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PENGARUH CONTEXT, COMMUNICATION, COLLABORATION, DAN
CONNECTION PADA PROMOSI ONLINE MELALUI MEDIA SOSIAL
INSTAGRAM TERHADAP KEPUTUSAN PEMBELIAN
SKINCARE OCEAN FRESH

Angel Raveska Andreas

ABSTRAK

Agar produk dikenal perusahaan harus membuat strategi promosi yang baik dalam
pemasarannya serta membuat agar produk tersebut diminati dan dibeli oleh
konsumennya. Dalam era internet saat ini, perusahaan juga memanfaatkan
teknologi sebagai strategi pemasarannya berupa promosi online. Pemasaran
online adalah usaha perusahaan untuk memasarkan produk dan pelayanan serta
membangun hubungan pelanggan melalui internet. Tidak sedikit perusahaan yang
memanfaatkan media sosial sebagai sarana promosi, Ocean Fresh sendiri
memanfaatkan platform Instagram dalam strategi promosi online.

Penelitian ini bertujuan untuk mengetahui pengaruh Context, Communication,
Collaboration, dan Connection pada promosi online melalui media sosial
Instagram terhadap Keputusan Pembelian skincare Ocean Fresh. Teknik
pengambilan sampel yang digunakan dalam penelitian ini adalah purposive
sampling. Teknik purposive sampling adalah teknik pengambilan sumber data
dengan pertimbangan tertentu yaitu followers Instagram akun @oceanfresh_id
yang sudah melakukan pembelian minimal satu kali. Pada penelitian ini
pengambilan sampel dilakukan dengan menyebarkan kuesioner dengan jumlah
responden sebanyak 100 orang. Uji statistik dilakukan dengan menggunakan
program Statistical Package for the Social Sciences (SPSS). Hasil penelitian Uji F
menunjukkan hasil signifikansi sebesar 0,000 < 0,05, sehingga dapat disimpulkan
Context, Communication, Collaboration, dan Connection terbukti dapat
mempengaruhi Keputusan Pembelian. Untuk hasil Uji t menunjukkan hasil
signifikansi untuk variabel Context sebesar 0,000 < 0,05, hasil signifikansi
variabel Communication sebesar 0,000 < 0,05, hasil signifikansi variabel
Collaboration sebesar 0,005 < 0,05, dan hasil signifikansi variabel Connection
sebesar 0,002 < 0,05, sehingga dapat disimpulkan bahwa terdapat pengaruh
signifikan secara parsial antara masing-masing variabel Context, Communication,
Collaboration, dan Connection terhadap Keputusan Pembelian.

Kata Kunci : Context, Communication, Collaboration, Connection, Promosi

Online, Instagram, Keputusan Pembelian
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INFLUENCE OF CONTEXT, COMMUNICATION, COLLABORATION,
AND CONNECTION ON ONLINE PROMOTION THROUGH INSTAGRAM
SOCIAL MEDIA ON PURCHASE DECISION OF
SKINCARE OCEAN FRESH

Angel Raveska Andreas

ABSTRACT

In order for the product to be known, the company must make a good promotion
strategy in its marketing and make it attractive and purchased by its consumers.
In the current internet era, companies also use technology as a marketing strategy
in the form of online promotions. Online marketing is a business enterprise to
market products and services and build customer relationships through the
internet. Not a few companies that use social media as a means of promotion,
Ocean Fresh itself utilizes the Instagram platform in its online promotion
strategy.

This study aims to determine the effect of Context, Communication,
Collaboration, and Connection on online promotions through Instagram social
media on the Purchase Decisions of Ocean Fresh skincare. The sampling
technique used in this study was purposive sampling. Purposive sampling
technique is a technique for taking data sources with certain considerations,
namely Instagram followers @oceanfresh_id account who have made at least one
purchase. In this study sampling was done by distributing questionnaires with the
number of respondents as many as 100 people. Statistical tests were performed
using of the Statistical Package for the Social Sciences (SPSS) program. The
results of the F test showed significant results of 0,000 <0,05, so that Context,
Communication, Collaboration, and Connection can be proven to influence
Purchasing Decisions. The results of the t test show the significance results for
Context variables of 0,000 <0,05, the results of the variable significance of
Communication are 0,000 <0,05, the results of the Collaboration variable
significance are 0,005 <0,05, and the Connection variable significance results
are 0,002 <0,05, so that it can be concluded that there is a partially significant
influence between each variable Context, Communication, Collaboration, and
Connection to Purchasing decisions.

Keywords: Context, Communication, Collaboration, Connection, Online
Promotion, Instagram, Purchasing Decisions
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