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ABSTRAK 

 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh promosi media 

sosial instagram dan kualitas produk terhadap minat beli konsumen di Ici Koffie 

Kota Madiun. Sampel yang digunakan dalam penelitian ini yaitu sebanyak 105 

responden yang merupakan pelanggan di Ici Koffie Kota Madiun. Teknik 

pengambilan sampel menggunakan purposive sampling. Pengumpulan data 

dilakukan secara online menggunakan googleform dan disebarkan melalui Direct 

Massage (DM). Teknik analisis data menggunakan uji validitas dan uji reliabilitas, 

uji asumsi klasik, uji regresi linier berganda, uji hipotesis, uji koefisien determinasi 

(R2), dan uji t. Hasil penelitian menunjukkan bahwa (1) Variabel Promosi Media 

Sosial Instagram berpengaruh secara signifikan dan positif terhadap Minat Beli 

Konsumen, (2) Variabel Kualitas Produk berpengaruh secara signifikan dan positif 

terhadap Minat Beli Konsumen. Nilai koefisien determinasi yang diperoleh yaitu 

sebesar 0,913, artinya variabel promosi media sosial instagram dan kualitas produk 

memberikan pengaruh sebesar 91,3% dan sisanya 8,7% dipengaruhi oleh variabel 

lain yang tidak termasuk dalam penelitian ini. 

 

Kata Kunci : Promosi Media Sosial Instagram, Kualitas Produk, Minat Beli 
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THE INFLUENCE OF INSTAGRAM SOCIAL MEDIA PROMOTIONS AND 

PRODUCT QUALITY ON BUYING INTEREST CONSUMERS AT ICI 

KOFFIE IN MADISON CITY 

 

ABSTRACT 

 

This study aims to test and analyze the effect of Instagram social media promotion 

and product quality on purchase intention in Ici Koffie Madiun City. The sample 

used in this study were 105 respondents who were customers at Ici Koffie Madiun 

City. The sampling technique used purposive sampling. Data collection is done 

online using googleform and distributed via Direct Massage (DM). The data 

analysis technique uses validity and reliability tests, classical assumption tests, 

multiple linear regression tests, hypothesis testing, coefficient of determination (R2) 

tests, and t tests. The results showed that (1) Instagram Social Media Promotion 

Variables have a significant and positive effect on Purchase Intention, (2) Product 

Quality Variables have a significant and positive effect on Purchase Intention. The 

coefficient of determination obtained is 0.913, meaning that the Instagram social 

media promotion variable and product quality have an influence of 91.3% and the 

remaining 8.7% is influenced by other variables not included in this study. 

 

Keywords: Instagram Social Media Promotion, Product Quality, Purchase 

Intention 


