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Analisis Promosi Melalui Media Sosial Instagram terhadap

Keputusan Pembelian Pada Takigawa Pacific Place

Galih Adi Pratama’

ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh strategi promosi melalui
media sosial Instagram terhadap keputusan pembelian pada Takigawa Pacific
Place. Variabel Strategi Promosi melalui media sosial memiliki empat indikator
yaitu context, communication, collaboration, connection. Variabel keputusan
pembelian memiliki lima indikator yaitu pengenalan masalah, pencarian
informasi, evaluasi alternatif, keputusan pembelian, pasca pembelian. Kuesioner
yang digunakan dalam penelitian ini disebarkan kepada 100 responden yang
merupakan followers akun Instagram (@takigawa pp). Hasil penelitian ini
menunjukan bahwa variabel dependen (strategi promosi melalui media sosial
Instagram) secara statistik signifikan mempengaruhi variabel independen
(keputusan pembelian) dengan tingkat signifikan 0.000. Dapat disimpulkan bahwa
Takigawa Pacific Place berusaha untuk memberikan informasi terbaik kepada
konsumen dengan melakukan promosi melalui media sosial Instagram yang
mendapatkan respon positif sehingga terjadi suatu keputusan pembelian. Terbukti
dari hasil signifikansi variabel x dan y sebesar 46,2% dan sisanya 53,8%
dipengaruhi oleh faktor lain. Maka saran untuk Takigawa Pacific Place agar tetap
konsisten melakukan promosi melalui media sosial Instagram dan mampu
mengikuti perkembangan media sosial saat ini. Mengenai promosi melalui media
sosial Instagram disarankan untuk menerapkan konten yang lebih menarik dalam
tampilan Instagram, membuat feeds secara terstruktur, mengembangkan ide
inovatif, serta mencoba melakukan endorse agar konsumen tertarik memfollow
akun Instagram dan dapat berkunjung dengan melakukan pembelian. Selanjutnya,
hal tersebut dapat meningkatkan keputusan pembelian serta membuat nama
Takigawa Pacific Place lebih luas di masyarakat.

Kata kunci: Strategi Promosi, Media Sosial Instagram, Keputusan
Pembelian

"Mahasiswa Program Studi Manajemen Universitas Bakrie
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ANALYSIS PROMOTIONAL THROUGH SOCIAL MEDIA
INSTAGRAM ON PURCHASE DECISION AT TAKIGAWA
PACIFIC PLACE

Galih Adi Pratama’

ABSTRACT

This study aimed to determine the influence of promotional strategies through
social media Instagram to consumer purchasing decision on Takigawa Pacific
Place. Promotional strategy through social media Instagram’s variable has four
indicators: context, communication, collaboration, and connection; while
purchase decision’s variable has five indicators: problem recognition,
information search, evaluation alternative, the purchase decision, and post-
purchase behavior. The questionnaire used in this research was distributed to 100
respondents, consisting of customers that are also followers of Takigawa Pacific
Place’s Instagram account (@takigawa_pp). The result of this research showed
that dependent variable (promotional strategy through social media Instagram)
was statistically significant in affecting the independent variable (a purchase
decision) with a significant degree of 0.000; hence it can be concluded that
Takigawa Pacific Place’s action of trying to provide the best information to
customers through social media Instagram had received a positive response that
resulted in a purchase decision. This was proven by the significance of variable X
and Y (by 46,2%), while the remaining 53.8% was influenced by other factors not
discussed in this study. Therefore it is highly suggested for Takigawa Pacific
Place to consistently keep using social media Instagram to blast promotion, while
at the same time to always follow the growth and development of social media.
Regarding the promotional strategy through social media Instagram, it is
suggested for the restaurant to post more interesting contents, have a more
structured and engaging Instagram feed, keep developing innovative ideas for
promotion, and involve Instagram celebrity endorsers with positive associations
to gain more followers on its Instagram account which would also result in a
significant effect on customer’s purchase decision. Furthermore, it would affect
and bring Takigawa Pacific Place more presence or saliency in the market.

Keywords: Promotional Strategy, Social Media Instagram, Purchase decision
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