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PENGARUH ONLINE BEHAVIORAL ADVERTISINGMEDIA SOSIAL
INSTAGRAM SHOPEE TERHADAP MINAT BELI KONSUMEN

MASYARAKAT DI KOTA JAKARTA SELATAN

Clayton David Junior
__________________________________________________________________

ABSTRAK

Kemajuan teknologi di era digital ini telah memungkinkan masyarakat membeli
barang melalui Internet, dan memungkinkan pemasar mengiklankan produk dan
merek, juga melalui Internet. Salah satu marketplace yang dikenal publik dan
memiliki berbagai strategi pemasaran di bermacam-macam media adalah Shopee.
Salah satu strategi tersebut adalah Online Behavioral Advertising (OBA),
digunakan Shopee untuk memperkenalkan produk yang ada di platform mereka
kepada para konsumen melalui media sosial, sehingga minat beli konsumen
terhadap produk dalam iklan terbentuk. Penelitian ini menggunakan teori SOR
sebagai dasar penelitian dan model AIDA sebagai konsep pada variabel niat
membeli. Dengan metode kuantitatif melalui pendekatan deskriptif sebagai desain
penelitian, hasil penelitian menunjukan bahwa Online Behavioral Advertising
pada media sosial Instagram Shopee terbukti berpengaruh signifikan terhadap
minat beli masyarakat dalam rentang umur 19-34 tahun di Kota Jakarta Selatan.

Kata kunci: Online Behavioral Advertising, Instagram, Shopee, teori SOR, minat
beli
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THE EFFECT OF SHOPEE’S ONLINE BEHAVIORAL ADVERTISING ON
SOCIAL MEDIA INSTAGRAM ON CONSUMER PURCHASE INTEREST

Clayton David Junior
__________________________________________________________________

ABSTRACT

Technological advances in this digital age have allowed people to buy goods over
the Internet, and have allowed marketers to advertise their products and brands
also via the Internet. One of the marketplaces well known to the public and has
various marketing strategies in various media is Shopee. One of these strategies is
Online Behavioral Advertising (OBA), which Shopee uses to introduce the
products they offer to consumers through social media so that the consumers’
buying interest toward the products in advertisements is formed. The SOR theory
is utilized as the basis for this study and the AIDA model is used to elaborate
concept on the customer’s purchase intention variable. The design of the research
is a quantitative method through a descriptive approach. Results show that Online
Behavioral Advertising of Shopee’s Instagram is proven to have a significant
effect on the buying interest of the people aged 19-34 in the city of South Jakarta.

Keywords: Online Behavioral Advertising, Instagram, Shopee, SOR theory,
purchasing interest
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