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PENGARUH EMOTIONAL BRANDING TERHADAP KEPUTUSAN

PEMBELIAN MINUMAN KOPI KENANGAN

(Survei Pada Mahasiswa Aktif Ilmu Komunikasi Universitas Bakrie

Angkatan 2016)

Febi Aprilia Ulfa

ABSTRAK

Budaya minum kopi di coffee shop oleh masyarakat Indonesia semakin meningkat.

Berdasarkan data statistik, tingkat konsumtif masyarakat Indonesia dari tahun

2016-2021 terus meningkat seiring dengan pertumbuhan bisnis coffee shop di

Indonesia. Penelitian ini bertujuan untuk mengetahui pengaruh emotional branding

terhadap keputusan pembelian minuman kopi kenangan (survei pada Mahasiswa

aktif Ilmu Komunikasi Universitas Bakrie angakatan 2016) Terdapat dua variabel

dalam penelitian ini, yakni variable X emotional branding (relationship, sensorial

experience, imagination, dan vision) dan variable Y keputusan pembelian (pilihan

produk, pilihan merek, pilihan penyalur, waktu pembelian, dan jumlah pembelian).

Penelitian ini menggunakan pendekatan kuantitatif dekskriptif dengan metode yang

di sebarkan kepada 100 sampel responden yaitu mahasiswa aktif Ilmu Komunikasi

Universitas Bakrie angkatan 2016. Teknik analisis yang digunakan regresi

sederhana. Berdasarkan hasil peneitian dari 100 sampel responden dalam variable

emotional branding menunjukkan bahwa terdapat pengaruh dari emotional

branding terhadap keputusan pembelian sebesar 72,8%. Pengaruh paling besar

diberikan oleh dimensi imagination yang mengacu kepada Konsep outlet dan

penamaan menu pada Kopi Kenangan memberikan kesan tersendiri bagi konsumen

untuk membeli produk kopi kenangan.Adapun faktor lain yang mempengaruhi

keputusan pembelian adalah harga dan word of mouth (WOM).

Kata Kunci: Emotional Branding, keputusan pembelian, Kopi Kenangan
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IMPACT OF EMOTIONAL BRANDING TO PURCHASE DECISION IN

KOPI KENANGAN

(Surveying by Student of Communication Science in Bakrie University 2016)

Febi Aprilia Ulfa

ABSTRACT

The culture of drinking coffee in coffee shops by Indonesians is increasing. Based

on statistical data, the level of consumption of Indonesian people from 2016-2021

continues to increase along with the growth of the coffee shop business in

Indonesia. This research aims to determine the impact of emotional branding on the

purchase decision of Kopi Kenangan (a survey of active Communication Science

students at Bakrie University in 2016) There are two variables in this study, namely

emotional branding as independent variable (relationship, sensorial experience,

imagination, and vision) and purchase decision as dependent variable (product

choice, brand choice, dealer choice, time of purchase, and purchase amount). This

study uses a descriptive quantitative approach with a method that is distributed to

100 samples of respondents, namely active students of Bakrie University

Communication Science class 2016. The analysis technique used is simple

regression. Based on the results from 100 samples of respondents in the emotional

branding variable, it shows that there is an effect of emotional branding on

purchasing decisions by 72.8%. The greatest influence is given by the imagination

dimension which refers to the concept of outlets and the naming of the menu in

Kopi Kenangan which gives a distinct impression for consumers to buy its products.

Other factors that influence purchasing decisions are price and word of mouth

(WOM).

Key Words: Emotional Branding, Purchase Decision, Kopi Kenangan
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