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Abstract. The widespread use of social media platforms has transformed how 

consumers shop, including in the coffee-to-go industry, where outlets are prolif-

erating, leading to increased competition among brands. The aim of this study is 

to find out how Instagram marketing affects brand equity in the coffee-to-go sec-

tor. This research employed a quantitative method with an explanatory survey 

conducted among customers of coffee-to-go brands who had seen a brand's mar-

keting efforts on Instagram, with a sample size of 125 respondents using purpos-

ive sampling. All collected data were processed using SPSS Statistics 26 for Win-

dows through tests for normality assumptions, correlation analysis, simple linear 

regression analysis, and t-tests for hypothesis testing. This study discovered that 

brand equity was greatly enhanced via Instagram marketing. The managerial im-

plications that can be applied involve focusing specifically on Instagram market-

ing activities that consistently meet the criteria of interaction, entertainment, cus-

tomization, and trendiness to enhance brand equity in customers' minds. 
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1 Introduction 

The way people shop has changed as a result of the growing usage of social media 

platforms [1], which has now become more behaviorally and perceptually engaged [2]. 

By 2024, social media users reached 167 million users specifically in Indonesia, with 

68.5% of them looking for brand information on social media [3]. Businesses are in-

creasingly using social media platforms as a tool to execute marketing strategies and 

broaden customer reach to enhance company outcomes as a result of the growth of 

social media sites [4] [5], as well as enhance company performance [6]. For this reason, 

social media marketing techniques are employed as a tool to advertise a business's 

goods and brands [7]. According to We Are Social data [3], Instagram is one of the 

most popular platforms. It is the second most popular social networking app in Indone-

sia, following WhatsApp. Therefore, Instagram becomes an innovative social media 

platform that can greatly assist in implementing social media marketing [8] [9]. The 

use of Instagram marketing as a marketing strategy is now widely used in various in-

dustry sectors, including the coffee industry, which is anticipated to increase further,  
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reaching US$237.6 billion by 2025. It is mentioned that coffee-to-go became the most 

favored type of coffee outlet, ranking first in Indonesia in 2020 with a threefold increase 

in the number of outlets since 2016 [10].  
The proliferation of coffee-to-go outlets has led to increased competition among 

brands [11]. This gives consumers many options and the potential to easily switch from 
one brand to another, so a brand must have the right strategy to continue competing with 
competitors by strengthening its brand [12]. Customers' behavior and perceptions of a 
brand are greatly influenced by their active participation on its social media channels 
[13]. When Instagram marketing is viewed positively by customers, company value is 
formed, ultimately enhancing brand equity [8]. Numerous prior studies have examined 
the correlation between social media marketing and brand equity and discovered that 
social media marketing considerably improved brand equity [5] [8] [12] [13] [14]. How-
ever, other findings showed that there was no meaningful correlation between social 
media marketing efforts and brand equity [15]. Additionally, it was stated that social 
media marketing campaigns will only be very successful if businesses are able to offer 
customers advantages and satisfying experiences [16]. 

Even though numerous studies have identified how Instagram marketing affects 
brand equity, inconsistent results have been found among them. Furthermore, it is men-
tioned that there is currently little research on how social media marketing, specifically 
Instagram, affects brand equity in the Asia-Pacific area [17]. Specifically, research on 
the coffee-to-go industry has also not been extensively explored amid the high competi-
tion in the industry. Therefore, the purpose of this research is to ascertain how Instagram 
marketing affects brand equity in the coffee-to-go industry. It is anticipated that this 
study will advance management science in the marketing domain, particularly with re-
lation to Instagram marketing and brand equity. This study is also expected to provide 
utility for coffee-to-go industry brands specifically and the entire industry in general, so 
that this research can serve as a consideration for implementing Instagram marketing 
efforts to enhance brand equity in consumer perceptions. Additionally, it is hoped that 
this research will serve as valuable information for researchers to conduct further studies 

2 Methods 

Through hypothesis testing and cross-sectional data collection, this study used a quan-

titative approach and a causal research design with an explanatory survey to explain the 

cause-and-effect relationship between variables. The instrument distribution was con-

ducted using a self-administered questionnaire. A semantic differential scale with a 

scoring range of 1-5 was used to measure each indicator. Twelve items were created to 

measure Instagram marketing (IM) activities undertaken by coffee-to-go industry 

brands, comprising interaction, entertainment, customization, and trendiness [18], 

whereas thirteen factors—such as perceived quality, brand loyalty, brand awareness, 

and brand image—were used to gauge the brand equity (BE) of companies in the cof-

fee-to-go industry [8]. The subjects of this study were brands in the coffee-to-go indus-

try that have engaged in marketing via the Instagram social media platform, such as 

Kopi Kenangan, Janji Jiwa, Kopi Kulo, Kopi Tuku, Kopisoe, and others. Customers of 

brands in the coffee-to-go industry who have seen marketing efforts on Instagram were 

the population of this study, with an undefined number chosen using purposive sam-

pling. The following is the hypotheses of this study: 
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H : Instagram Marketing (IM) has a significant positive influence on Brand Equity 

(BE). 

Using SPSS Statistics 26 for Windows, the collected data were analyzed using cor-

relation analysis, simple linear regression analysis, normality assumption testing, and 

hypothesis testing with t-tests. 

3 Results and Discussion 

3.1 Results 

Characteristics and Experiences of Respondents.  

After the questionnaire distribution process, responses were obtained from 129 re-

spondents; however, four of them had never seen content/accounts of coffee-to-go in-

dustry brands on Instagram. Therefore, the data from these respondents could not be 

used as they did not meet the sampling criteria. Thus, the usable dataset consisted of 

responses from 125 respondents.  

The collected data show that women make up the majority of respondents, account-

ing for 65% of the total respondents. Respondents aged 18-25 years dominate, com-

prising 59.2%, while in terms of occupation, 30.4% of respondents are private employ-

ees. The characteristics of the research respondents are presented in the following Ta-

ble. 

Table 1. Characteristics and experiences of the respondents 

Characteristics/ 

Experiences 

Description Frequency Percentage 

Gender Male 44 35,0% 

 Female 81 65,0% 

Age 12 – 27 years old (Gen Z) 74 59,2% 

 28 – 43 years old (Gen Y) 23 18,4% 

 44 – 59 years old (Gen X) 24 19,2% 

 Above 59 years old (Boomers) 4 3,20% 

Occupation Civil Servant 3 2,40% 

 Private Employee 38 30,4% 

 Entrepreneur 26 20,8% 

 Student 32 25,6% 

 State-Owned Enterprise (SOE) Employee 11 8,80% 

 Others 15 12,0% 

Frequency of Very often 9 7,20% 

viewing brand Often 54 43,2% 
content/Instagram Rarely 41 32,8% 
in the coffee-to-go 

industry 

 

 

 

Occasionally 

 

 

 

21 

 

 

 

16,8% 

 

 

 

Once 37 29,6% 

2 – 3 times 49 39,2% 



per month 
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Frequency of 4 – 5 times 17 13,6% 

product purchases More than 5 times 22 17,6% 

Table 1 shows that in terms of respondents' experiences, most respondents (43%) often 

view content/accounts of coffee-to-go industry brands on Instagram. From the ques-

tionnaire, it can be seen that 88% of respondents make purchases more than once a 

month. 

Research Instrument Testing 

Validity and reliability tests were used to evaluate the instrument. Thirty respondents 

participated in a validity test of the instrument with degrees of freedom df = n − 2 (df 

= 30 – 2 = 28) and a significance threshold of 5%. As a result, 0.361 is the r-table value. 

According to the validity test results, each R-value is higher than the r-table value, so 

all instruments are valid. 

Additionally, from the instrument testing, it is known that all instruments are con-

sidered reliable because all Cronbach's alpha values are > 0.600 [19]. Based on these 

two results, it can be said that every research instrument is valid and reliable, so the 

data collected is appropriate, accurate, and of good quality.  

Normality Test 

The significance value that was obtained via the Kolmogorov-Smirnov test is 0.200. 

Consequently, since the significance value is higher than the probability value (0.05), 

it is determined that the residual data is normally distributed. 

Correlations Test 

Table 2 shows that the correlation coefficient between Instagram marketing and brand 

equity is 0.707, indicating that the relationship between the two variables is very strong. 

Table 2. Pearson correlation test results 

  IM BE 

IM Pearson Correlation 1 0,707 

 Sig. (2-tailed)  0.000 

 N 125 125 

BE Pearson Correlation 0,707 1 

 Sig. (2-tailed) 0,000  

 N 125 125 

The findings of the correlation test demonstrate that brand equity and Instagram mar-

keting have a significance value of 0.000. It can be concluded that they are significantly 

correlated because the significance value is less than 0.05. 

Simple Linear Regression Analysis 
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Based on the simple linear regression test shown in Fig. 1, the performed research 

yielded an R-squared score of 0.500. Therefore, it can be said that Instagram marketing 

has an impact on 50% of the brand equity developed among consumers of the coffee-

to-go industry. Meanwhile, other factors not included in this study have an impact on 

the remaining 50%. 

 

 

 
Instagram 

Marketing 

(IM) 

  
Brand Equity 

(BE) 

R-square = 0,500 

Fig. 1. The influence of Instagram marketing on brand equity 

Hypothesis Testing 

Table 3 shows that Instagram marketing has a significance value of 0.000, which is less 

than 0.05. Furthermore, 11.087 is the determined t-value for Instagram marketing, 

while the t-table value with a significance level of 5% for df = 123 (df = number of 

respondents - number of variables = 125 - 2 = 123) is 1.97944 for the positive direction. 

Table 3. Hypothesis testing results t-test 

 Standardized 

Coefficients 

 Unstandardized Coeffi-

cients 

 B Std. Error Beta t Sig. 

(Constant) 16,393 3.267  5,018 0,000 

IM 0,748 0,067 0,707 11,087 0,000 

It can be said that the hypothesis is accepted because the computed t-value is higher 

than the t-table value. Therefore, it is determined that Instagram marketing significantly 

improves the brand equity of companies in the coffee-to-go industry. 

3.2 Discussion 

This research yielded results indicating that Instagram marketing significantly influ-

enced brand equity in coffee-to-go industry brands based on a series of tests and anal-

yses conducted. It illustrates that marketing coffee-to-go industry brands on Instagram 

can create brand equity in the minds of customers. These findings are consistent with 

previous research [5] [8] [12] [13] [14] but are not consistent with the results of some 

other studies, as opposed to the study [15] [16]. 

Based on these results, it can be said that Instagram marketing by coffee-to-go com-

panies has made it easier for consumers to interact with other users and share infor-

mation and ideas [14] on their Instagram accounts regarding related products and 

brands (interaction) [13]. Additionally, the Instagram marketing efforts have success-

fully formed emotional connections [8] that enhance participatory behavior to create 



      165Unraveling the Relationship between Instagram Marketing and Brand …       

strong emotional relationships between the brand and customers (entertainment) [14]. 

The Instagram marketing conducted by coffee-to-go brands is also considered success-

ful since it offers customized services to suit consumer preferences and a platform 

where users can openly voice their opinions and get the information they require (cus-

tomization) [8], as well as presenting information in line with ongoing trends (trendi-

ness) [5] [13]. 

The Instagram marketing conducted by brands in the coffee-to-go industry ulti-

mately succeeds in building 50% brand equity in the customers’ minds. By engaging in 

Instagram marketing, coffee-to-go brands can make customers remember and recognize 

the related brand, thus establishing associations between the brand and customers 

(brand awareness) [20]. Brand associations, encompassing attributes, benefits, and at-

titudes, formed in the minds, can help drive sustainable brand growth (brand image) 

[13]. Customers will also subjectively evaluate the quality and superiority of the prod-

ucts and services of the related brand compared to competitors (perceived quality) [21]. 

Most importantly, using Instagram as a marketing tool can also evoke cognitive, emo-

tional, and behavioral feelings in customers towards a brand, thereby fostering repeat 

purchase commitment and the likelihood of not switching to other brands (brand loy-

alty) [22]. 

4 Conclusion 

Considering the study conducted on 125 customers of coffee-to-go industry brands who 

have seen content/accounts on Instagram from coffee-to-go industry brands, it was 

found that Instagram marketing significantly influences brand equity. Therefore, it can 

be concluded that Instagram marketing conducted by brands in the coffee-to-go indus-

try can shape brand equity in the customers’ minds. 

 Therefore, the managerial implications that can be applied involve specifically fo-

cusing on Instagram marketing activities that consistently meet the criteria of interac-

tion, entertainment, customization, and trendiness to enhance brand equity in the cus-

tomers’ minds. 
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