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KONSUMEN LOKANATA COFFEE DI KOTA TASIKMALAYA 

Tito Agustian1, Azizah Fauziyah2, Ismail Yusuf3 

Program Studi Kewirausahaan 

Universitas Pendidikan Indonesia 

ABSTRAK 

Tujuan dalam penelitian ini yaitu: (1) Untuk mengetahui gambaran mengenai 

social media marketing melalui instagram dan keputusan pembelian pada Lokanata Coffee 

(2) Untuk mengetahui pengaruh social media marketing terhadap keputusan pembelian 

konsumen Lokanata Coffee. Objek dalam penelitian ini adalah Lokanata Coffee yang 

berada di Jln AH Nasution No.297b, Cipari, Kec. Mangkubumi, Kota Tasikmalaya. Metode 

yang digunakan adalah metode kuantitatif dengan pendekatan deskriptif dan verifikatif. 

Teknik pengumpulan data menggunakan kuesioner berupa google form dengan skala likert. 

Dalam pengambilan sampel menggunakan rumus slovin. Berdasarkan hasil penelitian 

gambaran umum mengenai social media marketing masuk kedalam kategori baik dengan 

persentase 78,05%. Kemudian gambaran umum mengenai keputusan pembelian masuk ke 

dalam kategori baik dengan persentase 77,78%. Nilai koefisien regresi sebesar 0.776 

sehingga pengaruh social media marketing terhadap keputusan pembelian konsumen 

Lokanata Coffee adalah positif atau berpengaruh.  Nilai signifikansi social media marketing 

(X) yaitu 0,001 < 0,1 dan nilai thitung > ttabel (9,867 > 1,661). Berarti nilai signifikansi social 

media marketing 0,001<0,1 sehingga H1 diterima dan H0 ditolak. Sehingga hipotesis yang 

berbunyi adanya pengaruh signifikan antara variabel social media marketing (X) dengan 

variabel Keputusan Pembelian (Y) secara parsial diterima (Positif). Nilai koefisien 

determinasi (R2) terdapat pada nilai R Square sebesar 0,517. Hal ini berarti kemampuan 

variabel social media marketing dalam menjelaskan variabel Keputusan Pembelian adalah 

sebesar 0,517 atau 51%. Perhitungan olah data menggunakan program SPSS versi 28. 

Kata Kunci: Social media marketing, Instagram, Keputusan Pembelian 
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THE INFLUENCE OF SOCIAL MEDIA MARKETING THROUGH 
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LOKANATA COFFEE IN THE CITY OF TASIKMALAYA 

Tito Agustian1, Azizah Fauziyah2, Ismail Yusuf3 

Entrepreneurship Program of Study 

Indonesian University of Education 

ABSTRACT 

The objectives of this study: (1) To find overview social media marketing through 

instagram and purchasing decisions at Coffee Lokanata (2) To determine the effect of 

social media marketing on consumer purchasing decisions for Kopi Lokanata. The object 

of this research is Lokanata Coffee which is located on Jln AH Nasution No. 297b, Cipari, 

Mangkubumi, Tasikmalaya City. The method used is a quantitative method with descriptive 

and verification approach. In taking the sample using the slovin formula. Results Based on 

the research, the general category of good social media marketing with a percentage of 

78.05%. The general description of purchasing decisions is in the good category with a 

percentage of 77.78%. The regression coefficient value is 0.776 so that the influence of 

social media marketing on consumer purchasing decisions for Lokanata Coffee is positive 

or influential. The social significance value of Media Marketing (X) is 0.001<0.1 and the 

value of tcount>ttable (9.867 > 1.661). It means that the significance value of social media 

marketing is 0.001 < 0.1 so that H1 is accepted and H0 is rejected. It can be concluded that 

there is significant influence between the Social Media Marketing variable (X) and the 

Purchase Decision variable (Y) partially accepted (Positive). The value of the coefficient 

of determination (R2) is found in the R Square value of 0.517. This means that the social 

media marketing ability variable in explaining the Purchase Decision variable is 0.517 or 

51%. Calculation of data processing using SPSS version 28 program. 

 

Keywords: Social Media Marketing, Instagram, Purchase Decision 
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