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PENGARUH CONENT MARKETING COMMUNICATION AKOMODASI 

WISATA PADA AKUN INSTAGRAM @TRAVELOKA TERHADAP 

PURCHASE INTENTION DIMASA COVID-19 

Muhammad Iqbal Athariq 

 
ABSTRAK 

Pandemic covid-19 yang masuk ke Indonesia telah berdampak kepada berbagai 

sector industry atau usaha di Indonesia. Salah satunya adalah sector pariwisata 

yang termasuk didalamnya penyedia layanan atau jasa reservasi wisata seperti 

tiket pesawat, akomodasi dan lain lain seperti traveloka. Bisnis traveloka 

mengalami penurunan ke titik terendah yang sebelumnya belum pernah terjadi 

sejak berdirinya traveloka. Untuk itu traveloka menerapkan startegi marketing 

communication guna mempromosikan akomodasi yang ditawarkan oleh traveloka 

dengan menampilkan content marketing yang menarik, interkatif dan juga relevan 

dengan kebutuhan audience. Untuk itu penelitian ini bertujuan untuk mengetahui 

pengaruh content marketing communication akomodasi wisata pada akun 

instagram @traveloka terhadap minat beli dimasa pandemic covid-19. Penelitian 

ini menggunakan pendekatan kuantitatif dengan tipe verifikatif. Pengumpulan 

data dilakukan melalui survei yang dilakukan kepada 100 responden. Hasil uji 

kekuatan pengaruh menunjukan bahwa variable content marketing pada akun 

instagram @traveloka memiliki pengaruh sebesar 67,4% pada setiap dimensinya 

terhadap variable minat beli, sehingga dapat disimpulkan bahwa content 

marketing akomodasi wisata pada akun instagram @traveloka memiliki kontribusi 

yang  tinggi terhadap minat beli dimasa pandemic covid-19. Hasil hipotesesi 

menunjukan bahwa H0 ditolak dan H1 diterima, yang berarti bahwa content 

marketing akomodasi wisata pada akun instagram @traveloka berpengaruh 

signifikan secara simultan dan parsial terhadap minat beli dimasa pandemic covid-

19. 

 

Kata Kunci: Digital Marketing, Content Marketing, Minat Beli, Instagram 
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THE EFFECT OF TOURISM ACCOMODATION CONTENT 

MARKETING COMMUNICATION ON INSTAGRAM @TRAVELOKA 

ACCOUNT ON PURCHASE INTENTION DURING COVID-19 

 

Muhammad Iqbal Athariq 

 

ABSTRACT 

 
The COVID-19 pandemic that entered Indonesia had an impact on various 

industrial or business sectors in Indonesia. One of them is the tourism sector 

which includes service providers or tourist reservation services such as airline 

tickets, accommodation and others such as traveloka. Traveloka's business has 

decreased to an unprecedented low since the establishment of Traveloka. For this 

reason, Traveloka applies a marketing communication strategy to promote the 

accommodation offered by Traveloka by displaying content marketing that is 

interesting, interactive and also relevant to the needs of the audience. For this 

reason, this study aims to determine the effect of tourism accommodation content 

marketing communication on the @traveloka Instagram account on buying 

interest during the covid-19 pandemic. This study uses a quantitative approach 

with verification type. Data was collected through a survey conducted to 100 

respondents. The results of the influence strength test show that the content 

marketing variable on the @traveloka Instagram account has an influence of 

67.4% in each dimension on the buying interest variable, so it can be concluded 

that the tourism accommodation content marketing on the @traveloka Instagram 

account has a high contribution to buying interest in the future. the covid-19 

pandemic. The results of the hypothesis show that H0 is rejected and H1 is 

accepted, which means that the content marketing of tourist accommodation on 

the @traveloka Instagram account has a significant simultaneous and partial 

effect on buying interest during the covid-19 pandemic. 

 

Key words: Digital Marketing, Content Marketing, Purchase Intention, Instagram 
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