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ABSTRAK

Kurnia Ananda Putri, 04020520057, 2023. Pengaruh Daya Tarik
Iklan di Instagram (@polossurabaya Terhadap Minat Beli
Konsumen Produk di Offline Store Polos Surabaya.

Penelitian mencakup dua pernyataan permasalahan, (1)
Apakah daya tarik iklan di Instagram memiliki dampak pada
minat pembelian konsumen produk Polos Surabaya di toko fisik
Polos Surabaya. (2) Jika iya, sejauh mana tingkat pengaruh daya
tarik iklan di Instagram terhadap minat beli konsumen produk
Polos Surabaya di toko fisik Polos Surabaya.

Penelitian mengadopsi metode pendekatan kuantitatif
dengan jenis penelitian explanatory. Temuan dari penelitian ini
menunjukkan bahwa nilai r hitung melebihi r tabel dengan
tingkat signifikansi 5% terhadap 97 responden. Hasil
perhitungan menunjukkan angka 0,748, yang lebih besar
daripada 0,187. Oleh karena itu, hipotesis kerja (H1) dapat
diterima, sementara hipotesis nol (HO) harus ditolak. Dengan
demikian, nilai  koefisien = korelasi  sebesar 0,748
mengindikasikan adanya korelasi positif antara Daya Tarik Iklan
di Instagram @polossurabaya (X) dan Minat Beli Konsumen
(Y). Korelasi ini juga menunjukkan tingkat hubungan yang kuat.
Hasil nilai determinasi sebesar 0,748 = 0,5595 mengungkapkan
bahwa iklan di Instagram @polossurabaya memiliki pengaruh
sebesar 55,95% terhadap minat beli konsumen di offline store
Polos Surabaya. Sisanya dipengaruhi oleh faktor-faktor lain
yang tidak diteliti dalam penelitian ini..

Kata Kunci : Daya Tarik, Iklan, Instagram, Minat Beli,
Konsumen
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ABSTRACT

Kurnia Ananda Putri, 04020520057, 2023. The Influence of
Advertising Attractiveness on Instagram @polossurabaya on
Consumer Purchase Interest in Products onOffline Store Plain
Surabaya.

This research includes two problem statements, (1) Does the
attractiveness of advertising on Instagram have an impact on
consumers' purchasing interest in Polos Surabaya products at
Polos Surabaya physical stores. (2) If yes, to what extent is the
level of influence of the attractiveness of advertising on
Instagram on consumers' buying interest in Polos Surabaya
products at Polos Surabaya physical stores.

This research adopts a quantitative approach with an
explanatory research design. The findings of this study indicate
that the calculated r value exceeds the critical r value at a
significance level of 5% with 97 respondents. The computed
result is 0.748, which is greater than 0.187. Therefore, the
working hypothesis (H1) is accepted, while the null hypothesis
(HO) is rejected. Consequently, the correlation coefficient value
of 0.748 suggests a positive correlation between the
Attractiveness of Advertisements on Instagram @polossurabaya
(X) and Consumer Buying Interest (Y). This correlation also
indicates a strong level of relationship. The determination
coefficient result of 0.7482 = 0.5595 reveals that advertisements
on Instagram @polossurabaya have an influence of 55.95% on
consumer buying interest at the offline store Polos Surabaya.
The remaining percentage is influenced by other factors.

Keywords:  Attraction, Advertising, Instagram,
Purchase Interest, Consumers
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