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PENGARUH SOCIAL MEDIA MARKETING JANNAH TRAVEL 

MELALUI INSTAGRAM TERHADAP MINAT UMRAH DI KALANGAN 

FOLLOWERS @jannahtravel 

MUHAMMAD ARIS PAMBUDI 

 

 

ABSTRAK 

 

Penelitian ini meneliti mengenai Pengaruh Social Media Marketing Jannah 

Travel Melalui Instagram Terhadap Minat Umrah Di Kalangan Followers 

@Jannahtravel. Terdapat dua variabel yang diteliti yaitu Variabel X (Social Media 

Marketing) dan Variabel Y (Minat Umrah). Tujuan dalam penelitian ini adalah (1) 

untuk mengetahui bagaimana Social Media Marketing Jannah Travel melalui 

Instagram (2) untuk mengetahui bagaimana Minat Umrah followers akun Instagram 

@jannahtravel (3) untuk mengetahui bagaimana pengaruh Social Media Marketing  

Jannah Travel  melalui Instagram terhadap Minat Umrah di kalangan followers 

@jannahtravel (4) untuk mengetahui seberapa besar pengaruh Social Media 

Marketing  Jannah Travel  melalui Instagram terhadap Minat Umrah di kalangan 

followers @jannahtravel. Metode yang digunakan dalam penelitian ini adalah 

kuantitatif dan subyek penelitian adalah jamaah umrah Jannah Travel 

keberangkatan pada bulan Maret 2019 sampai dengan Mei 2019 yang juga 

merupakan followers akun Instagram @Jannah Travel. Data diperoleh dari 

kuesioner dan analisis data menggunakan regresi linier sederhana. Hasil penelitian 

menunjukkan keseluruhan dimensi variabel X (Social Media Marketing) sudah 

optimal, keseluruhan dimensi variabel Y (Minat Umrah) sudah optima, variabel X 

(Social Media Marketing) memiliki pengaruh terhadap variabel Y (Minat Umrah), 

variabel X (Social Media Marketing) memiliki pengaruh yang cukup terhadap 

variabel Y (Minat Umrah), dimensi communication dalam variabel x (Social Media 

Marketing) belum optimal 

Kata Kunci : Instagram, Minat Umrah, Social Media Marketing 
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PENGARUH SOCIAL MEDIA MARKETING JANNAH TRAVEL 

MELALUI INSTAGRAM TERHADAP MINAT UMRAH DI KALANGAN 

FOLLOWERS @jannahtravel 

MUHAMMAD ARIS PAMBUDI 

 

 

ABSTRACT 

 

This research examines the Effect of Social Media Marketing Jannah Travel 

Through Instagram towards the Interests of Umrah among Followers 

@jannahtravel. There are two variables studied, Variables X (Social Media 

Marketing) and Variables Y (Umrah Interest). The objectives of this study were (1) 

To find out how Social Media Marketing Jannah Travel through Instagram (2) To 

find out how umrah interests among followers of Instagram @jannahtravel (3) To 

find out how the Social Media Marketing Jannah Travel through Instagram affected 

umrah interests in @jannahtravel followers (4) To find out how much the effect of 

Social Media Marketing Jannah Travel through Instagram towards the umrah 

interests among @jannahtravel followers. The method used in this study was 

quantitative and the research subjects were the Jannah Travel umrah pilgrims 

departing in March 2019 until May 2019 who were also the Instagram followers of 

@jannahtravel. Data obtained from questionnaires and data analysis using simple 

linear regression. Data obtained from questionnaires and data analysis using 

simple linear regression. The results showed that the overall dimension of variable 

X (Social Media Marketing) are optimal, the overall dimension of variable Y 

(Umrah Interest) are already optimal, variable X (Social Media Marketing) had an 

influence on the variable Y (Umrah Interest), variable X (Social Media Marketing) 

has sufficient influence on the variable Y (Umrah interest), dimension of 

communication in variable x (Social Media Marketing) is not optimal 

Keywords : Instagram, Umrah Interest, Social Media Marketing 
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