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ABSTRAK

Penelitian ini dilakukan terhadap konsumen 78 Coffee Break, dengan tujuan
penelitian untuk mengetahui pengaruh: pemasaran sosial media instagram terhadap
keputusan pembelian, store atmosphere terhadap keputusan pembelian, pemasaran
sosial media instagram terhadap minat beli, store atmosphere terhadap minat beli,
minat beli terhadap keputusan pembelian, pemasaran sosial media instagram
terhadap keputusan pembelian melalui minat beli dan store atmosphere terhadap
keputusan pembelian malui minat beli. Penelitian ini menggunakan alat bantu
Program SPSS 25 for windows, serta menggunakan sebanyak 120 responden
sebagai sampel. Diperoleh hasil penelitian sebagai berikut: pemasaran sosial media
instagram memiliki pengaruh positif dan signifikan terhadap keputusan pembelian,
store atmosphere memiliki pengaruh positif dan signifikan terhadap keputusan
pembelian, pemasaran sosial media instagram memiliki pengaruh positif dan
signifikan terhadap minat beli, store atmosphere memiliki pengaruh positif dan
signifikan terhadap minat beli, minat beli memiliki pengaruh positif dan signifikan
terhadap keputusan pembelian, minat beli memiliki peran mediasi dalam
huhubungan pemasaran sosial media instagram terhadap keputusan pembelian dan
minat beli memiliki peran mediasi dalam hubungan store atmosphere terhadap
keputusan pembelian.

Kata Kunci — Pemasaran Sosial Media Instagram, Store Atmosphere, Minat Beli,
Keputusan Pembelian
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THE INFLUENCE OF SOCIAL MEDIA MARKETING INSTAGRAM
AND STORE ATMOSPHERE ON PURCHASING DECISIONS WITH
PURCHASE INTENTION AS A MEDIATING VARIABLE
(Study at Consumer 78 Coffee Break Bojonegoro)

M. Alvin Nur Hakiky

Program Studi Manajemen Fakultas Ekonomi dan Bisnis
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ABSTACT

This research was conducted on consumers of 78 Coffee Break, with the research
objective to determine the effect of: instagram social media marketing on
purchasing decisions, store atmosphere on purchasing decisions, instagram social
media marketing on buying interest, store atmosphere on buying interest, buying
interest in purchasing decisions, instagram social media marketing on purchasing
decisions through buying interest and store atmosphere on purchasing decisions
through buying interest. This study uses the SPSS 25 for windows program, and
uses 120 respondents as a sample. The research results obtained are as follows:
Instagram social media marketing has a positive and significant influence on
purchasing decisions, store atmosphere has a positive and significant influence on
purchasing decisions, Instagram social media marketing has a positive and
significant influence on buying interest, store atmosphere has a positive and
significant influence on buying interest, buying interest has a positive and
significant influence on purchasing decisions, buying interest has a mediating role
in the relationship between Instagram social media marketing on purchasing
decisions and buying interest has a mediating role in the relationship between store
atmosphere on purchasing decisions.

Key Words — Social Media Marketing, Store Atmosphere, Buying Interest,
Purchasing Decision
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