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§§ § Abstract

= < o The use of Internet marketing can also increase the good image for the company not only that,
%’omg dlso can increase brand awareness. By looking at the background of the problem above, the

~researcherformulates the problem as follows, is there an influence in the use of Internet Marketing on
QI\@rd_:Tof Mouth for the product "Taiwanese Drinks"? So this study has a purpose, namely To find out
ijhg c@nmumcatlon strategy that there is an influence in the use of Internet Marketing, especially social
gmedia on Word of Mouth against the product "Taiwanese Drinks" or bubble tea.This study uses the
ghgorg of Behaviorism, Stimulus Organism Response (SOR) Theory and Theory of Action Reason to
ée‘kfpl@n capsumer stimulus in responding to and gaining knowledge from the Taiwanese Drinks brand.
mTﬁe reseafch method used is a quantitative method with a comparative survey research type with

]

gg@stil)nnai,res distributed to each of 300 teenage consumers who have consumed Taiwanese Drinks at
cvariogs outlets in Kelapa Gading area, North Jakarta. Based on the results of this study on the use of
Snterdet Marketing for Word of Mouth on the product "Taiwanese Drinks" or bubble tea, it can be

gxccﬁlcluded that the average dimension of the Internet Marketing variable is in the good category.
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E & Abstrak

YPenggunaan internet marketing juga dapat meningkatkan citra baik bagi perusahaan tidak hanya itu,
_tetapi juga;dapat meningkatkan brand awareness. Dengan melihat latar belakang masalah diatas maka

éneliti merumuskan masalah sebagai berikut, apakah ada pengaruh penggunaan Internet Marketing
“terhadap Word of Mouth untuk produk “Taiwanese Drinks”? Maka penelitian ini memiliki tujuan yaitu
“Untuk mengetahui strategi komunikasi yang ada pengaruhnya dalam penggunaan Internet Marketing
%khzususnya media sosial pada Word of Mouth terhadap produk “Taiwanese Drinks” atau bubble tea.
ungaworlsme Teori Stimulus Organism Response (SOR) dan teori Action Reason untuk menjelaskan
5tﬁhulus Konsumen dalam menanggapi dan memperoleh pengetahuan dari brand Taiwanese Drinks.
ﬂV@tode penelitian yang digunakan adalah metode kuantitatif dengan jenis penelitian survei komparatif
wle%gan penyebaran kuesioner kepada masing-masing 300 konsumen remaja Yyang pernah
3n§ngkonsum3| “Taiwanese Drinks” di berbagai gerai di kawasan Kelapa Gading, Jakarta Utara.
<Berdasarkan hasil penelitian tentang penggunaan Internet Marketing terhadap Word of Mouth pada
gpr?)duk ‘“Faiwanese Drinks” atau bubble tea, dapat disimpulkan bahwa rata-rata dimensi variabel
“Internet Marketing berada pada kategori baik.

Kata Kunci: Internet Marketing, Word of Mouth, Remaja Kelapa Gading, Taiwanese Drinking.
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INTRODUCTION
Marketing is an important part of the
management of a company in order to obtain
osuccess i achieving company goals. The
‘marketingsstrategy must be appropriate and also
g(ﬁpted tg+the products to be sold. These are
Esogne of the things that must be considered for
‘cmarkgting=management, because the products
ioobe\;sold must be acceptable to potential
écemsmners In addition to marketing strategies,
“Ctd%np@,mes must also pay attention to the market
CEsl@rerand market developments of competitors
~oftsirilar usinesses.
§ o @Marketing consists of several types,
gnﬁlud]ng direct selling direct (sales), point of
anlﬂchase {points of purchase), and internet
Lgmsrlggtmg (internet  marketing). Internet
Em%fkgtmg or marketing through the internet is
gcf)matketmg activity using a promotional
cstrategy with the internet, especially with social
amedia thatcan expand sales scale. Information
ireiated to=the products being sold is easy to
Hind.
2 % Thef development of technology,
Ee's}%ecially in communication, creates an
tarﬁazmg irnovation in the form of the internet.
”’Tﬁas can be seen from the benefits and uses of
U%hgmternet itself which can be accessed quickly
fanid easilys so that it becomes a source of
Znformation search that people use. In an
Jncreasingly modern era, realizing the
=déyelopment of technology and information is
aceelerating.
-jg Indgnesia is no exception, the number of
qn&rnet users is also increasing on a large scale.
<T§e development  of  communication
‘éieghnology which is increasing every year has
sar’ effectg@n the activities of modern society.
gﬁémmunlty activities in the use of
ocdinmunlcatlon technology, people are
gmcreasmgly unable to live without social media
starting from opening their eyes or waking up
until nightswhen they want to sleep.
The=internet also has an effect on
changing=people's lifestyles. The internet era
can make it easier to find sources of
informatien data more quickly. Apart from
being a pldce to find sources of information, the
internet ds also a source of income for
individuals and institutions. The internet makes
the world see a new world that includes
changing=ainteractions, markets and business
networkssthat are increasingly borderless.

EISSN 2723-2956

Based on the results of the Indonesian
Polling study in collaboration with the
Association of Indonesian Internet Service
Providers (APJII) it was found that internet
users in Indonesian society were 171.17 million
people or 64.8%. This number, which is not
small, certainly brings about changes in
Indonesian society, especially in the culture of
using the media, which of course has to be
readjusted regarding tools and internet use.

In the current era of convergence, the
transformation of media culture that occurs
makes people wuse more diverse and
sophisticated technology in media. This is in
line with data from We Are Social in 2020
which revealed that there were 96%usage of
mobile phones and 93%use smartphones.

In Indonesia, mobile phones and
smartphones are the most widely used
communication media by internet users. These
internet users are in the range of 16-64 years.
The use of social media in 2020 in Indonesia
has increased to 10 million people from 2019 so
that in 2020, there are 160 million Indonesians
who are active in social media.

The existence of  technological
developments will be a great opportunity for
companies in creating communication in
conveying the value of the message of the
product or service to be conveyed to
consumers. Entering the era of the industrial
revolution 4.0 which was accompanied by the
development of internet users and digital
growth, one of which was marked by the
growth of users of social media which became
a trend used to disseminate knowledge and
information in real time (Fadhila & Soesanto,
2016).

The Internet has brought media to a
global audience. Its interactive nature and fast
response are the qualities of a unique internet
medium (Hermawan, 2012:206). The internet
which is the result of today's modern world
makes it easier for everyone in marketing
activities. Marketing activities that are
supported by internet media produce a new
term that is widely used, namely internet

marketing.
Internet marketing is present as a
medium of information to achieve the

objectives of these marketing communication
activities. Internet marketing as a medium,
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focuses on consumers who are in cyberspace
(social nmjedia) and use internet access as a
medium for fulfilling information. While social
omedia is aimedium that will provide a place for
a group ar. individual to communicate, share
Lantent, and collaborate digitally.

— (e}

= 5 Soctal media is also a part of internet
‘cmarketing=Social media is usually intended to
fﬂ@n@rums microblogging, social networking
%ﬁd $0 on-The majority of people use social
gméd@ far personal needs such as
Czcgnrgﬂnicating with family, relatives, friends,
~and gthers; Others use this media to interact
awith gertaih communities.

© 2 cUntit now, the use of social media
5cdaht|nues o grow and grow rapidly, especially
aSlﬁcqgthe outbreak of the virus COVID at the
eginhing of 2020. With the growth of social
gn§di§ platforms, especially in carrying out
csaciab media marketing, as well as the growth
aofcusers ofisocial media who are dominated by
ithe millennial generation, it can significantly be
g@d as am.opportunity for the company as an
:tn@ractlon to build relationships  with
%C(R]sumers in  conducting  marketing
~communications.

S 2 Inthe business world, marketing strategy
“has a verydmportant role in the stage of forming
gt@sumer awareness and understanding. Thus a
Zcampany fequires proper strategic planning so
hat it can be easily accepted by the community.
=Thge strategies carried out by the company also
avary, such as offering a product with attractive

aTp@kagmg, affordable prices or strategic sales
dlogations
= = Inaddition, there is also a marketing
‘é’st&tegy in the form of advertising in a number
ﬁoff’medla ;These various marketing strategies
garg not ofily used to introduce the existence of
‘c productzhut also provide knowledge about the
%)eneflts of a product so as to create the will and
desire to puy it.

Thegscommunication strategy is a guide to
the actiyities of communication planning
(communigation planning) and management
(communigation management) to achieve a
goal. S@ to achieve this goal, the
communi€ation strategy must be able to show
how its=operations must be carried out
tacticallysy in the sense that the approach
(approachy can be different at any time, namely
depending on the situation and conditions
(Suryadiz2018).

uad

§

9@#
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Increasing business competition online
through social media, provides the industry
with opportunities food and beverage to take
advantage of internet marketing in social media
to gain brand awareness. Not only that, the use
of internet marketing in social media can also
increase brand equity for their company.

In the business world, marketing strategy
has a very important role in the stage of forming
consumer awareness and understanding. Thus a
company requires proper strategic planning so
that it can be easily accepted by the community.
The strategies carried out by the company also
vary, such as offering a product with attractive
packaging, affordable prices or strategic sales
locations.

In addition, there is also a marketing
strategy in the form of advertising in a number
of media. These various marketing strategies
are not only used to introduce the existence of
a product, but also provide knowledge about the
benefits of a product so as to create the will and
desire to buy it.

Communication strategy is a guide from
the activities of communication planning
(communication planning) and management
(communication management) to achieve a
goal. So to achieve this goal, the
communication strategy must be able to show
how its tactical operations must be carried out,
in the sense that the approach (approach) can be
different at any time, namely depending on the
situation and conditions (Suryadi, 2018).

According to Kotler (2016) there are two
strategies that are often used by companies in
managing marketing channels, especially in the
creation of new marketing channels, namely the
push strategy and the pull strategy. The use of
this strategy depends on the company's
decisions, especially depending on the
popularity of the company's products.

The push strategy in its implementation
is to try to persuade intermediaries to want to
market their products by providing certain
facilities, such as high discounts on product
purchases. This strategy is suitable for products
where brand loyalty is still low and brand
choice is carried out in stores.

This strategy is suitable for new products
that have high promotional funds.

The beverage business opportunity is still
very fresh to do considering the weather climate
in Indonesia tends to be tropical or warm.
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Refreshing beverage products are certainly very
suitable fenconsumption by the people of the
country, especially for those who like to gather
owith family or friends. Then the growth of
Tpéople’s cpurchasing  power,  which s
gc%ompamed by the innovation of beverage
@rgducts provided by business actors in it,
‘@makes this culinary business even more
—promising.
5 5 orheZbrand Menantea is one example
ﬂbﬁ&n@;of the drink Bubble Tea . Menantea is a
@n& beverage founded by two brothers
xrnﬂu@cers who are also YouTubers, namely
@emorﬁe apd Jehian Polin, which were only
destabtishett on April 10, 2021, just when the
%C@ViD pandemic was still rife in the
LSccﬁntgunlty Menantea itself has a shop concept
3N5er&they sell tea with various flavors (added
rD:mﬂk cfruiteflavored tea, Boba etc.) and snacks
cassfr[gnds for drinking the tea. (Annisa, 2021).
o © Menantea itself started from a video
_Youtube made by Jerome Polin in which he
%Qde vidgo content mixing tea drinks with
QV@IOUS faod ingredients, one of which was
vigces of Aruit. Then he challenged his older
‘tb@ther, Jehian Polin, to try making tea with the
“added fresh fruit.
=5 TheR this challenge continued until
“Jerome Pelin asked his brother to realize his
Zdesire to Sell the drink in Jakarta. The brand
swas then launched in just one week. Menantea's
s@cess also started when at the grand opening
aofathelr first store in Tomang, West Jakarta,
jfhglr drinks sold out in just one hour.
E & THIS is also supported by the marketing
‘scammuni@ation activities carried out by the
‘ébl%nd Menantea their Instagram social media,
Snamely @menantea.toko. Instagram
s@mMmenantga.toko also went viral, then
Té’lngtagram, which was created long before the
YMenanted’store was opened in Indonesia, has
“reached @ne hundred and thirty-eight thousand
followerszin just two days. In this case,
Menanteasgloes not yet have a logo, the store has
not been=designed, and there is still no clarity
on the pregduct.

By= involving the audience directly
through $@cial media, it can indeed have a big
impact, especially to build a brand relationship
which im the future can create a brand
associatigm. This is because the audience will
feel that<they are involved in the process of

AuelLu
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designing the brand Menantea And following
every development made by Menantea.

Before there was the brand Menantea,
there was one Bubble Tea brand which also
received high enthusiasm from the audience
due to the marketing they did through their
social media, namely from the Xing Fu Tang
brand. Xing Fu Tang is a brand of Bubble Tea
contemporary from Taiwan that was
established in 2018. Xing Fu Tang has opened
branches in several countries, including one in
Indonesia. One of the first branches in
Indonesia was located at Lippo Mall Puri, West
Jakarta in 2019.

Xing Fu Tang is also one of the
companies engaged in the food and beverage
industry that is still surviving in the face of the
ongoing pandemic situation and continues to
add branches in several cities throughout
Indonesia. Even though in the midst of a never
ending pandemic and having had to close all of
their outlets simultaneously for quite a long
time, that did not affect the number of
consumers from Xing Fu Tang and still
remember the Xing Fu Tang brand.

Almost similar to the case of the brand
Menantea, shocked the Xing Fu Tang also
shocked the world of Instagram social media,
especially at the opening of its first store at
Lippo Mall Puri, West Jakarta. Xing Fu Tang
conducted two stages of opening for their first
store, namely a soft opening three-day(the shop
is only open to the public at certain hours) and
a grand opening.

Even though it's just a soft opening, Xing
Fu Tang has already received high enthusiasm
from the audience. On the first day they
operate, they get a very long queue. Not even a
few consumers are willing to queue for two
hours for a or a few glasses of drink Bubble Tea
from Xing Fu Tang (Lusiana, 2019).

The use of internet marketing in social
media as a marketing communication medium
is also carried out by the brand Xing Fu Tang in
its account, namely @xingfutang_indonesia.
When they opened their first store in Indonesia,
they actively created informative content
regarding the stages of store opening, the prizes
that consumers could get.

Xing Fu Tang also collaborated with
JKTGO in a campaign on Instagram social
media, namely "Giveaway Xing Fu Tang" for
the opening of their first. Where in campaign
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this JKTGO chose 8 people to try drinks Xing
Fu Tang before their store opened to the public
far.free and without queuing, at the same time
ogiven a little tour store Xing Fu Tang.
Before the. existence brands of the beverage
gS%ble Tea Menantea and Xing Fu Tang, there
Earg also several other brands Bubble Tea that
sare also popular with the Indonesian people
g‘a&Iyx such as Chatime, KOI, Tiger Sugar,
§OEezg, Kekumi, Ban-Ban, Xiboba, Hop-Hop.
“Cari%l others= All of these brands also carry out
E’th@lr~ matketing communication  activities
gtth@-h social media, especially Instagram.
@'heyg shate various kinds of interesting,
ga&sumlve content such as promos, informative
;d@tem afid others.
§ S Z2According to Sernovitz (2009), a good or
ositive cOnversation is the result of word of
gn§ut§ Béfore they decide to buy or consume
dtspeople=tend to ask others first and it will
cinfluence cthe chosen decision. Godes and
;Mﬁyzlin 2004) suggested two elements of
Swerd of mouth, namely volume and dispersion.
9‘V@lume Can be interpreted as frequency,
gn?ﬁmely how much or often someone speaks and
Fegommends it.
S 2 Thexnumber of conversations certainly
:af%ects hoW many people know about the things
%b@ng discussed. Dispersion is at the level of a
Zcanversation whether a product or service takes
‘spldce in a broad communication such as family,
=friénds, friends and so on. Based on the
apIEnomena that have been described, the
jfegearchers are interested in conducting
mre,gearch with the title Influence in the use of
niﬁrnet Marketing on Word of Mouth for the
Epréduct "Faiwanese Drinks".
4 FTERATBURE REVIEW
sBehaviofism
S % Behaviorism theory is one theory that
%plays a r@le in understanding human behavior.
Desmita g({in Nahar, 2016: 65) reveals that
"Behaviaristic learning theory is a theory that
understands behavior that uses an objective,
mechanistic, and materialistic approach, so that
changes #h a person's behavior can be done
through ¢gnditioning efforts".

ThiS theory places great emphasis on
changes if=behavior as a result of learning that
can be fobserved, measured and assessed
concretelys In this theory, humans are seen as
more of azphysical aspect and as living beings
who are passively controlled by the stimuli in

EISSN 2723-2956

their environment. These changes involve
internal and external changes from someone
who has been given learning, so the theory of
behaviorism in learning is also called stimulus
response learning.

Based on the characteristics of the
behaviorism theory that has been described, it
can be concluded that this theory views humans
primarily on the physical aspect and as living
beings who are passive and controlled by the
stimuli in their environment as a result of
training that these living creatures have
experienced in their lives.

Stimulus Organism Response

SOR theory stands for Stimulus -
Organism - Response. This theory says that the
effect is a reaction to a certain situation. Where
the effect caused by the mass media on the
stimulus makes one can expect and estimate the
suitability between the message and the
communicant's reaction.

Theory SOR is the most basic and simplest
communication theory. This theory explains
that there is a reaction when there is action. This
theoretical process is a form of information
exchange that can have an effect on changing
communication actions (Ardianto, 2014: 133).
This theory assumes that individual behavior
arises because of the strength of the stimulus
that comes from outside him, not on the basis
of his motives and attitudes (Wiryanto, 2005:
13-15).

The basic assumption of this model is
that the mass media has a direct, immediate and
direct effect on the communicant. This model
shows that communication is an action-reaction
process. That is, this model assumes that verbal
words, non-verbal cues, and certain symbols
will make other people respond in a certain
way. In the communication process with regard
to attitude change is the aspect “How " instead
of "Who" and "Why", he explained how to
communicate, in this case how to change the
attitude, how to change the communicant's
attitude, the stimulus or message conveyed to
the communicant may be accepted or not.
rejected, after the communicant processes it and
accepts it, then there is a willingness to change
attitudes.

Action Reason

Theory of Reasoned Action (TRA)
describes behavior that changes based on
behavioral intentions, and behavioral intentions
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are influenced by social norms and individual
attitudes (toward behavior (Eagle, Dahl, Hill,
Bird, Spotswood, & Tapp, 2013, p. 123).
oSubjectivéZnorms describe individual beliefs
Tabout normal and acceptable behavior in
gatﬁlety, while individual attitudes towards
E’o(%awor are based on individual beliefs about

‘Sthat behavior.

5 Qa X

0 E_ @)

Marketing Communication

2 § o, Marketing communication is a form of
—communicdtion activity that seeks to
7di§3egainate information, influence and
§ reve the target market for companies and

gar%)du?fts Marketing communication is carried
“put W:uth the hope that the market is willing to
aac%e@ buy and be loyal to the products offered
%mr@ducers
= § o Marketing communication can be
cc(mcglded as a form of business from the
ccampany tO reach consumers, understand what
consumers; need and want. In addition, the
“Prand in  carrying out  marketing
“eommunication activities must also be able to
gcﬁéate messages that are easily understood by
‘tpog\sumers, remembered and can influence
grchasingzdecisions from consumers.
Anternet miarketing
2 5 The internet is a multi-aspect
Zmarketingtcommunication tool. In one aspect
the internet is an advertising medium as many
=marketers pay to place advertising banners
I’Bmotmg their products and services on the
:f/vebsnes of other companies, organizations and
ga@llshers Advertisers also pay for internet
=search eRgines such as Google, Bing, and
‘“thoo' tozplace their ads in search results based
morgkeywords (Belch & Belch, 2014: 22). Paid
ssearch has become the most used form of
dinfernet adyertising.
o I¥" can be understood that internet
“marketing’is a form of business for companies
to markettheir products and services and build
relationships with customers through the
internet. @ne form of internet marketing in a
business field is to use the website to strengthen
marketing; efforts, especially promotions
carried out by the company.

§

N

uo

dru

Word oftMouth

Accordingsto Kotler & Keller (2012) Word of
Mouth Gemmunication (WOM) or word of
mouth c¢emmunication is a communication

EISSN 2723-2956

process in the form of providing
recommendations both individually and in
groups for a product or service that aims to
provide personal information.

Walker (2001) in Harris et al (2013) defines
WOM communication as an informal person-
to-person communication between non-
commercial communicators and recipients
based on brands, products, organizations, or
services. This WOM can be positively or
negatively charged. Negative WOM aims to
demean the object in the communication
(Richins, 1983 in Harris et al, 2013).

West-brook (1987) in Pontevia et al (2008)
views WOM as a post-purchase phenomenon
that contains informal communication directed
to other consumers regarding the ownership,
use, or characteristics of products or services.
This view is also in line with the views of
Sundaram et al (1998) in Pontevia et al (2008),
which defines WOM as a form of interpersonal

communication among consumers about
personal experiences with products or
companies.

From this, there are basic similarities regarding
the meaning of WOM. The equation is that
WOM is a communication between people
about products and services independently (not
representing the company). According to
Sernovitz (2012), there are four rules that must
be followed in order to create a WOM, namely:

First, the information in WOM is made
interesting. People don't like boring things.
Give something that allows other people to talk
about what you want to WOM. You have to
always think about how to get people to want to
retell what you want to WOM. Second, WOM
is made to be easily disseminated. Good WOM
uses messages that are short and clear and easy
to spread. Start WOM with things that are easy
to remember.

Third, the interlocutor during WOM
communication is made to be happy. When
people are happy, they will want to spread
positive news about the product they are
selling. The person will easily remember the
product. Fourth, Must earn respect and trust
from the interlocutor when disseminating
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WOM information. Not getting respect and
trust is thensame as not getting WOM. People
don't say pesitive things about things they don't
obetieve in:

oW
ZHYPOTHESIS

gf; Basedson the theoretical framework, the
ngoyo@ing hypotheses can be put forward:

g“é = Hypothesis Testing: Allegedly the
= © o influence of Internet Marketing on the
® & o Waord of Mouth.

=& 5 Ho. Internet marketing has no affect on
~ & 2 Word of Mouth

5 o @ Hy Internet marketing has am affects
® 2 c atfitudes and knowledge on Word of
Eg 5 Mauth

<RESEARCH METHODS

> & 2 Research method that was used in this
cresearch is a comparative explanatory survey
c__lfqu;éntitative research method. The research
_variable s internet marketing as the

Sndependent variable (X) which consists of five
“dithensions namely product, price,
scommunication, community and distribution as
well as Word of Mouth as the dependent
“vatiable (). The result of both is internet
“marketingthat will be compared to each other
%Ngether there is a difference, as well as Word
20f5 Mouth® This research was conducted on
‘egnage consumers who have consumed
=Taiwanese drinks at various outlets of
%ng’wanese Drinks and located in Kelapa
“Gading area, North Jakarta

5 lon

‘Data Colfection Technique

£T6 collectilata and information obtained in this
Ssttidy they author will use the following
smethods:

Sl.?_Questionnaire (Questionnaire)

“Questionnaire is a data collection technique
which is@one by making a set of questions or
written Statements to the respondent to be
answered=Questionnaires can be closed or open
questionsz@iThe questionnaire also has another
meaning=namely a list of questions used by
researchers to collect data from respondents.
2. Obseryation
Observatigh is a data collection tool that must
be systematic or the recording is carried out
according®to certain procedures and rules so
that it canbe repeated by other researchers.
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Data Analysis Technique

Data collected is a pre-questionnaire
from 300 respondents who are consumers of
Taiwanese Drinks. Researchers analyzed the
pre-questionnaire data using validity and
reliability tests. The aim is to measure the level
of validity and reliability of each indicator that
will be used in the questionnaire by involving
300 respondents. Furthermore, the data were
tested with descriptive statistics and SEM
models (structural equations).

RESULTS AND DISCUSSION

Based on the results of distributing 300
questionnaires to teenage consumers of drinks
Bubble Tea, the majority of respondents'
profiles are female as much as 63% and male
respondents as much as 37%. For the age of the
respondents, 40.3% were 15-20 years old,
50.7% were 21-30 years old, 4.3% were 31-40
years old and the remaining 4.7% were over 40
years old.

The results of the variable validity test
internet marketing show that of the five
dimensions that have been studied, namely
product, price, communication, community and
distribution, the product dimension has the
highest average dimension score with a score of
428 and is categorized as very good.
Meanwhile, the score for the price dimension is
3.97 (good category), the communication
dimension score is 4.02 (good category), the
community dimension score is 3.21 (good
enough category) and the score for the
distribution dimension is 4.04 (good category).

The results of the variable validity test
Word of Mouth show that of the four
dimensions that have been studied, namely
talkers, topic, tools, and taking parts, the score
of talkers dimension is 3.63 (good category),
the score for topic dimension is 3.66 (good
category), the tools dimension score is 3.93
(good category), and taking part dimension
score is 3.43 (good category).

So in this case it can be concluded that
the stimulus that occurs to consumers
inactivities internet marketing carried out by
the Word of mouth is that consumers are
interested and like the photos uploaded
inactivities internet marketing on social media
because they are considered appetizing, there is
information on menus that packaged creatively
and attracts the attention of consumers as well
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as in terms of product packaging designs
uploaded(on social media which are also quite
attractive 4to consumers. The descriptive
oresults ofword of mouth research variables
shiow that. of the two dimensions studied,
hamely attitudes and knowledge, all of the
Edi§1en3|on has the score in the good category.
© © & The two research variables, both the
ir@e@ndent variable, namely internet
arketing“and the dependent variable, namely
“attitutles aid knowledge, were declared to have
alﬂld:data testing results. This is shown in the
;re@ulgr of Festing the validity of the results of
T@@m\@rgent Validity with a value of more than
0.7 ftom each research indicator. In addition,
he Awerage Variance Extracted (AVE) value
fex&:e@s 05 (AVE > 0.5) so that it can be stated
—that each” latent variable can be reflected
“thfough itsmanifest variable (indicator).
o5 2 The results of test Cronbach’'s Alpha &
aCemposite’ Reliability on both variables are
“declared Teliable where all variables have
Svalues exceeding the recommended values, it
zS@WS thaf the measurement model has good
aréﬁablllty The relationship between the two
TJv33|a1bles is also considered to be interrelated
%Elch cap: be seen from the results of the
Sstfuctural ®model testing conducted in  this
yesearch. M/here the results of the R-Square
Zanalysis are 61.2%, the Q-Square also exceeds
the value 0 (Q* > 0) with a value of 0.607 and
=GaF of 0.627.
> 3 From the trial, it was found that all
DEq@stions on the internet marketing and word of
rnm@uth variables were all valid. Thus the data
Ec@ be cantinued to perform the reliability test.
“‘Tﬁe religbility test shows that the Internet
Marketinggand Word Of Mouth questionnaire
sinstrumefits can be said to be reliable because
Téhgy have-more than 0.113 results.
e Ffom the results of the regression
“analysis, 4t can be said that there is a positive
effect of the Internet Marketing variable on the
Word Of=Mouth variable. With the effective
contributien obtained from the coefficient of
determination of 72.9% Word Of Mouth is
influenced by Internet Marketing.

CONCLSSION

Based on the results of this study
regarding=the use of Internet Marketing on
Word of€Mouth on the product "Taiwanese
Drinks" orbubble tea, it can be concluded that

EISSN 2723-2956

the average dimensions of the Internet
Marketing variable are included in the good
category, the average score on the Internet
Marketing variable is first, Product dimensions
are very good. Second, the Price Dimension is
Good. Third, the Communication dimension is
Good. Fourth, the Community dimension is
Good Enough. Fifth, the distribution dimension
is quite good, where of the two indicators used
as a measuring tool, all of them are categorized
as good.

It is known that in general, the
respondent's assessment of the Word of Mouth
in the Talkers dimension is Good, the
respondent's assessment of the Word of Mouth
in the Topic dimension is Good, the
respondent's assessment of the Word of Mouth
in the Tools dimension is Good, the
respondent's assessment of the Word of Mouth
in the Taking dimension Parts are Good.

The results of the analysis using
SmartPLS 3.3.3 which are presented in Table
4.35 with a significance level of 5% can be seen
from the original positive sample value, and the
results of the analysis using the Sobel Test
calculation which show positive significance
results. Thus, it means that Internet Marketing
is proven to have an effect on Word of Mouth.

SUGGESTION

From the results of the analysis with the
effective contribution obtained from the
coefficient of determination of 72.9% Word Of
Mouth is influenced by Internet Marketing with
the remaining 27.1%. The researcher divides
the suggestions for this research into two
aspects, academically and practically. The
suggestions given in this research are as
follows:

Practical advice, from the remaining
27.1% of the data obtained from the coefficient
of determination, it can be said that sellers of
Taiwanese Drinks can increase their efforts to
maintain Internet Marketing so that word of
mouth on bubble tea drink brands also
increases. So that it has an impact on sales of
bubble tea drinks.

Academic suggestions are as follows,
for further researchers, the results of this study
can be used as comparison and reference
material for research, and as consideration for
further deepening further research by adding
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independent variables to further increase sales

of bubbletea drinks.
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