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PENGARUH SOCIAL MEDIA MARKETING FLASH SALE SPESIAL 9 DI 

INSTAGRAM @TOKOPEDIA TERHADAP MINAT BELI MAHASISWA 

BAKRIE KELAS KARYAWAN BATCH 8 

 

PUTRI DWI IRMAYANTI  

 

 

ABSTRAK 

 

Tokopedia merupakan salah satu perusahaan pusat perbelanjaan daring di Indonesia 

yang digunakan adalah event marketing. Social media marketing berperan sebagai 

suatu hal yang berpengaruh terhadap persepsi konsumen terhadap suatu produk, 

barang, jasa maupun brand. Penelitian ini berfokus pada social media marketing di 

Instagram @tokopedia terhadap minat beli mahasiswa Bakrie kelas karyawan batch 

8. Penelitian ini menggunakan pendekatan kuantitatif eksplanatif dengan 

mengumpulkan data melalui metode survei. Populasi penelitian adalah followers 

dari akun Instagram @tokopedia. Penelitian ini menggunakan teknik pengambilan 

sampel non-probability sampling dengan menggunakan metode purposive 

sampling. Sampel berjumlah 70 responden berhasil dikumpulkan dengan 

menggunakan teknik pengumpulan data, yaitu kuesioner yang disebarkan secara 

online. Data yang diperoleh kemudian dianalisis menggunakan teknik analisis 

regresi sederhana. Lalu, hasil penelitian ini menunjukan bahwa (1) koefisien 

kolerasinya (R) sebesar 0,789 dan koefisien determinan (R square) adalah 62,3% 

artinya bahwa 62,3% variabel minat beli dapat dijelaskan oleh variabel social media 

marketing. (2) Berdasarkan uji t, social media marketing berpengaruh positif dan 

signifikan terhadap minat beli, dibuktikan dengan nilai uji t sebesar 1,324, nilai 

signifikasi sebesar 0,000, dan nilai koefisien regresi sebesar 10,559 (3) Berdasarkan 

uji F, menghasilkan nilai F sebesar 112,339 dengan tingkat signifikansi 0,000. 

Maka dapat disimpulkan bahwa variabel social media marketing berpengaruh 

secara signifikan terhadap minat beli. 

 

Kata kunci: Social Media Marketing, Minat Beli, Instagram, Tokopedia, Flash 

Sale Spesial 9 
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THE INFLUENCE OF SPECIAL 9 SOCIAL MEDIA MARKETING FLASH 

SALE IN INSTAGRAM @ TOKOPEDIA ON INTEREST TO BUY 

STUDENTS BAKRIE CLASS EMPLOYEES BATCH 8 

 

PUTRI DWI IRMAYANTI  

 

 

ABSTRACT 

 

Tokopedia is one of the online shopping center companies in Indonesia what is used 

is event marketing. Social media marketing acts as a matter that influences 

consumer perceptions of a product, product, service or brand. This study focuses 

on @tokopedia's social media marketing on Instagram against the buying interest 

of Bakrie students in class batch 8. This research uses an explanatory quantitative 

approach by collecting data through survey methods. The research population is 

followers of the @tokopedia Instagram account. This study uses a non-probability 

sampling technique using the purposive sampling method. The sample numbered 

70 respondents successfully collected using data collection techniques, namely 

questionnaires distributed online. The data obtained were then analyzed using 

simple regression analysis techniques. Then, the results of this study indicate that 

(1) the coefficient of correlation (R) is 0.789 and the determinant coefficient (R 

square) is 62.3%, which means that 62.3% of buying interest variables can be 

explained by social media marketing variables. (2) Based on the t test, social media 

marketing has a positive and significant effect on buying interest, as evidenced by 

the t test value of 1.324, the significance value of 0.000, and the regression 

coefficient of 10.559 (3) Based on the F test, resulting in F value of 112,339 with 

significance level of 0,000. Then it can be concluded that social media marketing 

variables significantly influence buying interest. 

 

Keywords: Social Media Marketing, Buying Interest, Instagram, Tokopedia, Flash 

Sale Special 9 
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