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Abstract

The aim of this research is to determine the influence of Instagram advertising media, service quality
and sales promotions on customer loyalty for classic chocolate drink products in Tulungagung Regency.
The sample in this research was 81 consumers. The sampling technique uses purposive sampling,
namely a technique for determining samples with certain considerations. Data analysis uses multiple
regression tests. The results of the research show that there is an influence of Instagram advertising
media on customer loyalty for Nyoklat Classic drink products in Tulungagung Regency, there is an
influence of service quality on customer loyalty for Nyoklat Classic drink products in Tulungagung
Regency, there is an influence of sales promotions on customer loyalty for Nyoklat Classic drink
products in Tulungagung Regency and There is an influence of Instagram advertising media, service
quality and sales promotions on customer loyalty for Nyoklat Classic drink products in Tulungagung
Regency.
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INTRODUCTION

Technological progress is a process of progress in creating a better economy, in various countries
investment apart from human resources and natural resources, namely investment in technology is
something that needs to be prioritized (Pangestu & Alfan Fahmi Ramadhan, 2022). When advances in
information technology occur, it triggers economic growth, because market access is open to every party
regardless of the boundaries of each country. The widespread use of social media by Indonesian people
is seen by business owners or companies to market their products or services (Widiawati, 2017).
Advertisements that we previously only saw in conventional media such as television, radio, newspapers
or magazines have now spread to the world of social media.

Social media aims to communicate products or services to consumers (Effendy, Sari, &
Hermawan, 2021). Consumers can evaluate the products or services offered by the company after seeing
or knowing the product or service communication carried out by the company through various media.
Social media is also a means of discussing and sharing experiences about a brand by several users. This
is confirmed by the views of Kotler & Keller, (2018) who state that companies are now able to reach
consumers with two-way communication via social media, so that they can shape consumer decisions
regarding the products and services offered.

One of the communication media that is currently developing is using Instagram social media.
Instagram is a photo-sharing application that is currently popular. Instagram has strengths in the visual

field. The advantage of Instagram as a marketing tool is that it can convey messages from a brand
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through photos/images or 15 second videos (Widiawati, 2017). Instagram is no longer present as a selfie-
platform or just a social media in cyberspace, but has become a new alternative for launching marketing
actions. Even though Facebook is still the social media with the largest users and activations in the
world, Instagram is able to offer more than that.

According to Rafiq (2020) social media is content containing information, created by people who
utilize publishing technology, which is very easy to access and is intended to facilitate communication,
influence and interaction with others and the general public. This is usually done via the internet and
mobile communications networks.

Marketers not only use social media to advertise products, but they also encourage users to
generate attention for certain brands. This situation creates an opportunity for greater brand recognition,
which means there is a consumer attitude towards the advertised product brand so that it is also hoped
that consumers will have special attention or response to using or buying products advertised on
Instagram social media in particular.

One of the advantages in this competition is mainly promotions that can attract consumers. The
promotions offered greatly influence consumer satisfaction, the marketing methods used must be able

to attract every existing consumer by implementing a good marketing strategy.

METHOD

This type of quantitative research is "research by examining how much influence the independent
variable has on the dependent variable" (Sugiyono, 2015). Quantitative research methods can be defined
as "research methods based on the philosophy of positivism, used to research certain populations or
samples, collecting data using research instruments, quantitative/statistical data analysis with the aim of
testing predetermined hypotheses" (Arikunto, 2017) .

This type of research is quantitative research using descriptive analysis, which aims to describe
objective conditions regarding Instagram advertising media, service quality and sales promotions on
product customer loyalty. In each study there is a research population that will be the research subject.
The definition of population according to Haryanti (2019) is the entire material or element being
investigated. Thus, population is not just the number of subjects or objects being studied, but includes
all the characteristics they possess. The population in this study were all employees totaling 415 buyers
at the Nyoklat Classic company, Tulungagung Regency.

According to Sugiyono (2017), "a sample is part of the number and characteristics of a
population™. Thus, it can be said that the research sample is a portion of the population taken as a data
source and can represent the entire population. This research is to determine the number of samples to
be taken, because the population is more than 100 people, the sampling in this research uses proportional
random sampling. Proportional random sampling is a sampling technique when the population has

members/elements that are not homogeneous and proportionally stratified. Proportional random
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sampling is a sampling technique if the population has members/elements that are not homogeneous and
proportionally stratified (Sugiyono, 2016: 120). Meanwhile, the sampling technique using the formula

from Taro Yamane is as follows:

N
n=———
N.d° +1
n = sample
N = ( population =415 responden)
d? = precision (set at 10% with 95% confidence level)

Based on this formula, the number of samples obtained is as follows:

N 415 415
N.d2+1 41501+1 515

rounded up to 81. So the sample in this study was 81 customers.

=80.58

The data collection technique in this research used a questionnaire. A questionnaire is a data
collection technique that is carried out by giving a set of questions or written statements to respondents
to answer (Sugiyono, 2015). To obtain the necessary data, there are several methods that researchers
use, namely the questionnaire method. The questionnaire method is "a collection of questions asked in
writing to someone, in this case called the respondent. "The way to answer is also done in writing"
(Creswell, 2018).

Analysis of this research data uses the multiple regression formula. Multiple regression analysis
is a development of simple regression analysis. Its use is to predict the value of the dependent variable
(YY) if the independent variable (X) is two or more (Morissan, 2019). Multiple regression analysis is a
tool for predicting the value of the influence of two or more independent variables on one dependent
variable (to prove whether there is a functional relationship or causal relationship between two or more

independent variables Xi, X», ...., Xi on a dependent variable Y.

RESEARCH RESULT

Test the validity of the research instrument, where this test is to determine whether the instrument
used by the author in this research is valid/appropriate. Validity testing in this research used the SPSS
version 22.0 program. The instrument test results for the Instagram advertising media variable (X1) can
be presented in the following table:

Table 1 Validity of Instagram advertising media variables

Statement I count I tabel information
1 0.621 0.3061 Valid
2 0.545 0.3061 Valid
3 0.591 0.3061 Valid
4 0.669 0.3061 Valid
5 0.611 0.3061 Valid
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Statement I count I tabel information
6 0.682 0.3061 Valid
7 0.729 0.3061 Valid
8 0.720 0.3061 Valid
9 0.769 0.3061 Valid
10 0.708 0.3061 Valid

Source: Research Data Processing Results (2023)
Table 1 above shows that all statement items in the Instagram advertising media variable (X1) are
valid because they have a calculated r value greater than r wne, Nnamely r > 0.3061. The service quality
variable (X2) which was tested for validity has a statement, complete results can be seen in table 2 below:

Table 2 Validity of service quality variables (X2)

statement I count I tabel Information
1 0.816 0.3061 Valid
2 0.815 0.3061 Valid
3 0.779 0.3061 Valid
4 0.821 0.3061 Valid
5 0.841 0.3061 Valid
6 0.679 0.3061 Valid
7 0.388 0.3061 Valid
8 0.660 0.3061 Valid
9 0.647 0.3061 Valid
10 0.482 0.3061 Valid

Source: Research Data Processing Results (2023)

Table 3 above shows that all statement items in the service quality variable (X2) are valid because
they have a calculated r value greater than r table, namely r > 0.3061. Valid data is then tested for
reliability to determine the validity and reliability of the research instrument.

The sales promaotion variable (X3) which was tested for validity has a statement, complete results
can be seen in table 3 below:

Table 3 Validity of sales promotion variables (X3)

Statement I count I tabel information
1 0.855 0.3061 Valid
2 0.932 0.3061 Valid
3 0.885 0.3061 Valid
4 0.870 0.3061 Valid
5 0.865 0.3061 Valid
6 0.672 0.3061 Valid
7 0.784 0.3061 Valid
8 0.623 0.3061 Valid
9 0.681 0.3061 Valid
10 0.784 0.3061 Valid

Source: Research Data Processing Results (2023)
Table 3 above shows that all statement items in the sales promotion variable (X3) are valid
because they have a calculated r value greater than r table, namely r > 0.3061. Valid data is then tested

for reliability to determine the validity and reliability of the research instrument.
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The customer satisfaction variable (YY) which was tested for validity has a statement, complete
results can be seen in table 4 below:

Table 4 Validity of customer loyalty (Y)

statement I count I tabel information
1 0.909 0.3061 Valid
2 0.781 0.3061 Valid
3 0.530 0.3061 Valid
4 0.734 0.3061 Valid
5 0.700 0.3061 Valid
6 0.777 0.3061 Valid
7 0.793 0.3061 Valid
8 0.872 0.3061 Valid
9 0.739 0.3061 Valid
10 0.730 0.3061 Valid

Source: Research Data Processing Results (2023)

Table 4 above shows that all statement items in the customer loyalty variable (YY) are valid because
they have a calculated r value greater than r table, namely r > 0.3061. Valid data is then tested for
reliability to determine the validity and reliability of the research instrument.

Reliability testing is carried out to ensure the reliability of data. A reliable instrument does not
change when measured several times at different times. The use of reliable instruments will produce
reliable research. The reliability test is used to determine whether the instrument used can be trusted as
a variable measuring tool. The instrument is declared reliable if the Cronbach's alpha (a) value obtained
is > 0.60. The results of the reliability test carried out using the SPSS 22.0 for Windows program can be
seen in table 5 as follows:

Table 5 Reliability Test Results

Variabel Cr%gﬁgh s RSetﬁggﬁ |rtty Information
Instagram advertisement (X1) 0,846 0,60 Reliabel
Service quality (X2) 0,871 0,60 Reliabel
Seller promotion (Xs) 0,936 0,60 Reliabel
Costumer loyality (Y) 0,912 0,60 Reliabel

Source: Research Data Processing Results (2023)

Table 5 above shows that the results of the Cronbach's alpha (o)) values for variables X;, Multiple
linear regression analysis aims to predict the magnitude of the influence of the independent variables
consisting of Instagram advertising media (X1), service quality (Xz) and sales promotions (Xs) on
customer loyalty (Y), so the regression coefficient value resulting from multiple linear regression

analysis is used. . It can be described as follows:
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Table 6 Multiple Regression Analysis
CoefficientsaCoefficients?
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 16.149 5.201 3.105 .003
Advertisement media instagram -.287 17 -.262( -2.442 .017
Service quality .548 .096 544 5721 .000
Selling promotion .353 112 330 3.156 .002

a. Dependent Variable: y
Source: Research Data Processing Results (2023)

Multiple linear regression analysis in this study was carried out using the SPSS Version 22.0 For
Windows test using the total score. Table 15 above, the regression equation can be arranged as follows:
Y = 16,149+ -0.287X1 + 0.548 X2 + 0.353 X3

The interpretation of the above equation is:

1. a=16.149 shows that if the values of Xj,

2. b1=-0.287 states that if X; increases, then Y will decrease by -0.287 assuming there is no increase
in the constant values of X, and Xs.

3. b2=0.548 states that if X2 increases, then Y will increase by 0.548 assuming there is no increase in
the constant values of X; and Xa.

4. b3=0.353 states that if X3 increases, then Y will increase by 0.353 assuming there is no increase in
the constant values of X; and Xa.

The results of the analysis of the multiple correlation coefficient (R) and coefficient of
determination (R?) of the Instagram advertising media variables (X1), service quality (Xz) and sales
promotion (Xs) on customer loyalty (YY) can be seen in the table below.

Table 7 Results of Termination Coefficient (R?)
Model Summarya. Dependent Variable: y

Std. Error of the
Model R R Square Adjusted R Square Estimate

1 6139 376 351 4.50928
a. Predictors: (Constant), sales promotion, service quality, Instagram advertising media

Source: Research Data Processing Results (2023)

Table 7 shows that the independent variables, namely Instagram advertising media (X1), service
quality (X2) and sales promotion (X3) have a relationship with the dependent variable, namely customer
loyalty (Y). This can be proven by the multiple correlation coefficient (R) value of 0.613 with strong
criteria.
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The coefficient of determination value obtained in the calculations in this study was 0.376. This

shows that the independent variables, namely Instagram advertising media (Xi), quality (X2) and

promotion (X3), contribute 38.7% to customer satisfaction (Y), while the rest is influenced by other

variables.

Partial hypothesis testing (t test) in this study uses a comparison of tcount and ttable with a

significance level of 5% and N 96, while the t distribution table is achieved at o = 5% : 2 = 2.5% (2-

sided test) with degrees of freedom (df ) n-k-1 =81 — 3 —1 =77 (n is the number of respondents and k

is the number of independent variables). The result obtained from ttable is 1.66488 and Ftable is 2.72.

In this test using the SPSS 22.0 for Windows program, the following results were obtained:

1. The influence of Instagram advertising media on customer loyalty for Nyoklat Classic drink products

in Tulungagung Regency

Testing using the help of the SPSS 22.0 for Windows program obtained the following results:

Table 8 Coefficients (a)

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 16.149 5.201 3.105 .003
media iklan -.287 117 262 2442 017
instagram

a. Dependent Variable: y

From the results in Table 8 above, it can be seen that the obtained t value = -2.442. Meanwhile, for t

table with a significance level of 0.05, the value of t table = 1.66488. A comparison between the two

produces: tcount > ttable (-2.442 > 1.66488). The significance value of t for the Instagram advertising
media variable is 0.017 and this value is smaller than the probability of 0.05 (0.017 < 0.05). So this

test shows that Ha is accepted and Ho is rejected. This means that there is an influence of Instagram

advertising media on customer loyalty for Nyoklat Classic drink products in Tulungagung Regency.

2. The influence of service quality on customer loyalty for Nyoklat Classic drink products in

Tulungagung Regency

Testing using the help of the SPSS 22.0 for Windows program obtained the following results:

Table 9 Coefficients (a)

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 16.149 5.201] 3.105 .003
Service quality .548 .096 544 5.721 .000

a. Dependent Variable: y

From the results in Table 9 above, it can be seen that the obtained t value = 5.721. Meanwhile, for t

table with a significance level of 0.05, the value of t table = 1.66488. A comparison between the two

produces: tcount > ttable (5.721 > 1.66488). The t significance value for the service quality variable
is 0.000 and this value is smaller than the probability of 0.05 (0.000 < 0.05). So this test shows that
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Ha is accepted and Ho is rejected. This means that there is an influence of service quality on customer
loyalty for Nyoklat Classic drink products in Tulungagung Regency.
. The influence of sales promotions on customer loyalty for Nyoklat Classic drink products in
Tulungagung Regency
Testing using the help of the SPSS 22.0 for Windows program obtained the following results:
Table 10 Coefficients (a)

Standardized

Unstandardized Coefficients| Coefficients

Model B Std. Error Beta t Sig.
1 [(Constant) 16.149 5.201 3.105 .003
promosi penjualan .353 112 .330 3.156 .002

a. Dependent Variable: y
From the results in Table 10 above, it can be seen that the obtained t value = 3.156. Meanwhile, for

t table with a significance level of 0.05, the value of t table = 1.66488. A comparison between the
two produces: tcount > ttable (3.156 > 1.66488). The significance value of t for the sales promotion
variable is 0.002 and this value is smaller than the probability of 0.05 (0.002 < 0.05). So this test
shows that Ha is accepted and Ho is rejected. This means that there is an influence of sales
promotions on customer loyalty for Nyoklat Classic drink products in Tulungagung Regency.

. The influence of Instagram advertising media, service quality and sales promotions on customer
loyalty for Nyoklat Classic drink products in Tulungagung Regency

Testing using the help of the SPSS 22.0 for Windows program obtained the following results:

Table 11 ANOVAa

Model Sum of Squares df Mean Square F Sig.

1 Regression 942.533 3 314.178 15.451 .000"
Residual 1565.689 77 20.334
Total 2508.222 80

a. Dependent Variable: y

b. Predictors: (Constant), promosi penjualan , kualitas pelayanan, media iklan instagram

From Table 11 above, with the results of data analysis using SPSS calculations, the Fcount is 15,451.
This shows Fcount (15,451) > Ftable (2.72) and a significance level of 0.000 < 0.05. The test results
show that the significance value of the simultaneous test (F test) is 0.000, thus the significance value
obtained is smaller than the specified probability a (0.000 < 0.05). So HO is rejected and Ha is
accepted. So it can be concluded that there is an influence of Instagram advertising media, service
quality and sales promotions on customer loyalty for Nyoklat Classic drink products in Tulungagung

Regency.

DISCUSSION
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The influence of Instagram advertising media on customer loyalty for Nyoklat Classic drink products
in Tulungagung Regency

The results of this research show that there is an influence of Instagram advertising media on
customer loyalty for Nyoklat Classic drink products in Tulungagung Regency, which can be proven
from the comparison between the two which produces: tcount > ttable (-2.442 > 1.66488). The
significance value of t for the service quality variable is 0.012 and this value is smaller than the
probability of 0.05 (0.017 < 0.05).

The results of this research are in accordance with Untari & Fajariana (2018) who stated that
Instagram is a smartphone application specifically for social media which is one of the digital media
which functions almost the same as Twitter, but the difference lies in taking photos in the form and
place to share information. towards its users. Instagram can also provide inspiration for its users to
increase their creativity because it has features that can make photos more beautiful, more artistic
and better. The results of this research are supported by previous research conducted by (Effendy et
al., 2021) which shows that there is an influence of Instagram social media marketing on consumer
loyalty.

The influence of service quality on customer loyalty for Nyoklat Classic drink products in
Tulungagung Regency

The results of this research show that there is an influence of service quality on customer
loyalty for Nyoklat Classic drink products in Tulungagung Regency, which can be proven from the
comparison between the two which produces: tcount > ttable (5.721 > 1.66488). The significance
value of t for the work professionalism variable is 0.000 and this value is smaller than the probability
of 0.05 (0.000 < 0.05).

The results of this research are in accordance with the definition according to Tjiptono (2018)
"Service quality focuses on efforts to fulfill consumer needs and desires as well as the accuracy of
delivery to balance consumer expectations”. According to Rusdi, Parawangi, & Malik (2021) that:
Quality is a combination of traits and characteristics that determine the extent to which output can
meet customer needs, so it is the customer who determines and assesses to what extent these traits
and characteristics meet their needs.

The results of this research are supported by previous research conducted by Putri, Utomo, &
Mar'ati (2021), the results of which show that there is an influence of service quality on customer
loyalty.

The influence of sales promotions on customer loyalty for Nyoklat Classic drink products in
Tulungagung Regency
The results of this research show that there is a sales promotion on customer loyalty for

Nyoklat Classic drink products in Tulungagung Regency, which can be proven from the comparison
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between the two which produces: tcount > ttable (3.156 > 1.66488). The significance value of t for
the promotion variable is 0.002 and this value is smaller than the probability of 0.05 (0.002 < 0.05).

The results of this research are in accordance with Muliani & Wardhani (2020) who define the
meaning of promotion as follows, Promotion is an activity carried out by a company to communicate
product benefits and as a tool to influence consumers in purchasing activities or using services
according to their needs. Meanwhile, according to Azizah & Prasetio (2019) stated that: "Promotion
is one of the priority components of marketing activities which informs consumers that the company
is launching a new product that tempts consumers to carry out purchasing activities." Promotion is
important in marketing a product so that consumers will be interested and make purchases of the
product, so a promotion needs to be designed to be as attractive as possible and the information
conveyed can be easily understood by the public.

The results of this research are supported by previous research conducted by Effendy et al.,
(2021) in their research showing that there is an influence of sales promotions on customer loyalty.
. The influence of Instagram advertising media, service quality and sales promotions on customer
loyalty for Nyoklat Classic drink products in Tulungagung Regency

The results of this research show that there is Instagram advertising media, service quality and
sales promotions on customer loyalty for Nyoklat Classic drink products in Tulungagung Regency,
which can be proven from the results of SPSS calculations, an Fcount of 15,451. This shows Fcount
(15,451) > Ftable (2.72) and a significance level of 0.000 < 0.05. The test results show that the
significance value of the simultaneous test (F test) is 0.000, thus the significance value obtained is
smaller than the specified probability a (0.000 < 0.05).

The results of this research are in accordance with Wardana (2019) who stated the following
definition of loyalty: "Loyalty is used in a business context, to describe a customer's willingness to
always use the company's products in the long term, especially if they use them exclusively, and
recommend the company's products to friends and partner."

Loyal customers are an important company asset that must be maintained (Budiono, 2020).
Loyal customers have several characteristics that can show how loyal customers are to a product or
service (Hanjaya & Setiawan, 2022). As stated by (Philip. Kotler, 2017) loyal customers have the
following characteristics:

a. Satisfaction: Stay with the company as long as expectations are met
b. Repeat purchase: Returning to the company to buy again
¢. Word of Mouth/Buzz: Promotes its reputation to let other people know about the company.
d. Evangelism: Convincing other people to buy the company's products
e. Ownership: Feeling responsible for the company's continued success.
The characteristics of customer loyalty above show that the company is able to provide what

customers want, so that customers do not hesitate to continue to trust the company. The results of
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this research are supported by previous research conducted by Rendy Gulla, Sem George Oroh, and
Ferdy Roring (2015). The results of their research show that there is an influence of Instagram

advertising media, service quality and sales promotions on customer loyalty.

CONCLUSION

1. There is an influence of Instagram advertising media on customer loyalty for Nyoklat Classic drink
products in Tulungagung Regency, which can be proven from the comparison between the two which
produces: teount > tble (-2.442 > 1.66488). The significance value of t for the Instagram advertising
media variable is 0.017 and this value is smaller than the probability of 0.05 (0.017 < 0.05).

2. There is an influence of service quality on customer loyalty for Nyoklat Classic drink products in
Tulungagung Regency, which can be proven from a comparison between the two which produces:
teount > trante (5.721 > 1.66488). The significance value of t for the work professionalism variable is
0.000 and this value is smaller than the probability of 0.05 (0.000 < 0.05).

3. There is an influence of sales promotions on customer loyalty for Nyoklat Classic drink products in
Tulungagung Regency, which can be proven from the comparison between the two which produces:
teount > trante (3.156 > 1.66488). The significance value of t for the promotion variable is 0.002 and this
value is smaller than the probability of 0.05 (0.002 < 0.05).

4. There is an influence of Instagram advertising media, service quality and sales promotions on
customer loyalty for Nyoklat Classic drink products in Tulungagung Regency, which can be proven
from the results of SPSS calculations obtained by Fcount of 10,296. This shows Feount (15,451) >
Funie (2.72) and a significance level of 0.000 < 0.05. The test results show that the significance value
of the simultaneous test (F test) is 0.000, thus the significance value obtained is smaller than the
specified probability a (0.000 < 0.05).

REFERENCES

Arikunto, S. (2017). Prosedur Penelitian Suatu Pendekatan Praktik. Jakarta: Rineka Cipta.

Azizah, S., & Prasetio, A. (2019). pengaruh Promosi Penjualan di Instagram, Lokasi dan Kualitas
Pelayanan terhadap Keputusan Pembelian. Aimana : Jurnal Manajemen Dan Bisnis, 3(2), 348—
359.

Budiono, A. (2020). Pengaruh kualitas pelayanan, harga, promaosi, dan citra merek terhadap kepuasan
pelanggan melalui keputusan pembelian. Equilibrium : Jurnl Pelatihan Pendidikan Dan
Ekonomi, 17(02), 1-15. https://doi.org/10.25134/equi.v17i02.ABSTRACT

Creswell, J. W. (2018). Research Design: qualitative, quantitative, and mixed methods approaches.
California: Sage.

Effendy, M. L., Sari, M. I., & Hermawan, H. (2021). Pengaruh Strategi Promosi Melalui Media Sosial,
Kualitas Pelayanan, dan Word of Mouth Terhadap Loyalitas Pelanggan pada Warung Kopi Cak
Kebo. E-Journal Ekonomi Bisnis Dan Akuntansi, 8(2), 107.
https://doi.org/10.19184/ejeba.v8i2.24805

Hanjaya, J. K., & Setiawan, P. Y. (2022). Pengaruh Kualitas Layanan, Promosi Penjualan Dan Digital



Supriyono, Nik Haryanti

The Influence of Instagram Advertising Media, Service Quality and Sales Promotion on Customer Loyalty for Classic
Nyoclate Beverage Products in Tulungagung District

932

Marketing Terhadap Loyalitas Konsumen Gojek Di Denpasar. E-Jurnal Manajemen Universitas
Udayana, 11(9), 1634. https://doi.org/10.24843/ejmunud.2022.v11.i09.p03

Haryanti, N. (2019). Metode Penelitian Ekonomi. Bandung: Manggu.

Kotler, P., & Keller, K. L. (2018). Prinsip-prinsip Marketing. Pasuruan: CV. Penerbit Qiara.

Kotler, Philip. (2017). Manajemen Pemasaran. Jakarta: Erlangga.

Morissan. (2019). Metode Penelitian Survei. Jakarta: Kencana.

Muliani, M., & Wardhani, F. I. (2020). Pengaruh Promosi Di Instagram Dan Kualitas Pelayanan
Terhadap Keputusan Pembelian Nasi Penggoda Secara Online Melalui Ojek Online (Ojol) Pada
Masa Karantina Covid-19 Di Kota Pontianak. Jurnal Ekonomi Integra, 10(2), 118.
https://doi.org/10.51195/iga.v10i2.141

Pangestu, Alfan Fahmi Ramadhan, F. M. (2022). Pengaruh Media Sosial Instagram Dan Kualitas
Pelayanan Terhadap Keputusan Pembelian (Studi Kasus Pada Artomoromotor Cimahi). JIMEA |
Jurnal llmiah MEA (Manajemen, Ekonomi, Dan Akuntansi), 6(3), 2272—-2295.

Putri, Y. M., Utomo, H., & Mar’ati, F. S. (2021). Pengaruh Kualitas Pelayanan, Lokasi, Harga Dan
Digital Marketing Terhadap Loyalitas Konsumen Di Grand Wahid Hotel Salatiga. Among
Makarti, 14(1), 93-108. https://doi.org/10.52353/ama.v14i1.206

Rafig, A. (2020). Dampak Media Sosial Terhadap Perubahan Sosial Suatu Masyarakat. Global
Komunika, 1(1), 18-29.

Rusdi, Parawangi, A., & Malik, 1. (2021). PENGARUH KUALITAS PELAYANAN TERHADAP
KEPUASAN KONSUMEN PERUSAHAAN DAERAH AIR MINUM ( PDAM ) DI. Journal
UNISMUH, 2(2).

Sugiyono. (2015). Metode Penelitian Kuantitatif Kualitatif R & D. Bandung: Alfabeta.

Sugiyono. (2017). Metode Penelitian Bisnis (Pendekatan Kuantitatif, Kualitatif, Kombinasi dan
R&D). In Metodelogi Penelitian.

Tjiptono, F. (2018). Service Management, Mewujudkan Layanan Prima. Yogyakarta: CV Andi.

Untari, D., & Fajariana, D. E. (2018). Strategi Pemasaran Melalui Media Sosial Instagram (Studi
Deskriptif Pada Akun @Subur_Batik). Widya Cipta, 2(2), 271-278. Retrieved from
http://ejournal.bsi.ac.id/ejurnal/index.php/widyacipta

Wardana, A. &. (2019). Anteseden Loyalitas merek pada perusahaan Tokopedia.com. E-Jurnal
Manajemen, 8(9), 5421-5441.

Widiawati, A. (2017). Pengaruh citra merek dan promosi penjualan melalui media sosial instagram
terhadap keputusan pembelian pada laundry 5Asec cabang Makassar. limiah BISNIS, 6(2), 207—
219. Retrieved from http://garuda.ristekbrin.go.id/documents/detail/894889



