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ABSTRACT 

 

  PENGARUH SOSIAL MEDIA INSTAGRAM @thesoundsproject 

TERHADAP MINAT BELI TIKET PADA ACARA THE SOUNDS 

PROJECT 2023 (STUDI PADA FOLLOWERS INSTAGRAM 

@thesoundsproject) 

   

Social media has become a platform for businesses to market their products or 

services online. The Sounds Project event organizers have used quite a few social 

media platforms, such as YouTube, Twitter, Facebook and Instagram. The purpose 

of this research is to determined the influence of Instagram social media 

@thesoundsproject on their interest in buying tickets. This research method uses 

quantitative research. The analysis used simple descriptive quantitative data.  

Variable 'X' in this research is Social Media; specifically Instagram, there are; 

hashtags, likes and captions and, variable Y in this study uses the concept of 

Purchase Interest. The data will be processed using the SPSS application. So the 

research results show that there is a relationship between Instagram Social Media 

and Interest in Buying Tickets with a Pearson Correlation valued of 0.688 which is 

included in the strong category. The Coefficient of Determination value is 47%, 

which means that the variable "Social Media Instagram @thesoundsproject" (X) 

has a contribution of 47% on "Purchase Interest" (Y), the rest is influenced 

by other factors.  

Keywords: Instagram, Content, Purchase Interest. 
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ABSTRAK 

 

  PENGARUH SOSIAL MEDIA INSTAGRAM @thesoundsproject 

TERHADAP MINAT BELI TIKET PADA ACARA THE SOUNDS 

PROJECT 2023 (STUDI PADA FOLLOWERS INSTAGRAM 

@thesoundsproject) 

 

Media sosial telah menjadi wadah untuk para pebisnis memasarkan produk atau 

jasa mereka secara daring. Pihak pengelola acara The Sounds Project sudah 

menggunakan beberapa platform media sosial, seperti YouTube, Twitter, Facebook 

dan Instagram. Tujuan penelitian ini adalah untuk mengetahui pengaruh Sosial 

Media Instagram @thesoundsproject Terhadap Minat Beli Tiket. Metode penelitian 

ini menggunakan penelitian kuantitatif. Analisis yang digunakan data deskriptif 

kuantitatif regresi sederhana. Variabel X pada penelitian ini yaitu Sosial Media 

Instagram terdapat; hastag, likes dan caption dan, variabel Y pada penelitian ini 

menggunakan konsep Minat Beli. Data akan diolah menggunakan aplikasi SPSS. 

Sehingga hasil penelitian menunjukan adanya hubungan antara Sosial Media 

Instagram terhadap Minat Beli Tiket dengan nilai Pearson Correlation sebesar 0,688 

yang termasuk dalam kategori kuat. Adapun nilai Koefisien Determinasi sebesar 

47% yang artinya variabel “Sosial Media Instagram @thesoundsproject” (X) 

memiliki kontribusi sebesar 47% terhadap “Minat Beli” (Y), sisanya dipengaruhi 

oleh faktor lain. 

 

Kata kunci: Instagram, Konten, Minat Beli. 

 

 

 



Universitas Bakrie 

vi 
 

KATA PENGANTAR 

 

 Puji syukur kepada Tuhan Yang Maha Esa yang telah melimpahkan kasih 

dan anugrah-Nya kepada kita sehingga penulis dapat menyelesaikan skripsi yang 

berjudul “Pengaruh Sosial Media Instagram @thesoundsproject Terhadap 

Minat Beli Tiket Pada Acara The Sounds Project 2023 (Studi Pada Followers 

Instagram @thesoundsproject)” dengan tepat waktu. 

 Tujuan dari penyusunan skripsi ini guna memenuhi salah satu syarat untuk 

dapat memperoleh gelar sarjana pada program studi Marketing Communication di 

Universitas Bakrie. Dalam proses pengerjaan skripsi ini, penulis telah melibatkan 

banyak pihak yang sangat membantu dalam banyak hal. Oleh sebab itu, penulis 

ingin menyampaikan rasa terima kasih yang sedalam-dalamnya kepada: 

1. Ibu Prof. Ir. Sofia W. Alisjahbana, M.Sc., Ph.D., IPU., ASEAN Eng., selaku 

Rektor Universitas Bina Nusantara 

2. Bapak Dr. Dudi Rudianto, SE, M.Si., selaku Dekan Fakultas Ekonomi dan 

Ilmu Komunikasi Universitas Bakrie 

3. Ibu Dra. Suharyanti, M.S.M., selaku Ketua Program Studi Ilmu Komunikasi 

Universitas Bakrie 

4. Ibu Hanny Nurahmawati, M.I.Kom., selaku dosen pembimbing I yang tidak 

pernah lelah dan selalu sabar dalam membimbing dan membantu dalam 

proses penyelesaian skripsi ini. 

5. Ibu Ir. Wahyuni Pudjiastuti, M.I.Kom., selaku dosen pembimbing II yang 

tidak pernah lelah dan selalu sabar dalam membimbing dan membantu 

dalam proses penyelesaian skripsi ini. 

6. Bapak Dr. Mochammad Kresna Noer, S.sos., M.Si selaku dosen penguji I 

yang telah membantu memberikan koreksi dan masukan dalam proses 

penyelesaian skripsi ini. 



Universitas Bakrie 

vii 
 

7. Ibu Eli Jamilah Mihardja, Ph. D selaku dosen penguji II yang telah 

membantu memberikan koreksi dan masukan dalam proses penyelesaian 

skripsi ini. 

8. Seluruh dosen Universitas Bakrie yang pernah mengajar peneliti sejak 

semester pertama. 

9. Kepada keluarga penulis yang selalu men-doakan saya untuk kelancaran 

kuliah dan skripsi saya. 

10. Kepada teman Naomi Marissa dan Muhammad Al Ikhlas, yang selalu 

memberikan semangat dan dukungan dalam penulisan skripsi ini. 

11. Seluruh Mahasiswa/I Marketing Communication 2021 Universitas Bakrie 

yang telah menjadi teman penulis dari semester 1 - 8. 

 

Peneliti menyadari dalam penelitian ini masih jauh dari kata sempurna, maka saran 

dan kritik sangat peneliti harapkan guna menyempurnakan serta mengembangkan 

wawasan di masa yang akan datang. Semoga penelitian ini dapat memberikan 

banyak manfaat dan berguna bagi semua pihak. 

 

Jakarta, 18 Januari 2024  

 

 

 

  

 Meytha Dwi Cahyasari 

 

 

 



 
 

 

DAFTAR ISI 

 

ABSTRAK .............................................................................................................. v 

KATA PENGANTAR ........................................................................................... vi 

DAFTAR GAMBAR ............................................................................................. xi 

DAFTAR TABEL ................................................................................................. xii 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1 Latar Belakang .............................................................................................. 1 

1.2 Rumusan Masalah ......................................................................................... 7 

1.3 Tujuan Penelitian ........................................................................................... 7 

1.4 Manfaat Penelitian ......................................................................................... 7 

BAB II TINJAUAN PUSTAKA ............................................................................. 9 

2.1 Teori yang Relevan ....................................................................................... 9 

2.1.1 Komunikasi ............................................................................................. 9 

2.1.2 New Media ............................................................................................ 10 

2.1.3 Media Sosial ......................................................................................... 14 

2.1.4 Instagram .............................................................................................. 21 

2.1.5 Social Media Measurement .................................................................. 22 

2.1.6 Minat Beli ............................................................................................. 24 

2.1.7 Instagram Marketing ............................................................................. 27 

2.2 Penelitian Sebelumnya dan Pernyataan Hipotesis ....................................... 30 

2.2.1 Pernyataan Hipotesis............................................................................. 37 

2.3 Model Kerangka Hipotesis .......................................................................... 37 

BAB III METODE PENELITIAN........................................................................ 40 



Universitas Bakrie 

ix 
 

3.1 Desain dan Pendekatan Penelitian .......................................................... 40 

3.2 Populasi dan Sampel .............................................................................. 41 

3.2.1 Populasi ........................................................................................... 41 

3.2.2 Sampel ............................................................................................. 42 

3.3 Teknik Pengumpulan Data, Jenis dan Sumber Data ................................... 44 

3.3.1 Data Primer ........................................................................................... 44 

3.3.2 Jenis dan Sumber Data .......................................................................... 44 

3.4 Metode Pengumpulan Data ......................................................................... 45 

3.4.1 Kuisioner ............................................................................................... 45 

3.4.2 Tabulasi Data Angket ........................................................................... 46 

3.5   Teknik Analisa Data .................................................................................. 47 

3.5.1 Analisis Kuantitatif ............................................................................... 47 

3.5.2 Uji Validitas .......................................................................................... 47 

3.5.3 Uji Reliabilitas ...................................................................................... 48 

3.5.4 Uji Kelayakan Model (Uji F) ................................................................ 50 

3.5.5 Uji Normalitas....................................................................................... 50 

3.5.6 Uji Linearitas ........................................................................................ 51 

3.5.7 Uji Heteroskedastisitas ......................................................................... 51 

3.6 Uji Regresi ................................................................................................... 52 

3.6.1 Uji Anova .............................................................................................. 52 

3.6.2 Uji Analisis Persamaan Regresi Linear Sederhana ............................... 53 

3.6.3 Uji Korelasi Pearson ............................................................................. 54 

3.6.3 Uji Koefisien Determinasi .................................................................... 56 

3.7 Uji Hipotesis ................................................................................................ 57 

3.8 Tabel Operasional Konsep .......................................................................... 58 



Universitas Bakrie 

x 
 

BAB 4 ANALISIS DATA .................................................................................... 61 

4.1  Gambaran Konteks Penelitian .................................................................... 61 

4.1.1  Profil The Sounds Project .................................................................... 61 

4.2  Karakteristik Responden ............................................................................ 62 

4.3 Analisis Deskriptif Variabel Social Media Measurement (X) .................... 65 

4.4  Analisis Deskriptif Variabel Minat Beli (Y) .............................................. 71 

4.5  Pengaruh Variabel (X) Pada Variavel (Y).................................................. 78 

4.6 Uji Regresi ................................................................................................... 87 

4.7  Pembahasan ................................................................................................ 90 

BAB V ................................................................................................................... 98 

KESIMPULAN DAN SARAN ............................................................................. 98 

5.1 Kesimpulan .................................................................................................. 98 

5.1.1 Kesimpulan Statistik ............................................................................. 98 

5.1.2 Kesimpulan Penelitian .......................................................................... 99 

5.2 Saran .......................................................................................................... 100 

5.2.1 Saran Akademis .................................................................................. 100 

5.2.2 Saran Praktis ....................................................................................... 100 

5.2.3 Saran Umum ....................................................................................... 100 

DAFTAR PUSTAKA ......................................................................................... 101 

LAMPIRAN ........................................................................................................ 103 

 

 

  



Universitas Bakrie 

xi 
 

DAFTAR GAMBAR 

 

Gambar 1. 1 Jumlah Pengguna Media Sosial di Dunia pada Tahun 2022 .............. 1 

Gambar 1. 2 Jumlah Pengguna di Instagram pada Januari Tahun 2022 ................. 2 

Gambar 1. 3 The Sounds Project 2023.................................................................... 4 

Gambar 1. 4 Rangkaian Acara The Sounds Project ................................................ 5 

Gambar 1. 5 Tiket dan Give Away The Sounds Project ......................................... 6 

Gambar 2. 1 Rata-Rata Penggunaan Media .......................................................... 12 

Gambar 2. 2 CEO Instagram ................................................................................. 22 

Gambar 2. 3 Kerangka Pemikiran ......................................................................... 22 

Gambar 2. 3 Kerangka Pemikiran ......................................................................... 37 

Gambar 2. 4 Konten Instagram @thesoundsprojeict ............................................ 38 

Gambar 3. 1 Followers Instagram @thesoundsprojeict ........................................ 42 

Gambar 4. 1 Logo The Sounds Project ................................................................. 61 

Gambar 4. 2 Hasil Uji Reliabilitas Variabel X ..................................................... 81 

Gambar 4. 3 Hasil Uji Reliabilitas Variabel Y ..................................................... 82 

Gambar 4. 4 Hasil Uji F ........................................................................................ 83 

Gambar 4. 5 Hasil Uji Normalitas Kolmogorov-Smirnov .................................... 84 

Gambar 4. 6 Hasil Uji Linearitas .......................................................................... 85 

Gambar 4. 7 Hasil Uji Heterokedastisitas ............................................................. 86 

Gambar 4. 8 Hasil Uji Anova ................................................................................ 87 

Gambar 4. 9 R dan R Square ................................................................................. 88 

Gambar 4. 10 Koefisien Regresi ........................................................................... 88 

 

file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156394974
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156394975
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156394976
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156394977
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156394978
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156395597
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156395598
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156395599
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156395600
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156395601
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156395605
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396536
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396537
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396538
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396539
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396540
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396541
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396542
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396543
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396544
file:///C:/Users/adian/Desktop/BAB%201-5%20SKRIPSI%20MEYTHA%20DC%201211913020%20(Repaired).docx%23_Toc156396576


Universitas Bakrie 

xii 
 

DAFTAR TABEL 

 

Tabel 2. 1 Jurnal Nasional ..................................................................................... 30 

Tabel 2. 2 Jurnal Nasional ..................................................................................... 32 

Tabel 2. 3 Jurnal Internasional .............................................................................. 33 

Tabel 2. 4 Jurnal Internasional .............................................................................. 34 

Tabel 2. 5 Jurnal Internasional .............................................................................. 35 

Tabel 3. 1 Tabeil Skor Tabuilasi ........................................................................... 46 

Tabel 3. 2 Tabeil Uiji Reiliabilitas ......................... Error! Bookmark not defined. 

Tabel 3. 3 Tabeil Koreilasi Peiarson ..................... Error! Bookmark not defined. 

Tabel 3. 4 Tabel Operasional Social Media Measurement ................................... 58 

Tabel 3. 5 Tabeil Opeirasional Minat Beirkuinjuing ............................................ 59 

Tabel 4. 1 Responden Berdasarkan Jenis Kelamin ............................................... 65 

Tabel 4. 2 Responden Berdasarkan Usia............................................................... 63 

Tabel 4. 3 Responden Berdasarkan Pekerjaan ...................................................... 63 

Tabel 4. 4 Responden Berdasarkan Pengeluaran .................................................. 64 

Tabel 4. 5 Dimensi Exposure (X1) ....................................................................... 65 

Tabel 4. 6 Dimensi Exposure (X1) ....................................................................... 66 

Tabel 4. 7 Dimensi Exposure (X1) ....................................................................... 66 

Tabel 4. 8 Dimensi Exposure (X1) ....................................................................... 67 

Tabel 4. 9 Dimensi Exposure (X1) ....................................................................... 67 

Tabel 4. 10 Dimensi Enagement (X2)................................................................... 68 

Tabel 4. 11 Dimensi Enagement (X2)................................................................... 68 

Tabel 4. 12 Dimensi Enagement (X2)................................................................... 69 

Tabel 4. 13 Dimensi Influence (X3) ..................................................................... 69 

Tabel 4. 14 Dimensi Influence (X3) ..................................................................... 70 

Tabel 4. 15 Dimensi Advocacy (X4) .................................................................... 70 

Tabel 4. 16 Dimensi Impact (X5) ......................................................................... 71 

Tabel 4. 17 Dimensi Minat Transaksional (Y1).................................................... 72 

Tabel 4. 18 Dimensi Minat Transaksional (Y1).................................................... 72 

file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156399395
file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156399397


Universitas Bakrie 

xiii 
 

Tabel 4. 19 Dimensi Minat Transaksional (Y1).................................................... 73 

Tabel 4. 20 Dimensi Minat Transaksional (Y1).................................................... 73 

Tabel 4. 21 Dimensi Minat Transaksional (Y1).................................................... 74 

Tabel 4. 22 Dimensi Minat Transaksional (Y1).................................................... 74 

Tabel 4. 23 Dimensi Minat Referensial (Y2) ........................................................ 75 

Tabel 4. 24 Dimensi Minat Preferensial (Y3) ....................................................... 75 

Tabel 4. 25 Dimensi Minat Preferensial (Y3) ....................................................... 76 

Tabel 4. 26 Dimensi Minat Prefrensial (Y3) ......................................................... 76 

Tabel 4.27 1 Dimensi Minat Eksploratif (Y4) ...................................................... 77 

Tabel 4.28 1 Dimensi Minat Eksploratif (Y4) ...................................................... 77 

Tabel 4.29 1 Uji Validitas Variabel X .................................................................. 79 

Tabel 4.30 1 Uji Validitas Variabel Y .................................................................. 79 

Tabel 4.31 1 Uji Realibilitas menurut (Ghozali, 2016) ......................................... 81 

 

  

file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156399414
file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156399417
file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156399418
file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156399419
file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156399420
file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156400336
file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156400343
file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156400352
file:///C:/Users/adian/Desktop/FULL%20SKRIPSI%20-%20Meytha%20Dwi%20Cahyasari%201211913020.docx%23_Toc156400361

