uses a quantitative approach with
purposive sampling, involving 100 respondents who are consumers of Fore Coffee.
Primary data were collected through Likert-scale questionnaires and analyzed
using multiple linear regression with SPSS version 27. The results show that social
media marketing, product quality, and brand awareness have a positive and
significant effect on purchasing decisions. These findings indicate that effective
social media marketing, consistent product quality, and strong brand awareness
play an important role in encouraging consumers to make purchasing decisions and
in strengthening the competitiveness of Fore Coffee in the coffee industry.

Keywords: Social Media Marketing, Product Quality, Brand Awareness,
Purchasing Decision.
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