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INTERAKSI SPACE PADA PERILAKU KONSUMEN GEN Z 

DI DEPOK 

 

ARYANTI DEWI K 

           
      

ABSTRAK 
 

Skripsi ini membahas tentang Strategi Digital Marketing Coffee Shop 
Interaksi Space Terhadap Perilaku Konsumen Gen Z di Depok. Fokus penelitian 
mencakup penggunaan digital marketing sebagai strategi komunikasi pemasaran, 
perilaku konsumen Gen Z terhadap coffee shop Interaksi Space, pengaruh digital 
marketing terhadap perilaku konsumen Gen Z, serta hubungan perilaku konsumen 
dengan gaya hidup, status sosial ekonomi, dan kelompok referensi Gen Z. 
Penelitian ini bertujuan untuk menganalisis penggunaan digital marketing sebagai 
strategi komunikasi pemasaran, memahami perilaku konsumen Gen Z terhadap 
Interaksi Space, menilai pengaruh digital marketing terhadap perilaku konsumen 
Gen Z, dan mengidentifikasi hubungan perilaku konsumen dengan gaya hidup, 
status sosial ekonomi, dan kelompok referensi Gen Z.  

Metode penelitian yang digunakan adalah kualitatif deskriptif dengan 
pengumpulan data melalui observasi, wawancara, dan dokumentasi. Data primer 
dan sekunder menjadi sumber informasi, dan subjek penelitian melibatkan pemilik, 
admin digital marketing, barista, dan konsumen Interaksi Space. Analisis data 
dilakukan melalui teknik reduksi data, penyajian data, dan penarikan kesimpulan.  

Hasil temuan menunjukkan bahwa Interaksi Space Coffee Shop berhasil 
menerapkan digital marketing sebagai strategi komunikasi pemasaran efektif, 
terutama dalam merespons perilaku konsumen Gen Z. Strategi ini melibatkan 
analisis mendalam produk, perencanaan kampanye yang terfokus, dan 
pengembangan konten sesuai preferensi konsumen. Pemasaran difokuskan pada 
platform Instagram dan TikTok, berhasil meningkatkan interaksi dan menarik 
perhatian konsumen.  

Dengan demikian, kesimpulan dari penelitian ini adalah bahwa pemasaran 
digital memainkan peran krusial dalam pertumbuhan pendapatan Interaksi Space, 
memberikan efisiensi tinggi dan memudahkan akses informasi bagi pelanggan. 
Pemanfaatan media sosial, terutama Instagram, sebagai alat pemasaran eksklusif, 
membuktikan keberhasilan dalam meningkatkan penjualan, khususnya di kalangan 
generasi Z yang aktif di platform tersebut. 

Kata Kunci: Digital Marketing, Perilaku Konsumen, Generasi Z 
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DIGITAL MARKETING STRATEGY OF COFFEE SHOP 
INTERAKSI SPACE ON GEN Z CONSUMER BEHAVIOR IN 

DEPOK 

 

ARYANTI DEWI K 

            

 

ABSTRACT 
 

This thesis discusses the Digital Marketing Strategy of Coffee Shop Interaksi 
Space on Gen Z Consumer Behavior in Depok. The research focus includes the use 
of digital marketing as a marketing communication strategy, Gen Z consumer 
behavior towards Interaksi Space coffee shops, the influence of digital marketing 
on Gen Z consumer behavior, and behavioral relationships. consumers with the 
lifestyle, social class, and reference group of Gen Z. This research aims to analyze 
the use of digital marketing as a marketing communication strategy, understand 
Gen Z consumer behavior towards Space Interaction, assess the influence of digital 
marketing on Gen Z consumer behavior, and identify behavioral relationships 
consumers with the Gen Z lifestyle, social class, and reference group. 

The research method used is descriptive qualitative with data collection 
through observation, interviews and documentation. Primary and secondary data 
are sources of information, and research subjects involve owners, digital marketing 
admins, baristas and consumers of Interaction Space. Data analysis was carried 
out through data reduction techniques, data presentation, and drawing 
conclusions. 

The findings show that Interaksi Space Coffee Shop has succeeded in 
implementing digital marketing as an effective marketing communications strategy, 
especially in responding to Gen Z consumer behavior. This strategy involves in-
depth product analysis, focused campaign planning, and content development 
according to consumer preferences. Marketing is focused on the Instagram and 
TikTok platforms, successfully increasing interaction and attracting consumer 
attention. 

Thus, the conclusion of this research is that digital marketing plays a crucial 
role in Interaksi Space's revenue growth, providing high efficiency and facilitating 
access to information for customers. The use of social media, especially Instagram, 
as an exclusive marketing tool, has proven successful in increasing sales, especially 
among generation Z who are active on this platform. 

Keywords: Digital Marketing, Consumer Behavior, Generation Z 
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