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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
guantitative 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.



Universitas Bakrie

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.
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