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Rizky Trimeidi Fikriarie 

 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui apakah Social Media Marketing di 

Instagram memiliki pengaruh yang signifikan terhadap Minat Beli sepatu lokal Brodo 

pada kalangan mahasiswa aktif program studi ilmu komunikasi kelas karyawan di 

Universitas Bakrie. Pendekatan yang dilakukan dalam penelitian yang digunakan 

adalah kuantitatif dengan metode survey dan sifat tujuannya eksplanatif. Sumber data 

yang digunakan dalam penelitian ini terdiri dari dua macam yaitu data primer dan 

data sekunder. Data primer diperoleh melalui kuesioner online Google Form yang 

dibagikan kepada sampel penelitian yaitu mahasiswa aktif program studi ilmu 

komunikasi kelas karyawan di Universitas Bakrie dengan total jumlah sampel 

sebanyak 68 orang. Data sekunder yang diperoleh penulis adalah buku-buku, jurnal, 

dan literatur yang memberikan informasi tentang Social Media Marketing dan Minat 

Beli. Kuesioner dibuat menggunakan skala Likert yang bernilai 1-5 dimana; Sangat 

Setuju, nilai = 5; Setuju, nilai = 4; Netral, nilai = 3; Tidak Setuju, nilai = 2; dan 

Sangat Tidak Setuju, nilai = 1. Hasil penelitian ini mengungkapkan bahwa mayoritas 

mahasiswa aktif program studi ilmu komunikasi kelas karyawan Universitas Bakrie 

memberikan respon positif terhadap kedua variabel Social Media Marketing dan 

Minat Beli. Dan hasil uji hipotesis menyatakan bahwa terdapat pengaruh antara 

Social Media Marketing Instagram terhadap Minat Beli Sepatu Lokal Brodo yang 

dilakukan terhadap mahasiswa aktif program studi ilmu komunikasi kelas karyawan 

Universitas Bakrie.  

 

Kata kunci: Social Media Marketing, Minat Beli, Instagram.  
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THE INFLUENCE OF SOCIAL MEDIA MARKETING ON INSTAGRAM TO 

THE PURCHASE INTENTION OF BRODO LOCAL SHOES 

 (SURVEY TO THE ACTIVE STUDENTS OF EMPLOYEE CLASS 

COMMUNICATION SCIENCE PROGRAM IN BAKRIE UNIVERSITY). 

 

 

Rizky Trimeidi Fikriarie 

 

 

ABSTRACT 

 

This study aims to determine whether Social Media Marketing on Instagram has a 

significant influence on purchase interest of Brodo local shoes among to the active 

students of communication science study programs for employee classes at Bakrie 

University. The approach taken in the research used is quantitative with survey as 

methods and the nature of explanatory objectives. Data sources used in this study 

consisted of two types, namely primary data and secondary data. Primary data 

obtained through the Google Form online questionnaire distributed to the research 

sample were active students of the communication science study program for a class 

of employee at Bakrie University with a total sample of 68 people. Secondary data 

obtained by the author are books, journals, and literatures that provide information 

about Social Media Marketing and Purchase Intention. The questionnaire was made 

using a Likert scale with a value of 1-5 where; Strongly Agree, value = 5; Agree, 

value = 4; Neutral, value = 3; Not agree, value = 2; and Strongly Disagree, value = 

1. The results of this study revealed that the majority of students active in the 

communication science program of employee class in the Bakrie University 

responded positively to both the Social Media Marketing and Purchase Intention 

variables. And the results of the hypothesis test states that there is an influence 

between Instagram Social Media Marketing on Brodo Local Shoes Purchase 

Intention that are conducted on active students of communication science program of 

employee class in Bakrie University. 
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