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ABSTRAK

Mini Organic Mart merupakan pelaku usaha retail yang menawarkan
produk — produk sehat dan organic yang berkualitas. Mini Organic Mart turut serta
dalam melakukan promosi melalui media sosial Instagram sejak 2016, namun
upaya dalam menarik ketertarikan konsumen melalui media sosial masih belum
tinggi. Berdasarkan laporan menunjukkan bahwa rata — rata jumlah “like” pada
postingan yang popular hanya mencapai sekitar 12. Bagi akun bisnis angka ini
masih tergolong sangat rendah. Penelitian yang telah dilakukan memiliki tujuan
untuk menganalisis karakteristik konsumen Mini Organic Mart, serta menganalisis
pengaruh promosi melalui Instagram terhadap minat beli konsumen dan
menganalisis efektivitas promosi yang telah dilakukan oleh Mini Organic Mart.
Alat analisis yang digunakan dalam penelitian ini adalah analisis crosstabulation
untuk menganalisis karakteristik konsumen, analisis Structural Equation Model
(SEM) berbasis Partial Least Square (PLS) khususnya dengan program WarpPLS
7.0 untuk menganalisis pengaruh promosi terhadap minat beli konsumen dan
analisis Direct Rating Method (DRM) untuk menganalisis efektivitas promosi. Data
primer dikumpulkan melalui kuesioner dengan sampel sebanyak 100 responden
yang diambil dengan teknik non-probability sampling, yaitu purposive sampling.
Hasil penelitian menunjukkan bahwa promosi yang dilakukan oleh Mini Organic
Mart melalui Instagram berpengaruh positif dan signifikan terhadap minat beli
konsumen. Promosi yang dilakukan sangat efektif dan termasuk ke dalam kategori
promosi yang baik dengan nilai sebesar 68,16.

Kata Kunci: AIDA, efektivitas promosi, Instagram, minat beli

ABSTRACT

Mini Organic Mart is a retail business that offers quality healthy and
organic products. Mini Organic Mart has been participating in promotions via
social media Instagram since 2016, but efforts to attract consumer interest via
social media are still not high. Based on reports, it shows that the average number
of "likes" on popular posts only reaches around 12. For business accounts, this
figure is still considered very low. The research that has been carried out has the
aim of analyzing the characteristics of Mini Organic Mart consumers, as well as
analyzing the influence of promotions via Instagram on consumer buying interest
and analyzing the effectiveness of promotions that have been carried out by Mini
Organic Mart. The analytical tools used in this research are crosstabulation
analysis to analyze consumer characteristics, Structural Equation Model (SEM)
analysis based on Partial Least Square (PLS) especially with the WarpPLS 7.0
program to analyze the influence of promotions on consumer buying interest and
Direct Rating Method (DRM) analysis. to analyze the effectiveness of promotions.
Primary data was collected through a questionnaire with a sample of 100
respondents taken using a non-probability sampling technique, namely purposive
sampling. The research results show that the promotions carried out by Mini
Organic Mart via Instagram have a positive and significant effect on consumer
buying interest. The promotion carried out was very effective and included in the
good promotion category with a score of 68.16.

Keywords: AIDA, promotional effectiveness, Instagram, purchase interest
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