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ABSTRAK

Penelitian ini berangkat dari fenomena banyaknya kedai kopi susu kekinian
yang digemari masyarakat, terutama di kalangan generasi milenial. Oleh karena itu,
penulis mengadakan penelitian ini untuk menganalisa dan mendeskripsikan
motivasi konsumen dalam membeli kopi susu kekinian (Kopi Kenangan) pada
perempuan muda milenial di masa pandemi Covid-19. Analisis penelitian ini
meminjam konsep teori perilaku konsumen yang dikemukakan oleh Kotler &
Ketler (2016) dan teori motivasi yang dicetuskan oleh Abraham H Maslow dalam
Mangkunegara (2017). Motivasi konsumen tersebut dibagi menjadi beberapa
bagian, yaitu motivasi berdasarkan rangsangan pemasaran (produk, harga,
distribusi, komunikasi), motivasi berdasarkan rangsangan lain (ekonomi, budaya),
motivasi berdasarkan kebutuhan fisiologis, dan juga motivasi berdasarkan
kebutuhan penghargaan. Teknik pengambilan data dalam penelitian ini adalah
teknik wawancara mendalam melalui platform media sosial berupa WhatsApp dan
Email. Narasumber yang diwawancarai pada penelitian ini adalah enam perempuan
muda milenial yang menjadi konsumen dari Kopi Kenangan, dan berdomisili di
daerah Jabodetabek. Hasil dari penelitian ini memperlihatkan bahwa ada banyak
ragam motivasi konsumen saat membeli Kopi Kenangan, diantaranya adalah rasa
Kopi Kenangan yang dianggap cocok di lidah para perempuan muda milenial,
banyaknya promo yang ditawarkan, saluran pemasaran yang dianggap efektif dan
tepat, dan harga yang dianggap terjangkau di kalangan perempuan muda milenial.

Kata Kunci : Perilaku konsumen, motivasi konsumen, kedai kopi susu kekinian,

perempuan muda milenial.
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ANALYSIS OF CONSUMER MOTIVATION IN BUYING CONTEMPORARY
MILK COFFEE (KOPI KENANGAN) ON MILLENIAL YOUNG WOMEN IN
THE COVID-19 PANDEMIC

DESI AYU RIYANTI

ABSTRACT

This research departs from the phenomenon of the contemporary milk coffee
shops that are now getting more popularity within the public, especially among the
millennial generation. Therefore, | conducted this study to analyze and describe the
consumer motivations in buying contemporary milk coffee (Kopi Kenangan) for
young millennial women during the Covid-19 pandemic. The analysis of this study
borrows the concept of consumer behavior theory proposed by Kotler & Ketler
(2016) and motivation theory proposed by Abraham H Maslow cited in
Mangkunegara (2017). Consumer motivation is divided into several parts, which
are: motivation based on marketing stimuli (product, price, distribution,
communication), motivation based on other stimuli (economic, cultural),
motivation based on physiological needs, and also motivation based on esteem
needs. The data collection technique in this study was an in-depth interview
technique through social media platforms such as WhatsApp and Email. The
informants interviewed in this study were six young millennial women who are
consumers of Kopi Kenangan, and domiciled in the Jabodetabek area. The results
of this study show that there are many kinds of consumer motivations when buying
Kopi Kenangan, including the taste of Kopi Kenangan which is considered suitable
for young millennial women, the number of promos offered, effective and

appropriate marketing channels, and their affordable prices.

Keywords: consumer behavior, consumer motivation, contemporary milk coffee

shops, young millennial women.
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