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ABSTRAK

Perkembangan pemasaran digital mendorong pelaku Usaha Mikro, Kecil, dan
Menengah (UMKM) untuk memanfaatkan e-commerce sebagai salah satu media
pemasaran. Dalam persaingan bisnis kuliner, iklan e-commerce dan brand equity
menjadi faktor yang dapat memengaruhi respons konsumen terhadap suatu merek.
Penelitian ini bertujuan untuk menganalisis pengaruh Iklan e-commerce dan Brand
equity terhadap Consumer response pada UMKM Chef’s Kimchi melalui platform
Shopee. Penelitian ini menggunakan pendekatan kuantitatif dengan metode kuesioner
terhadap 117 responden yang memenuhi kriteria penelitian, yaitu konsumen berusia
minimal 18 tahun yang berdomisili di Jabodetabek dan pernah melihat atau berinteraksi
dengan iklan Chef’s Kimchi di e-commerce. Data dianalisis menggunakan regresi
linear berganda. Hasil penelitian menunjukkan bahwa lklan e-commerce berpengaruh
positif dan signifikan terhadap Consumer response dengan nilai t-hitung sebesar 4,254
dan signifikansi 0,000. Brand equity juga berpengaruh positif dan signifikan terhadap
Consumer response dengan nilai t-hitung sebesar 10,743 dan signifikansi 0,000.
Berdasarkan nilai standardized beta, Brand equity memiliki pengaruh yang lebih
dominan terhadap Consumer response dibandingkan Iklan e-commerce, dengan nilai
beta masing-masing sebesar 0,703 dan 0,279. Secara simultan, Iklan e-commerce dan
Brand equity berpengaruh positif dan signifikan terhadap Consumer response dengan
nilai F-hitung sebesar 873,814 dan signifikansi 0,000. Nilai koefisien determinasi (R?)
sebesar 0,939 menunjukkan bahwa Iklan e-commerce dan Brand equity mampu
menjelaskan 93,9% variasi Consumer response, sedangkan 6,1% sisanya dijelaskan

oleh faktor lain di luar model penelitian.

Kata kunci: Iklan E-commerce, Brand equity, Consumer response, UMKM, Chef’s
Kimchi
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ABSTRACT

The development of digital marketing has encouraged Micro, Small, and
Medium Enterprises (MSMESs) to utilize e-commerce platforms as marketing and sales
channels. Amid increasingly competitive digital markets, e-commerce advertising and
brand equity are important factors in shaping consumers’ responses to a brand. This
study aims to examine the effect of e-commerce advertising and brand equity on
consumer response at Chef’s Kimchi, both partially and simultaneously. This study
employed a quantitative approach with a descriptive-correlational research design.
The data were collected through questionnaires distributed to Chef’s Kimchi
consumers residing in the Greater Jakarta (Jabodetabek) area who had previously seen
or interacted with Chef’s Kimchi advertisements on the Shopee e-commerce platform.
The data were analyzed using multiple linear regression, with hypothesis testing
conducted through t-test, F-test, and coefficient of determination. The results showed
that e-commerce advertising had a positive and significant effect on consumer
response, with a t-value of 4.339 and a significance value of 0.000. Brand equity also
had a positive and significant effect on consumer response, with a t-value of 10.761
and a significance value of 0.000 and had a more dominant influence than e-commerce
advertising. Simultaneously, e-commerce advertising and brand equity had a positive
and significant effect on consumer response. The coefficient of determination (R?) of
0.944 indicates that these two variables explained 94.3% of the variation in consumer
response, while the remaining 5.6% was explained by other factors outside the research
model. These findings indicate that improving the quality of e-commerce advertising
through informative, persuasive, creative, and visually appealing content, along with
continuous efforts to strengthen brand equity, can serve as an effective strategy for

Chef’s Kimchi in increasing consumer response in the digital market.

Keywords: e-commerce Advertising, Brand equity, Consumer response, MSMEs,

Chef’s Kimchi
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