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ABSTRAK

Penelitian ini menganalisis pengaruh User Generated Content (UGC) dan
Price Discount terhadap Purchase Intention konsumen Tomoro Coffee, dengan
Consumer Engagement sebagai variabel mediasi. Data dikumpulkan dari 237
responden melalui kuesioner. Analisis dilakukan menggunakan metode Structural
Equation Modeling - Partial Least Squares (SEM-PLS) dengan perangkat lunak
SmartPLS v.4.0.9.9.

Hasil penelitian menunjukkan bahwa: (1) User Generated Content
memiliki pengaruh positif dan signifikan secara langsung terhadap Purchase
Intention; (2) User Generated Content juga berpengaruh positif dan signifikan
secara langsung terhadap Consumer Engagement; (3) Price Discount memiliki
pengaruh positif dan signifikan secara langsung terhadap Purchase Intention; (4)
Consumer Engagement memiliki pengaruh positif dan signifikan secara langsung
terhadap Purchase Intention; dan (5) User Generated Content berpengaruh positif
dan signifikan terhadap Purchase Intention yang dimediasi oleh Consumer
Engagement.

Secara keseluruhan, penelitian ini mengonfirmasi bahwa baik User
Generated Content maupun Price Discount berperan penting dalam meningkatkan
Purchase Intention konsumen Tomoro Coffee. Selain itu, Consumer Engagement
terbukti efektif dalam memediasi hubungan tersebut. Temuan ini mengindikasikan
bahwa strategi pemasaran yang mengintegrasikan konten buatan pengguna,
penawaran diskon, dan fokus pada peningkatan keterlibatan konsumen dapat
secara efektif mendorong niat beli pada konsumen Tomoro Coffee.

Kata Kunci: User Generated Content, Price Discount, Purchase Intention,
Consumer Engagement, Tomoro Coffee.
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ABSTRACT

This study analyzes the influence of User Generated Content (UGC) and
Price Discount on Purchase Intention among Tomoro Coffee consumers, with
Consumer Engagement acting as a mediating variable. Data was collected from
237 respondents through questionnaires. The analysis was conducted using the
Structural Equation Modeling - Partial Least Squares (SEM-PLS) method with the
aid of SmartPLS v.4.0.9.9 software.

The results indicate that: (1) User Generated Content has a direct positive
and significant influence on Purchase Intention; (2) User Generated Content also
has a direct positive and significant influence on Consumer Engagement; (3) Price
Discount has a direct positive and significant influence on Purchase Intention; (4)
Consumer Engagement has a direct positive and significant influence on Purchase
Intention; and (5) User Generated Content has a positive and significant influence
on Purchase Intention, mediated by Consumer Engagement.

Overall, this research confirms that both User Generated Content and Price
Discount play a crucial role in increasing consumers' Purchase Intention.
Furthermore, Consumer Engagement is proven to effectively mediate this
relationship. These findings suggest that marketing strategies involving user-
generated content and price discounts, alongside a focus on enhancing consumer
engagement, can effectively drive purchase intent among Tomoro Coffee
consumers.

Keywords: User Generated Content, Price Discount, Purchase Intention,
Consumer Engagement, Tomoro Coffee.
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