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PENGARUH KONTEN KOMUNIKASI PEMASARAN PADA INSTAGRAM
TERHADAP MINAT BELI KONSUMEN BEFOOD

Rini Puspitasari

ABSTRAK

Penelitian ini bertujuan menganalisis persepsi konsumen terhadap konten komunikasi
pemasaran pada akun Instagram Befood, minat beli konsumen, serta pengaruh konten
komunikasi pemasaran terhadap minat beli. Penelitian menggunakan pendekatan kuantitatif
dengan melibatkan 100 pengikut aktif akun Instagram @bulog.Befood sebagai responden.
Variabel konten komunikasi pemasaran diukur berdasarkan dimensi relevant, timely,
different, serta on brand and authentic, sedangkan minat beli diukur melalui dimensi
eksploratif, transaksional, referensial, dan preferensial. Hasil penelitian menunjukkan bahwa
persepsi konsumen terhadap konten komunikasi pemasaran dan minat beli berada pada
kategori positif, dengan dimensi relevant dan referensial sebagai aspek yang paling
dominan. Selain itu, konten komunikasi pemasaran terbukti berpengaruh positif dan
signifikan terhadap minat beli, yang terutama didorong oleh manfaat fungsional produk serta
kredibilitas Befood sebagai merek di bawah Perum BULOG, sehingga menegaskan
pentingnya pendekatan komunikasi pemasaran yang berfokus pada kepercayaan dan
kebermanfaatan untuk produk pangan pokok.

Kata kunci: Konten komunikasi pemasaran, Media sosial, Instagram, Minat beli, Produk
pangan pokok.
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THE INFLUENCE OF MARKETING COMMUNICATION KONTEN ON
INSTAGRAM ON BEFOOD CONSUMERS' PURCHASE INTENTION

Rini Puspitasari

ABSTRACT

This study aims to examine consumer perceptions of marketing communication content on
Befood's Instagram account, consumer purchase intention, and the influence of marketing
communication content on purchase intention. A quantitative approach was employed,
involving 100 active followers of the @bulog.Befood Instagram account as respondents. The
marketing communication content variable was measured using the dimensions of relevance,
timeliness, distinctiveness, and being on-brand and authentic, while purchase intention was
assessed through its exploratory, transactional, referential, and preferential dimensions. The
findings indicate that consumer perceptions of both marketing communication content and
purchase intention fall within the positive category, with the relevance and referential
dimensions emerging as the most dominant aspects. Furthermore, marketing communication
content was found to have a positive and significant effect on purchase intention, driven
primarily by the product's functional benefits and Befood's credibility as a brand under
Perum BULOG. These findings underscore the importance of a marketing communication
approach centered on trust and perceived usefulness, particularly for staple food products.

Keywords: Marketing communication content, Social media, Instagram, Purchase intention,
Staple food products.

vii



Universitas Bakrie

DAFTAR ISI

Halaman
HALAMAN PERNYATAAN ORISINALITAS .utitrviiinsnricssnncsssscsssnessssnessssssssssssssseses i
HALAMAN PENGESAHAN ....ccoiiiiinrinintnsnsssississisississsssssssssssssssstsssssssssssssssssssssssssssons ii
KATA PENGANTAR .ucoiiiiinintisninsissiesisissssssssssssssssssisstssssssssssssssssssssssssssssssssssssessossns iii
HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ....uiiiineniccscsnnnecsssnsseces v
ABSTRAK ..cucouiiiiiinininnisnisisississsssssssissississssssssssssssssssssssssssstsssssssssssssssssssssssssssssnsssossossss vi
1D TN 3 17N 2 1 viii
DAFTAR TABEL...uucuiouiiiiinininnnsnississississsssissssssssssssssssssisssssssssssssssssssssssssssssssssssssessssssns xi
DAFTAR GAMBAR ...ucoiiiitininrisisissississsssssssississsssissssssssssssssssssssstsssossssssssssssssssssssanes xii
DAFTAR LAMPIRAN .....uconiintitinninninsicsisissssssssssssssssssississsssssssssssssssssssssssssssssssossossnes xiv
BAB I PENDAHULUAN ..cucininiintininicsissenssssssssissississssssssssssssssssssssssssssssssssssssssssssssssssnsons 1
1.1 Latar BelaKang...........cocveiiiiiiieiie ettt 1
1.2 Perumusan Masalah ..........coccooiiiiiiiiiiioniiieee e 7
1.3 Tujuan Penelitian ...........cocuieiiieiiiiiieie ettt 7
1.4 Manfaat Penelitian ...........ccoceeviriiniiiiiiienieiecces et 8
1.4.1 Manfaat TEOTEIS ......ccveruirieriierieeieritet ettt 8
1.4.2 Manfaat PraktiS........ccccooiriiiiiniiieniecicteeeeseeee e 8
BAB II TINJAUAN PUSTAKA ....cuiiiiininennisaisnissississessssssssssssssssssissssssssssssssssssssssssanes 10
2.1 Teori yang ReleVan ..........ccccuieiiiiiiiiiieieeiiee ettt 10
2.1.1 Komunikasi Pemasaran. ..........c.cccoceeverieniniinieneienieeeeeese e 10
2.1.2 KONLEN SrAtEZI. .ouvveeuiieiieeiieeiieeie ettt ettt sreetee s et e e e seeenae e 11
2.1.3 Media SOSIAL. ....eovuiiiiiiiiieieeeee e 15
2.1.4 Minat Beli KONSUMEN.......cc.eoiiiiiniiiiiieieiecieeeeeeee e 16
2.1.5 Kerangka Stimulus Respons dalam Konteks Penelitian......................... 18
2.2 RiSEt SEDEIUMNYA .....ccuviiiiiiiieiieeieee ettt e se 22
2.3 Kerangka Pemikiran ..........ccccoevieeiiiiiiiiiienieecieeee ettt 26
2.4 HIPOLESIS ..vveenvieeiiieiie et esiteeteestte e bt estteeteestaeeseessseenseessseenseassseenseessseesseensseenseans 27
BAB Il METODOLOGI PENELITIAN.....cccovniiiniicnsnncssnicssssicssssessssosssssssssssosssssssssss 28
3.1 Metode Penelitian .........covevueiiiiiinieeieiierieeiecteeeete e 28
3.2 Populasi Penelitian. .........cccociiiiiieiiiiiiieiieeiiesie ettt 28



Universitas Bakrie

3.3 Sumber dan Teknik Pengumpulan Data ............ccccoeviieiiieniiniiiieeieeeeeieeene 31
3.4 Skala Pengukuran INStrumen ............cceevieeiiieniieeiiieniecieee ettt 33
3.5 Validitas dan Reliabilitas.........ccccooeeviirieniiiiiiinieieeieseeeeeee e 34
3.6 Uji Asumsi KIASTK......ccviiiiiiiiiiiieiic et 35
3.7 Teknis Analisis Data.........ccooeviiiiiiiiiiiniiieeeee e 36
3.8 Operasionalisasi KONSEP........cccueriirriieiiieniieeieeiieee et 39
BAB IV HASIL & PEMBAHASAN ...cciniinitininisisissessssssisssssississsssssssssssssssssssssssanes 40
4.1 Gambaran Konteks Penelitian ..........c.ccocevieriiniiiinieniiieneeeciesceeseesee 40
4.1.1 Profile Befood........ccooviiiiiiiiiiiiiiceeeee e 40
4.1.2 Konten Komunikasi Pemasaran..............cccoeceerieniiinieniieeniesieeieeene 43

4.2 Karakteristik ReSpONden...........c.cecueeiiiiiiieniiieiiecie e 49
4.2.1 Jenis Kelamin ........ccceeviiiiiniiiiiiiienieeieeteeeeeeeee e 49
4.2.2 USTA.ceuteiiieiieieeite ettt ettt ettt et b et sttt ettt 50
4.2.3 Bentuk INteraksi.....cc.ceouerieriieiiinienieiieeieseeieee e 51

4.3 Analisis Deskriptif Variabel Penelitian ............cccccoevieriiieiiiniiiiiieeiicieceeee 52
4.3.1 Analisis Deskriptif Variabel X ........cccccoeviiiviiiiniiiiiiieieceeeee 52
4.3.1.1 Dimensi Relevant ..........cccceeieriiniiiinieieeieneeeecee e 53
4.3.1.2 DIMensi TIMeLY.....c.ccooiiiiiiiiiieiieie et 54
4.3.1.3 Dimensi Different...........cccoooeviininiiniiniiieneceeeeeee 56
4.3.1.4 Dimensi On Brand & Authentic...........ccoeeieviiiiieniienienieeieee, 57

4.3.2 Analisis Deskriptif Variabel Y ........ccccoeviiviiiiniiniiiieeeee e, 59
4.3.2.1 Dimensi EKsploratif..........cccccoeviiiiiiiiiiiieiieie e 59
4.3.2.2 Dimensi Transaksional..........c..ccccevvieriininiiinieninienceceeseeie e 60
4.3.2.3 Dimensi Referensial ..........ccccooeeviiiiniiniiiiiniienieceeeeee 62
4.3.2.4 Dimensi Preferensial ............ccoceeviiiiniininiinieece 63

4.4 Uji Validitas dan Uji Reliabilitas..........cccoeviiieiiiiniiiiieniecieeiecieeee e 65
4.4.1 UjJi ValIItas. ....ceeovieeiieiieeieeiieee ettt ettt 65
4.4.2 Uji ReHabIlitas ......ccocvieiiiiiieiieeiieitece et 67

4.5 Uji ASumsi KIaSTK ....ccvieriiiiiieiiieiieie et 68
4.5.1 Uji NOTMALIEAS ..eouvveiiieiieeiieeiieeie ettt ettt e e esee e e 68
4.5.2 UjJi LIN@ATIEAS ...eevieeiieiieeiie ettt ettt ettt st e e e s ene 68
4.5.3 Uji HeteroskedasitiSitas ........ceeevieriieriieniienieeiieeie ettt 69

4.6 Analisis Regresi Linier Sederhana .............ccoooeeviiiiieniiiiiieniiciiecieceeceeeene 70
AT UJ1THIPOLESIS c.eeivieniieeiiieeiieeieesite ettt et e ste et esaeebeesiaeenbeeseaeenseessseesseessseenseens 73



Universitas Bakrie

A7 T UJE Bttt sttt ettt 73
4.7.2 Koefisien Determinasi (R?)........cccoecviiiieiieiiiiieciee e 73
4.8 PeMDANASAN ......oouiiiiiiiiiiiiieicct e e e 74
4.8.1 Pembahasan terhadap Rumusan Masalah Penelitian..............c..ccoc........ 74

4.8.2 Temuan Substantif ;: Keterkaitan [tem Konten Komunikasi Pemasaran

terhadap Minat Beli Konsumen Befood ...........ccccoeiiiiiiiniiniiiiceeee, 77
4.8.3 Keterkaitan Hasil Analisis Deskriptif dengan Hasil Pengujian Hipotesis
......................................................................................................................... 81
4.8.4 Keterkaitan Temuan dengan Kerangka Teori..........ccceeveuieriieniienirennnnne. 82
4.8.5 Posisi Temuan terhadap Penelitian Terdahulu ............cccoooieiiieninnnnnnn 84
BAB V KESIMPULAN & SARAN ...ucovirinunsnnnnisnississessessssssssssssssssssissssssssssssssssssssssssanes 88
ST KESIMPUIAN ..ottt et st e e e e e enae e 88
5.2 Keterbatasan Penelitian ...........ccoooeevueriiniiiiinieniieieneeseeieceeeee e 89
5.3 SATAN ..ttt 90
5.3.1 Saran bagi Manajemen Befood............cccceeviiiiiiiniiniiiinieieie e, 90
5.3.2 Saran bagi AKademIS .........eecvieriieiiieiieeiieie e 91
5.3.3 Saran bagi KONSUMEN .........cceeriiiiiieiiieiieie et 92
DAFTAR PUSTAKA ...uoouiiriiinniinicsensesssissssssesssissssssessssssssssesssssssssssssssssasssssssssssssssssssss 93
LAMPIRAN .ctiiiiiiisticsnnsnesseesssssnssstesssssnssssssssssessssssssssssssssssssssssssssssssssssessasssssssssssssssssssss 98



Universitas Bakrie

DAFTAR TABEL
Tabel 2.1 Perbandingan Riset Sebelumnya ............cccocceeviienieniienienieeieeeeeeee, 25
Tabel 3.1 Kriteria Populasi Penelitian ...........c.coccveviieiiiniiinieniieiecieceeeeeee e, 29
Tabel 3.2 Jenis Interaksi Responden ..........ccccoeeieeiiiniiiniiinieniieeceeeeee e 29
Tabel 3.3 Teknik Analisis Statistik Deskriptif..........ccccoeeveeiiiniiieniiiiicieeieeeeee, 37
Tabel 3.4 Operasionalisasi KONSEP ........ccceerviiriiiiiiiniieniieiieeie e 39
Tabel 4.1 Jenis Kelamin ReSponden............ccceevveeiieniieniieniieniieieceeeeeee e 49
Tabel 4.2 Usia ReSPONAEN ........eoviiiiiiiiieiieeieeiteeie et 50
Tabel 4.3 Bentuk Interaksi Responden............ccceeviiiiiieniienieniieiccieceeeeeeee e, 51
Tabel 4.4 Uji Validitas Variabel X dan Y .....c.ccccevviiiiiiiiiinieicece e, 66
Tabel 4.5 Hasil Uji Reliabilitas Variabel X .........cccooviiviiiinieniiiiieiecieceeeeee, 67
Tabel 4.6 Hasil Uji Reliabilitas Variabel Y ........cccccooiiiiiiiiiiniiiiccicceeeeeeee, 67
Tabel 4.7 Hasil Uji NOrmalitas ..........ccccoevieriiieiieiiieiieeieeieee et 68
Tabel 4.8 Hasil Uji LIN@ATILAS .....c.cccuveviieriieiiieiiieeieetieeie et 69
Tabel 4.9 Hasil Uji HeteroskedasitiSitas ..........cccceecveevienieeniieniieiieeieeieeeee e 69
Tabel 4.10 Hasil Uji Koefisien Determinasi (R?) ........ccccceevieviiieniiiciienieeieeeeee, 70
Tabel 4.11 Hasil Uji Kelayakan Model (Uji f) ..ooocvveviiiniiiiiiiieeeeeeee, 71
Tabel 4.12 Hasil Uji t (Uji Parsial) .......ccccceeoiieiiiiiiiiieeieeieeeeeee e 71
Tabel 4.13 Pernyataan yang Berkaitan dengan Hasil R? ...........ccccoceviiiiniinenenn. 78

Xi



Universitas Bakrie

DAFTAR GAMBAR
Gambar 2.1 Kerangka Stimulus Respons dalam Konteks Penelitian...................... 20
Gambar 2.2 Kerangka PemiKiran ...........cccccoecuiiiieniiinienieeieeie e 27
Gambar 3.1 Skala Pengukuran Penelitian ............ccccoooieiiiiinieniiieieciicieceeeee, 34
Gambar 4.1 Logo Brand Befood ..........cccooiiiiiiiiiiiiiieeeeeeee e 40
Gambar 4.2 Produk Beras Befood Slyp Super .........cccceveieiiiniiiniiiieieeieeeee, 41
Gambar 4.3 Produk Beras Befood Setra Ramos.........cccceevvevieniiiinienieiinicnceee 41
Gambar 4.4 Produk Beras Befood Punokawan ...........ccccecevieviiiiniininnienicneeene 42
Gambar 4.5 Produk Beras Befood Pandanwangi ............cccccceeviieniiniienieniieceeee. 42
Gambar 4.6 Produk Befood Tepung Beras...........cccceevuieriieniieniieiecieeiieeeeeee 43
Gambar 4.7 Konten Komunikasi Pemasaran mengenai Resep Masakan................. 44
Gambar 4.8 Konten Komunikasi Pemasaran mengenai Sesi Tanya Jawab............. 45
Gambar 4.9 Konten Komunikasi Pemasaran yang Mengikuti Tren........................ 46

Gambar 4.10 Konten Komunikasi Pemasaran mengenai Seris Cerita Pendek “Rice

GUATAIANS™ 1.ttt sttt et e bt et sb ettt st e bt et eaeees 48
Gambar 4.11 Hasil Rata-Rata Pernyataan X1 ........ccccceeviiiiiieniiieniiiieeieeeeeeeee, 53
Gambar 4.12 Hasil Rata-Rata Pernyataan X2 ........ccccccevviiiiieniiieniiiiecieeeeeeee, 53
Gambar 4.13 Hasil Rata-Rata Pernyataan X3 .........cccceviiiiiiniieniecieeieee e, 54
Gambar 4.14 Hasil Rata-Rata Pernyataan X4 ...........ccccooevieiieniiienieeiieieeeeeeeee, 54
Gambar 4.15 Hasil Rata-Rata Pernyataan X5 ........cccocceeviiiiniiniieniecieeieeeeeeeee, 55
Gambar 4.16 Hasil Rata-Rata Pernyataan X6 ..........ccccceeeieevieniiienieniicieeieeeeee, 55
Gambar 4.17 Hasil Rata-Rata Pernyataan X7 ........cccccceevviiinieniienieiiieieeeeeeee, 56
Gambar 4.18 Hasil Rata-Rata Pernyataan X8 ...........ccccooeiiviiniiiiniiniiicieeieeeeee, 56
Gambar 4.19 Hasil Rata-Rata Pernyataan X9 .........ccccccovviiiiieniiieniiniieieeieeeeee, 57
Gambar 4.20 Hasil Rata-Rata Pernyataan X10 .........cccceecveevieniienieiiicieeieeeeee, 57
Gambar 4.21 Hasil Rata-Rata Pernyataan X111 ......cccccoeviiiiiiniiiiniiniieieeeeeeee, 58
Gambar 4.22 Hasil Rata-Rata Pernyataan X12 .........ccccoeeiievieniieniiiiieieeieeeeee, 58
Gambar 4.23 Hasil Rata-Rata Pernyataan Y1 ........ccoocveviiiiiiiniiieiicecieeeeeee, 59
Gambar 4.24 Hasil Rata-Rata Pernyataan Y2 ........cccocceeviiiiieniieniecieeieeeeeeee, 59
Gambar 4.25 Hasil Rata-Rata Pernyataan Y3 ........cccoooiviiiiiieniiiiiccieeeeceeeee, 60
Gambar 4.26 Hasil Rata-Rata Pernyataan Y4 ........ccccccevviiiiieniiiniecieeeeceeee e, 60



Universitas Bakrie

Gambar 4.27 Hasil Rata-Rata Pernyataan Y5 ......ccccocoviiiiniininiiiceceeeee 61
Gambar 4.28 Hasil Rata-Rata Pernyataan YO .........ccccooceevinieniniinienicieneeneee 61
Gambar 4.29 Hasil Rata-Rata Pernyataan Y7 .......cccocevieviniininninienecieneeneen 62
Gambar 4.30 Hasil Rata-Rata Pernyataan Y8 ........c.ccccevviiiiieniiiiniicieeieeeeeeee, 62
Gambar 4.31 Hasil Rata-Rata Pernyataan YO ........cccccoeviiiiiiniiiiiiceceeeeeee, 63
Gambar 4.32 Hasil Rata-Rata Pernyataan Y10 .........ccccooviiiiieniiiiniiniicieeeeeee, 63
Gambar 4.33 Hasil Rata-Rata Pernyataan Y11 .......coccooviiiiniiniininiiieenieeee 64
Gambar 4.34 Hasil Rata-Rata Pernyataan Y12 ........ccccoeiiiiiiiniiiiniiieeeeeeeeee, 64

Xiii



Universitas Bakrie

DAFTAR LAMPIRAN
Lampiran Daftar Pernyataan.............ccocoviiiiiiiiiiiiniiieeccceeeeee e 98
Lampiran Karakteristik ReSponden ...........ccccocevieniiiiniiniininicneeccceeeeee 102
Lampiran Uji Validitas ........cccceoerioniiiiniiieieeeeeeeeeeseese e 103
Lampiran Uji Reliabilitas ........ccccocieriiiiniiniiiiiieneeeseiccieeese e 113
Lampiran Uji NOormalitas..........cccueeiieriiiiiieiie ettt 114
Lampiran Uji LIN@ATTtaS. .......ccceeriieiiieiieeiieeiie ettt et 114
Lampiran Uji Heteroskedasitas..........coocueeeieniiiiiiiniieiieieceeeeeeeee e 114
Lampiran UjJi tee.eeoeeiiioieeeeeee ettt ettt et sete s e snseesaeense e 114
Lampiran UjJi £ o..oooioiieieeee ettt ettt e 115
Lampiran Uji Koefisien Determinasi...........ccecereerierrierieneenienieneeieseeseeeeseenees 115
Lampiran Hasil Korelasi Variabel X terhadap Variabel Y........ccocoviviininninnene. 116

X1V



