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ABSTRAK 

 

Rahelia Christine Salim / 63170261 / 2021 / Pengaruh Internet Marketing Terhadap  

Word Of Mouth Produk "Taiwanese Drinks" Di Kalangan Remaja Kelapa Gading  / 

Pembimbing : Dr. Imam Nuraryo, S. Sos, MA (Comms) 

 

Pemanfaatan Internet marketing dapat meningkatkan peningkatan citra bagi 

perusahaan tak hanya itu namun juga menaikan brand awareness. Dengan melihat 

adanya latar belakang masalah diatas, maka peneliti merumuskan masalah sebagai 

berikut apakah adanya pengaruh dalam penggunaan Internet Marketing terhadap Word 

of Mouth terhadap produk “Taiwanese Drinks”? Maka penelitian ini memiliki tujuan, 

yaitu untuk mengetahui strategi komunikasi bahwa adanya pengaruh dalam penggunaan 

Internet Marketing khususnya media sosial terhadap Word of Mouth Terhadap produk 

“Taiwanese Drinks” atau bubble tea. 

Berdasarkan penelitian terdahulu hasilnya bahwa teori Word Of Mouth berpengaruh 

terhadap keputusan pembelian dengan nilai t-value sebesar 2.11 dan brand awareness 

berpengaruh terhadap keputusan pembelian dengan nilai t-value sebesar 2.38. Dengan hasil 

tersebut, para pengusaha khususnya minuman bubble tea perlu meningkatkan word of mouth 

dan brand awareness untuk meningkatkan pembelian dari konsumen bubble tea. 

Penelitian ini menggunakan metode survei dilakukan dengan menyebarkan 

kuesioner melalui google forms secara online dengan subjek para konsumen yang pernah 

mencoba dan membeli Bubble Tea. Penelitian ini dilakukan terhadap remaja dan remaja 

yang pernah mengkonsumsi Bubble Tea (Taiwanese Drinks) di berbagai macam outlet 

Bubble Tea di daerah Jakarta Utara. 

Uji coba ini menggunakan 300 responden, dari uji coba tersebut didapatkan hasil 

bahwa seluruh butir pertanyaan pada variabel internet marketing dan word of mouth 

seluruhnya valid. Dengan demikian data tersebut dapat dilanjutkan untuk melakukan uji 

realibilitas. Uji coba reliabilitas menunjukan bahwa instrumen kuesioner Internet Marketing 

dan Word of Mouth dapat dikatakan reliabel karena memiliki hasil lebih dari 0.113. Dari 

hasil analisis regresi dapat dikatakan bahwa terdapat berpengaruh positif variabel Internet 

Marketing terhadap variabel Word Of Mouth.  

Dengan sumbangan efektif yang diperoleh dari koefisien determinasi sebesar 72.9% 

Word Of Mouth dipengaruhi oleh Internet Marketing. Berdasarkan hasil penelitian ini 

tentang penggunaan Internet Marketing terhadap Word of Mouth pada produk “Taiwanese 

Drinks” atau bubble tea, dapat diambil kesimpulan dimensi rata-rata pada variabel Internet 

Marketing termasuk dalam kategori baik. 

 

 

Kata Kunci: Internet Marketing, Word of Mouth, Remaja Kelapa Gading, Taiwanese 

Drinking. 
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ABSTRACT 

 

Rahelia Christine Salim / 63170261 / 2021 / The Effect of Internet Marketing on Word 

Of Mouth "Taiwanese Drinks" Products Among Kelapa Gading Teenagers / 

Supervisor : Dr. Imam Nuraryo, S. Sos, MA (Comms) 

 

The use of Internet marketing can also increase the good image for the company 

not only that, but also can increase brand awareness. By looking at the background of 

the problem above, the researcher formulates the problem as follows, is there an 

influence in the use of Internet Marketing on Word of Mouth for the product "Taiwanese 

Drinks"? So this study has a purpose, namely To find out the communication strategy 

that there is an influence in the use of Internet Marketing, especially social media on 

Word of Mouth against the product "Taiwanese Drinks" or bubble tea. 

Based on previous research, the results show that the Word of Mouth theory 

affects purchasing decisions with a t-value of 2.11 and brand awareness affects 

purchasing decisions with a t-value of 2.38. With these results, entrepreneurs, especially 

bubble tea drinks, need to increase word of mouth and brand awareness to increase 

purchases from consumers. The population is consumers of bubble tea. 

This study uses a survey method conducted by distributing questionnaires through 

online google forms with the subject of consumers who have tried and bought Bubble 

Tea. This research was conducted on adolescents and young adults who have consumed 

Bubble Tea (Taiwanese Drinks) at various Bubble Tea outlets in North Jakarta. 

This trial used 300 respondents, from the trial it was found that all questions on 

the internet marketing and word of mouth variables were all valid. Thus the data can be 

continued to perform the reliability test. The reliability test shows that the Internet 

Marketing and Word Of Mouth questionnaire instruments can be said to be reliable 

because they have more than 0.113 results. From the results of the regression analysis, 

it can be said that there is a positive effect of the Internet Marketing variable on the 

Word Of Mouth variable.  

With the effective contribution obtained from the coefficient of determination of 

72.9% Word Of Mouth is influenced by Internet Marketing. Based on the results of this 

study on the use of Internet Marketing for Word of Mouth on the product "Taiwanese 

Drinks" or bubble tea, it can be concluded that the average dimension of the Internet 

Marketing variable is in the good category. 

 

 

Keywords: Internet Marketing, Word of Mouth, Kelapa Gading Youth, Taiwanese 

Drinking. 
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