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PENGARUH AKTIVITAS SOCIAL MEDIA MARKETING PADA AKUN 

INSTAGRAM @BUKUAKIK TERHADAP MINAT BELI KONSUMEN SEBAGAI 

PELUANG DI ERA PANDEMI COVID-19 

Agiel Yoridia 

ABSTRAK 

 

 

Dengan adanya penyebaran virus corona di Indonesia pada awal tahun 2020, yang menjadikan 

pemerintah harus menerapkan gerakan social distancing, yang dimana seluruh masyarakat 

diwajibkan untuk melakukan segala aktivitas hanya dari rumah. Sehingga dengan adanya 

gerakan tersebut, saat ini masyarakat berupaya mengisi waktu luangnya dengan melakukan 

hobi membaca buku dan juga aktif di media sosial untuk mengurangi kebosanan selama 

dirumah saja. Oleh karena itu, selama masa pandemi ini menjadikan penjualan di media sosial 

meningkat, sehingga para pemasar harus meningkatkan strategi dalam pemasaran di media 

sosial agar dapat meningkatkan minat beli konsumen terhadap produk tersebut. Penelitian ini 

bertujuan untuk mengetahui pengaruh dari dimensi social media marketing yang terdiri dari 

context, communication, collaboration, dan connection yang telah diterapkan oleh Buku Akik 

terhadap minat beli konsumen di era pandemi COVID-19 ini. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survey yang disebar pada 107 responden yang 

merupakan konsumen dan followers dari Buku Akik. Hasil dari penyebaran kuesioner ini, 

peneliti memperoleh  hasil bahwa (1) context berpengaruh signifikan terhadap minat beli 

konsumen di era pandemi COVID-19, (2) communication berpengaruh signifikan terhadap 

minat beli konsumen di era pandemi COVID-19, (3) collaboration berpengaruh signifikan 

terhadap minat beli konsumen di era pandemi COVID-19, dan (4) connection tidak 

berpengaruh tidak signifikan terhadap minat beli konsumen di era pandemi COVID-19. 

 

 

 

Kata Kunci : Social media marketing, Media sosial Instagram, Minat beli konsumen. 
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THE INFLUENCE OF ACTIVITIES SOCIAL MEDIA MARKETING ON 

INSTAGRAM @BUKUAKIK ACCOUNTS ON CONSUMER BUYING INTEREST 

AS OPPORTUNITIES IN THE ERA OF PANDEMIC COVID-19  

Agiel Yoridia 

ABSTRACT 

 

With the spread of the corona virus in Indonesia in early 2020, which makes the government 

have to implement amovement social distancing, in which all people are required to carry out 

all activities only from home. So that with this movement, currently people are trying to fill 

their spare time by doing a hobby of reading books and also being active on social media to 

reduce boredom while at home. Therefore, during this pandemic, sales on social media have 

increased, so marketers must improve their marketing strategies on social media in order to 

increase consumer buying interest in these products. This study aims to determine the influence 

of the dimensions of social media marketing which consists of context, communication, 

collaboration, and connection that have been applied by the Akik Book to consumer buying 

interest in the era of the COVID-19 pandemic. This study uses a quantitative approach with a 

survey method that is distributed to 107 respondents who are consumers and followers of the 

Buku Akik. The results of this questionnaire distribution show that (1) context has a significant 

effect on consumer purchase interest in the COVID-19 pandemic era, (2) communication has 

a significant effect on consumer purchase interest in the COVID-19 pandemic era, (3) 

collaboration has a significant effect on consumer buying interest in the era of the COVID-19 

pandemic, and (4) connection does not have an insignificant effect on consumer buying interest 

in the era of the COVID-19 pandemic. 

 

 

Keywords: Social media marketing, Instagram social media, consumer buying interest. 
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