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ULANG CUSTOMER BRAND COACH. ( Studi Kasus Pada Customer Coach 

Plaza Senayan ) 

 

Rangga Andreanus 

 

 

 

ABSTRAK 

 

 

 Penelitian ini bertujuan untuk menganalisis pengaruh influencer, promo 

harga berupa membership program, serta pengggunaan instagram ads terhadap 

minat pembelian ulang  customer brandCoach Plaza Senayan. Responden pada 

penelitian ini adalah customer dari butik tas Coach Plaza Senayan. Data primer 

dan data sekunder telah terkumpul. Data sekunder dikumpulkan dari berbagai 

jurnal, buku, dan publikasi lainnya yang terkait dengan penelitian. Data primer 

diperoleh dengan menggunakan kuesioner yang dibagikan kepada target 

responden. Dalam penelitian ini terkumpul sebanyak 74 responden. Berbagai uji 

statistik seperti uji validitas, reliabilitas dan uji asumsi klasik telah dilakukan. 

Dengan menggunakan analisis jalur diperoleh bahwa promo harga berupa 

membership program dan penggunaan instagram ads berpengaruh positif dan 

signifikan terhadap minat pembelian ulang customer brand Coach Plaza Senayan, 

walaupun influencer kurang berpengaruh terhadap minat pembelian ulang 

konsumen Coach Plaza Senayan. Disarankan bahwa Coach Plaza Senayan untuk 

maintain kualitas membership program dan terus memanfaatkan instagram ads 

untuk terus mempengaruhi minat pembelian ulang customer Coach Plaza 

Senayan. Untuk penelitian selanjutnya, dapat menggunakan variabel lain untuk 

menganalisis minat pembelian konsumen dan juga mengembangkan metode 

penelitian seperti penambahan jumlah responden, teknik penarikan sampel, 

maupun teknik analisis data.  

 

 

Kata kunci: influencer, membership program, instagram ads, minat pembelian ulang. 
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THE EFFECT OF INFLUENCER, PRICE PROMO IN FORM OF 

MEMBERSHIP PROGRAM, AND INSTAGRAM ADS ON REPURCHASE 

INTENTION OF COACH BRAND CUSTOMER. ( Case Study of Plaza Senayan 

Coach’s Customer )  
 

Rangga Andreanus1 

 

  

 

ABSTRACT 

 

 

This study aim to analyze the effect of influencer, price promo in form of 

membership program, and the using of instagram ads on repurchase intention of 

Plaza Senayan Coach’s customer. Plaza Senayan Coach’s customers were taken 

as respondents. Both primary and secondary data were gathered. Secondary data 

were gathered from various sources such as journals, books, and other related 

publications. Primary data were collected using questionnaire which were 

distributed to the target respondents with a total of 74 respondents were gathered. 

Various statistical tests such as validity, reliability and classical assumptions tests 

were employed. Using a Path Analysis it was found that membership program, 

and instagram ads had a positive and significant effect on customer’s repurchase 

intention, eventhough influencer did not have the same effect. Product quality was 

found. It is suggested that Plaza Senayan Coach should be able to maintain the 

quality of its membership program, the using of instagram ads and improve more 
ontheir influencer to enhance repurchase intentionfrom their customers. Further 

research on, it can use other variables to analyze customer repurchase intention, 

and also develop research methods such as increasing the number of respondents, 

sampling techniques, and data analysis techniques.  
 

 
 

Keywords: influencer, membership program, instagram ads, repurchase intention. 
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