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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Momentum Marketing dan Strategi Bundling 

terhadap Keputusan Pembelian konsumen Eth.Coffee dalam konteks acara nonton bareng Timnas 

Indonesia pada kualifikasi Piala Dunia 2026. Latar belakang penelitian ini didasarkan pada 

fenomena meningkatnya konsumsi kopi dan tren acara nobar sebagai ajang sosial yang potensial 

dimanfaatkan oleh pelaku usaha kopi lokal dalam meningkatkan penjualan. Strategi pemasaran 

berbasis momentum dan bundling dinilai memiliki kekuatan dalam membentuk persepsi emosional 

dan nilai ekonomis di mata konsumen. Penelitian ini menggunakan pendeketan kuantitatif dengan 

metode survei dan studi kasus. Data dikumpulkan melalui kuesioner yang disebarkan secara random 

sampling, yang merupakan pelanggan Eth.Coffee yang pernah berpartisipasi dalam acara nobar. 

Teknik analisis data yang digunakan meliputi uji validitas, reliabilitas, korelasi, regresi linier 

sederhana, dan regresi linier berganda dengna bantuan perangkat lunak SPSS. Hasil penelitian 

menunjukkan bahwa secara parsial, Momentum Marketing dan Strategi Bundling masing-masing 

berpengaruh signifikan terhadap Keputusan Pembelian dengan kontribusi sebesar 27,2% dan 26%. 

Secara simultan, kedua variabel independen tersebut memberikan pengaruh sebesar 36,6% terhadap 

keputusan pembelian konsumen Eth.Coffee. Temuan ini memperkuat relevansi teori Stimulus-

Organism-Response (S-O-R), Hierarchy of Effects (HoE) yang menjelaskan tahapan kesadaran 

hingga pembelian, serta Theory of Planned Behavior (TPB) yang menekankan peran sikap, norma 

subjektif, dan kontrol perilaku dalam memngaruhi keputusan konsumen. Dengan demikian, dapat 

disimpulkan bahwa strategi berbasis momentum dan bundling merupakan pendekatan yang efektif 

dalam meningkatkan keputusan pembelian, khususnya dalam konteks event sosial seperti nonton 

bareng yang dilakukan Eth.Coffee. Penelitian ini diharapkan dapat memberikan kontribusi teoritis 

maupun praktis bagi pengembangan strategi pemasaran dalam industri kopi dan UMKM. 

 

Kata Kunci: Momentum Marketing, Strategi Bundling, Keputusan Pembelian. 
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ABSTRACT 

This study aims to analyze the effect of Momentum Marketing and Bundling Strategy on the 

purchasing decisions of Eth.Coffee consumers in the context of watching Indonesia's national team 

play in the 2026 World Cup qualifiers. The background of this study is based on the phenomenon of 

increasing coffee consumption and the trend of watching together events as a potential social arena 

that can be utilized by local coffee businesses to increase sales. Momentum-based and bundling 

marketing strategies are considered powerful in shaping emotional perceptions and economic value 

in the eyes of consumers. This study uses a quantitative approach with survey and case study 

methods. Data was collected through questionnaires distributed by random sampling to Eth.Coffee 

customers who had participated in viewing parties. Data analysis techniques used included validity 

and reliability tests, correlation, simple linear regression, and multiple linear regression with the 

help of SPSS software. The results show that, partially, Momentum Marketing and Bundling Strategy 

each have a significant effect on Purchase Decisions, contributing 27.2% and 26%, respectively. 

Simultaneously, these two independent variables have a 36.6% effect on the purchase decisions of 

Eth.Coffee consumers. These findings reinforce the relevance of the Stimulus-Organism-Response 

(S-O-R) theory, the Hierarchy of Effects (HoE) which explains the stages of awareness to purchase, 

and the Theory of Planned Behavior (TPB) which emphasizes the role of attitudes, subjective norms, 

and behavioral control in influencing consumer decisions. Thus, it can be concluded that 

momentum-based and bundling strategies are effective approaches in increasing purchasing 

decisions, especially in the context of social events such as movie screenings held by Eth.Coffee. 

This study is expected to contribute theoretically and practically to the development of marketing 

strategies in the coffee industry and SMEs. 

 

Keywords: Momentum Marketing, Bundling Strategy, Purchase Decision. 
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