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ABSTRAK 

 

Starbucks Coffee merupakan perusahaan asal Amerika,PT. Sari Coffee Indonesia 

adalah pembeli lisensi Starbucks Coffee di Indonesia, Starbucks Coffee merupakan 

kedai kopi terbesar di Indonesia yang memiliki lebih dari 100 cabang baik di dalam 

kota maupun luar kota. Starbucks Coffee menjual banyak produk, mulai dari kopi 

minuman panas yang berbasis espresso, minuman dingin, frappuccino blended 

coffee dan frappuccino blended cream, makanan ringan seperti cake, puff, cookies, 

sampai sandwich dan Starbucks Coffee menampilkan suasana yang nyaman untuk 

bertemu klien atau sekedar melepas penat. Penelitian ini menggunakan metode 

kausal (causal explanatory) untuk menjelaskan hubungan antara variabel dan 

penguji hipotesis yang telah dirumuskan, karena untuk menguji dan menganalisis 

ada atau tidaknya pengaruh antar variabel yaitu variabel (X) Pemasaran Media 

Sosial terhadap Keputusan Pembelian variabel (Y). Hasil pengujian hipotesis 

menunjukan bahwa pemasaran media sosial berpengaruh terhadap keputusan 

pembelian sebesar 74,6% dan sisanya 25.4% dipengaruhi oleh faktor-faktor lain di 

luar penelitian.  

 

Kata kunci : Pemasaran Media sosial, Keputusan Pembelian, Starbucks Coffee 
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ABSTRACT 

 

Starbucks Coffee is an American company, PT. Sari Coffee Indonesia is a licensed 

buyer of Starbucks Coffee in Indonesia, Starbucks Coffee is the largest coffee shop 

in Indonesia which has more than 100 branches both inside and outside the city. 

Starbucks Coffee sells many products, ranging from espresso-based hot drink 

coffee, cold drinks, blended frappuccino coffee and blended cream frappuccino, 

snacks such as cakes, puffs, cookies, to sandwiches and Starbucks Coffee presents 

a comfortable atmosphere to meet clients or just hang out. tired,. This study uses a 

causal method (causal explanatory) to explain the relationship between variables 

and hypothesis testers that have been formulated, because to test and analyze 

whether or not there is an influence between variables, namely the variable (X) 

Social Media Marketing on the Purchase Decision variable (Y). The results of 

hypothesis testing show that social media marketing has an effect on purchasing 

decisions of 74.6% and the remaining 25.4% is influenced by other factors outside 

the study. 

 

Keywords: Social Media Marketing, Purchase Decision, Starbucks Coffee 
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