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PENGARUH CONTEXT, COMMUNICATION, 
COLLABORATION, DAN CONNECTION TERHADAP MINAT 

BELI PRODUK (SURVEI TERHADAP FOLLOWERS 
INSTAGRAM @EGGANDFLOUR) 

Aksa Abiyoso 

ABSTRAK 

Tujuan dari penelitian ini adalah mengetahui bagaimana pengaruh social media 
marketing yang terdiri oleh variabel context, communication, collaboration, dan 
connection terhadap minat beli produk. Penelitian ini dilakukan pada followers 
akun Instagram @eggandflour dengan menggunakan pendekatan kuantitatif dan 
melibatkan 121 responden. Penelitian ini menggunakan purposive sampling, dan 
uji korelasi parsial dengan alat bantu Statistical Package for the Social Sciences 
(SPSS) 16.0 for Mac. Hasil dari penelitian ini menunjukkan bahwa context, 
communication, collaboration, dan connection secara simultan berpengaruh 
terhadap minat beli produk. Adapun jika diuji secara parsial, maka collaboration 
menjadi variabel yang paling berpengaruh daripada connection dan context. 
Sedangkan variabel communication tidak berpengaruh terhadap minat beli 
produk. 

 

Kata kunci: social media marketing, context, communication, collaboration, 
connection, minat beli produk, Egg & Flour, @eggandflour, Instagram 
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THE EFFECT OF CONTEXT, COMMUNICATION, 
COLLABORATION, AND CONNECTION TO PRODUCT 
BUYING INTEREST (SURVEY ON @EGGANDFLOUR’S 

INSTAGRAM FOLLOWERS) 

Aksa Abiyoso 

ABSTRACT 

The purpose of this research is to know how the influence of social media 
marketing, which is comprised by the variable of context, communication, 
collaboration, and connection, to the product buying interest. This research was 
conducted on @eggandflour’s Instagram account followers, using a quantitative 
approach and involved 121 respondents. This research is using purposive 
sampling and partial correlation test with Statistical Package for the Social 
Sciences (SPSS) 16.0 for Mac tools. The results of this study indicate that context, 
communication, collaboration, and connection simultaneously affect the product 
buying interest. As if it was tested partially, the variable of collaboration becomes 
the most influential variable than connection and context. While the 
communication variables did not affect the product buying interest. 

 

Keywords: social media marketing, context, communication, collaboration, 
connection, interest in buying the product, Egg & Flour, @eggandflour, 

Instagram 
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