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ABSTRAK 

Abstract: This research aims to analyze the influence of promotions via Instagram and Shopee 

on brand awareness of Mulia ceramic products at the Aneka Keramik Bekasi store, with price 

sensitivity as an intervening variable. A quantitative approach was used with a survey of 100 

respondents, and the data was analyzed using SmartPLS. The research results show that 

Instagram promotions have a significant effect on price sensitivity and brand awareness, while 

Shopee promotions only have a significant effect on price sensitivity. Price sensitivity 

influenced by Instagram promotions also increases brand awareness. Shopee promotions do 

not have a significant effect on brand awareness. This research suggests that Aneka Keramik 

stores should focus more on promotions via Instagram to increase brand awareness.  

Keywords: promotion, Instagram, Shopee, price sensitivity, brand awareness. 

 

Abstrak: Penelitian ini bertujuan untuk menganalisis pengaruh promosi melalui Instagram 

dan Shopee terhadap kesadaran merek produk keramik Mulia di toko Aneka Keramik Bekasi, 

dengan sensitivitas harga sebagai variabel intervening. Pendekatan kuantitatif digunakan 

dengan survei terhadap 100 responden, dan data dianalisis menggunakan SmartPLS. Hasil 

penelitian menunjukkan bahwa promosi Instagram berpengaruh signifikan terhadap 

sensitivitas harga dan kesadaran merek, sementara promosi Shopee hanya berpengaruh 

signifikan terhadap sensitivitas harga. Sensitivitas harga yang dipengaruhi promosi 

Instagram juga meningkatkan kesadaran merek. Promosi Shopee tidak berpengaruh 

signifikan terhadap kesadaran merek. Penelitian ini menyarankan agar toko Aneka Keramik 

lebih fokus pada promosi melalui Instagram untuk meningkatkan kesadaran merek. 

Kata Kunci: promosi, Instagram, Shopee, sensitivitas harga, kesadaran merek. 
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