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ABSTRAK 

 

MELVA RENATA MARGARETHA PANJAITAN NRP. 1423019153. 

PENGARUH PROMOSI KONTEN INSTAGRAM @SHOPEEFOOD_ID 

TERHADAP BRAND AWARENESS SHOPEE PADA FOLLOWERS 

INSTAGRAM SHOPEE FOOD. 

  

Penelitian ini melihat bagaimana Shopee ingin meningkatkan brand awareness 

pada followers Instagram @shopeefood_id. Penelitian ini berfokus pada pengaruh 

promosi konten @shopeefood_id terhadap brand awareness Shopee pada 

followers Shopee Food. Promosi Konten Instagram @shopeefood_id merupakan 

acara promosi yang tujuannya untuk menarik perhatian dan mempengaruhi 

followers dengan sering menerbitkan konten dalam bentuk penawaran harga 

diskon yang memungkinkan konsumen untuk tetap selangkah lebih maju dari 

pesaing. Penelitian ini bertujuan untuk mengetahui pengaruh promosi konten 

Instagram @shopeefood_id terhadap brand awareness Shopee pada followers 

Instagram Shopee Food. Metode penelitian ini bersifat eskplanatif dan 

menggunakan metodologi pendekatan kuantitatif. Penelitian ini menggunakan 

survei online menggunakan skala likert untuk penilaian dari responden penelitian. 

Kesadaran followers Shopee Food terhadap aplikasi Instagram @shopeefood_id 

tinggi. Uji hipotesis dari promosi konten Instagram @shopeefood_id berpengaruh 

signifikan terhadap brand awareness Shopee pada followers Instagram Shopee 

Food. Keterkaitan antara promosi dan brand awareness yakni proses dari 

pelanggan menaruh minat, kemudian tertarik, hingga mengambil keputusan untuk 

membeli disebabkan berbagai aspek salah satunya aspek pembentukan persepsi 

promosi. Hasil dari penelitian ini menunjukkan bahwa responden menilai promosi 

konten Instagram @shopeefood_id terhadap brand awareness Shopee memiliki 

kekuatan hubungan yang sangat kuat.  

 

  

Kata Kunci : promosi, brand awareness, Shopee Food, followers 
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ABSTRACT 

 

MELVA RENATA MARGARETHA PANJAITAN NRP. 1423019153. THE 

INFLUENCE OF INSTAGRAM CONTENT PROMOTION 

@SHOPEEFOOD_ID TOWARDS SHOPEE BRAND AWARE ON 

FOLLOWERS SHOPEE FOOD. 

This research looks at how Shopee wants to increase brand awareness on 

followers @shopeefood_id. This research focuses of the @shopeefood_id content 

promotion strategy towards Shopee brand awareness among followers Shopee 

Food. Content promotion Instagram @shopeefood_id is a promotional event 

whose goal is to attract attention and influence followers by frequently publishing 

content in the form of offering discounted prices that allow consumers to stay one 

step ahead of competitors. This study aims to determine the effect of 

@shopeefood_id Instagram content promotion on Shopee brand awareness on 

followers Instagram Food. This research method is explanative and uses a 

quantitative approach methodology. This study used an online survey using a 

likert scale for assessment of research respondents. Shopee followers of the 

Instagram application @shopeefood_id is high. The hypothesis test of Instagram 

content promotion @shopeefood_id has a significant effect on brand awareness 

on followers Instagram Food. The link between promotion and brand awareness 

is the process from the customer being interested, then interested, to making a 

decision to buy due to various aspects, one of which is the formation of promotion 

perceptions. The results of this study indicate that respondents consider the 

promotion of Instagram @shopeefood_id content to Shopee brand awareness to 

have a very strong relationship strength.  

 

          

Keywords: promotion, brand awareness, Shopee Food, followers 

 


