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ABSTRAK

M Rizal firdaus Irwansyah, NIM B75217123, 2022.
Pengaruh Iklan Erigo Di Instagram @Erigostore
Terhadap Minat Beli Fashion Mahasiswa Ilimu
Komunikasi Uin Sunan Ampel Surabaya

Kata Kunci: Iklan di Instagram, @erigostore, minat
beli fashion

Sosial media merupakan media yang saat ini memiliki
fungsi sebagai advertising/pengiklanan, selain mudah dan
murah media sosial juga telah banyak digunakan
diberbagai kalangan masyarakat Indonesia. Karena
kemudahan itu banyak yang memanfaatkan media sosial
sebagai promosi. Seperti yang Kkita liat fenomena ini
berkembang di berbagai platform media seperti facebook,
tiktok, whatsapp hingga Instagram.

Dalam penelitian ini ada dua persoalan yang dikaji
dan dielii yaitu adakah pengaruh dari iklan media sosial
instagram erigo @erigostore pada minat beli fashion
mahasiswa IImu komunikasi UINSA atau sebaliknya tidak
ada pengaruh dari iklan erigo di akun media sosisal
instagram pada minat beli fashion mahasiswa Iimu
komunikasi UINSA

Metode penelitian ini ‘menggunakan pendekatan
kuantitatif dengan jenis penelitian korelatif. Hasil dari
penelitian ini yaitu rniung > rtabel (0,768 > 0,195). Sehingga
HO ditolak dan Ha diterima. Yang berarti ada hubungan
antara variabel X dan Y sebesar 0,768, maka dapat
disumpulkan bahwa penelitian ini memiliki signifikasi
kuat berdasarkan pedoman tabel interpretasi.



ABSTRAC

M Rizal firdaus Irwansyah, NIM B75217123, 2022. The
Effect of Erigo Advertising on Instagram @Erigostore on
Interest in Buying Fashion by Communication Studies
Students at Sunan Ampel Uin Surabaya

Keywords: Advertising on Instagram, @erigostore,
interest in buying fashion

Social media is a medium that currently has a
function as advertising, besides being easy and cheap,
social media has also been widely used in various circles
of Indonesian society. Because of that convenience, many
people use social media as promotion. As we can see, this
phenomenon is growing on various media platforms such
as Facebook, TikTok, WhatsApp and Instagram.

In this study, there were two issues studied and
examined, namely, was there any influence from
Instagram  social ~media  advertisements,  Erigo
@erigostore, on the interest in buying fashion UINSA
students of Communication Studies or vice versa, there
was no effect from Erigo advertisements on Instagram
social media accounts on the interest in buying fashion for
UINSA students of Communication Studies.

This research method uses a quantitative approach
to the type of correlative research. The results of this study
are rcount > rtable (0.768 > 0.195). So that HO is rejected
and Ha is accepted. Which means there is a relationship
between the variables X and Y of 0.768, so it can be
concluded that this study has a strong significance based
on the interpretation table guidelines.
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