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ABSTRAK 

 

Muhammad Reynaldi Fadillah, 1910414210039, 2026. Pengaruh Iklan di 

Instagram @pule.coffee terhadap Loyalitas Konsumen di Pule Coffee CitraLand. 

Skripsi. Program Studi Ilmu Komunikasi, Fakultas Ilmu Sosial dan Ilmu Politik, 

Universitas Lambung Mangkurat. Dibimbing oleh Muhammad Ainani, S.IP., M.A. 

Penelitian ini bertujuan untuk mengetahui pengaruh iklan di Instagram 

@pule.coffee terhadap loyalitas konsumen di Pule Coffee CitraLand. Penelitian ini 

dilatarbelakangi oleh pemanfaatan Instagram sebagai media promosi yang 

digunakan untuk menjangkau konsumen dan meningkatkan loyalitas pelanggan. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei. 

Sampel penelitian berjumlah 122 responden yang dipilih menggunakan teknik 

purposive sampling. Data dikumpulkan melalui penyebaran kuesioner 

menggunakan skala Likert dan dianalisis menggunakan uji validitas, uji reliabilitas, 

uji asumsi klasik, serta analisis regresi linear sederhana dengan bantuan program 

SPSS. 

Hasil penelitian menunjukkan bahwa iklan di Instagram @pule.coffee 

berpengaruh positif dan signifikan terhadap loyalitas konsumen di Pule Coffee 

CitraLand. Semakin baik kualitas iklan yang disampaikan melalui Instagram, 

semakin tinggi pula loyalitas konsumen terhadap Pule Coffee CitraLand. Dengan 

demikian, iklan melalui Instagram dapat menjadi salah satu strategi promosi yang 

efektif dalam meningkatkan loyalitas konsumen. 

Kata Kunci: Iklan Instagram, Loyalitas Konsumen, Media Sosial, Pule Coffee 

CitraLand. 
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ABSTRACT 

 

Muhammad Reynaldi Fadillah, 1910414210039, 2026. The Influence of 

Instagram Advertising on @pule.coffee toward Consumer Loyalty at Pule Coffee 

CitraLand. Undergraduate Thesis. Communication Studies Program, Faculty of 

Social and Political Sciences, Lambung Mangkurat University. Supervised by 

Muhammad Ainani, S.IP., M.A. 

This study aims to determine the influence of Instagram advertising on 

@pule.coffee toward consumer loyalty at Pule Coffee CitraLand. The study was 

motivated by the use of Instagram as a promotional medium to reach consumers 

and enhance customer loyalty. 

This research employed a quantitative approach using a survey method. The 

sample consisted of 122 respondents selected through a purposive sampling 

technique. Data were collected using a Likert-scale questionnaire and analyzed 

using SPSS through validity testing, reliability testing, classical assumption tests, 

and simple linear regression analysis. 

The results of the study indicate that Instagram advertising on @pule.coffee 

has a positive and significant influence on consumer loyalty at Pule Coffee 

CitraLand. The better the quality of the advertising delivered through Instagram, 

the higher the level of consumer loyalty toward Pule Coffee CitraLand. Therefore, 

Instagram advertising can serve as an effective promotional strategy for improving 

consumer loyalty. 

Keywords: Instagram Advertising, Consumer Loyalty, Social Media, Pule 

Coffee CitraLand.
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