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ABSTRAK 

ADISTI HANDAYANI. Analisis Efektivitas Promosi “Kopi Lain Hati” Melalui 

Media Sosial Instagram (Pendekatan AIDA): Program Studi Pemasaran Digital, 

Fakultas Ekonomi dan Bisnis, Universitas Negeri Jakarta, 2026. 

 

lPerkembangan pesat pemasaran digital mendorong banyak merek minuman di 

lIndonesia untuk mengandalkan platform media sosial, khususnya Instagram, 

lsebagai media promosi. Kopi Lain Hati lmerupakan lsalah lsatu lmerek llokal lyang 

laktif memanfaatkan Instagram untuk membagikan konten promosi; namun, 

lefektivitas upaya tersebut belum banyak dievaluasi menggunakan model 

lkomunikasi yang terstruktur. lPenelitian ini lbertujuan luntuk menganalisis 

lefektivitas lkonten lpromosi Kopi Lain Hati di Instagram menggunakan lmodel 

lAIDA lyang meliputi ldimensi lAttention (perhatian), lInterest (ketertarikan), lDesire 

(keinginan), dan Action (tindakan). lPenelitian lini lmenggunakan lpendekatan 

deskriptif lkuantitatif ldengan pengumpulan data lmelalui lkuesioner lonline lyang 

ldisebarkan lkepada 120 responden ldi lwilayah lJabodetabek. lKriteria responden 

meliputi pengguna aktif Instagram, pengikut akun l@kopilainhati, serta individu 

yang pernah melihat konten promosi Kopi Lain Hati. lData dianalisis menggunakan 

statistik deskriptif dan perhitungan nilai rata-rata l (mean) dengan bantuan SPSS 

versi 25. lHasil lpenelitian lmenunjukkan lbahwa lpromosi Kopi Lain Hati lmelalui 

lInstagram secara umum tergolong lefektif, ldengan lnilai lrata-rata tertinggi lterdapat 

lpada ldimensi Interest dan Desire. Hal lini menunjukkan bahwa konten promosi 

mampu menyampaikan pesan secara jelas, lmenonjolkan keunggulan produk, serta 

mendorong minat dan niat beli konsumen. lSementara itu, nilai yang lebih rendah 

pada dimensi Attention dan Action lmenunjukkan perlunya peningkatan pada aspek 

daya tarik visual dan strategi lajakan bertindak (call to action). lSecara lkeseluruhan, 

lpenelitian lini lmemberikan lwawasan lyang lberharga mengenai pengaruh promosi 

Instagram lterhadap perilaku konsumen serta memperkuat relevansi model AIDA 

dalam lpenelitian pemasaran digital. 

 

Kata kunci: Efektivitas promosi, Instagram, AIDA, Kopi Lain Hati. 
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ABSTRACK 

ADISTI HANDAYANI. Analysis of the Promotional Effectiveness of “Kopi Lain 

Hati” Through Instagram (AIDA Approach): Digital Marketing Study Program, 

Faculty of Economics and Business, Universitas Negeri Jakarta, 2026. 

 

The growing expansion of digital marketing has led many beverage brands in 

Indonesia to depend on social media especially Instagram as a key promotional 

channel. Kopi Lain Hati is a local brand that actively leverages Instagram to 

distribute its marketing content, yet the effectiveness of this strategy has not been 

extensively assessed through structured communication frameworks. This research 

seeks to evaluate the effectiveness of Kopi Lain Hati’s Instagram promotional 

content by applying the AIDA model, which consists of Attention, Interest, Desire, 

and Action. The study employs a descriptive quantitative method, with data 

gathered via an online questionnaire from 120 respondents residing in the 

Jabodetabek region. Participants were required to be active Instagram users, 

followers of the @kopilainhati account, and individuals who had been exposed to 

the brand’s promotional posts. The collected data were processed using descriptive 

statistical techniques and mean score analysis with the assistance of SPSS version 

25. The results indicate that Kopi Lain Hati’s Instagram promotion is generally 

effective, with the Interest and Desire dimensions achieving the highest average 

scores. This suggests that the content successfully communicates messages clearly, 

emphasizes product benefits, and encourages consumer interest as well as purchase 

intention. However, the lower scores in the Attention and Action dimensions imply 

that enhancements are needed in terms of visual attractiveness and call-to-action 

strategies. Overall, the findings offer important insights into how Instagram-based 

promotion shapes consumer behavior and confirm the continued relevance of the 

AIDA model in digital marketing research. 

 

lKeywords: lpromotional leffectiveness, lInstagram, lAIDA, lKopi lLain lHati. 
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