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ABSTRAK 
 

Peneliti tertarik untuk meneliti mengenai “Pengaruh Instagram Advertising 
Terhadap Niat Pembelian Pelanggan di PT.TUW Global International”. Penelitian 
ini menggunakan jenis penelitian causal explanatory.  

Populasi dalam penelitian ini adalah konsumen dari PT. TUW Global International 
dengan sampelnya adalah beberapa alumni peserta pelatihan di Digital Marketing 
School. Teknik yang digunakan peneliti yaitu dengan non-probability sampling dan 
dalam turunan teknik non-probability sampling, peneliti menggunakan teknik 
sampling Purposive Sampling. Instrumen pengambilan data yang dilakukan dalam 
bentuk kuesioner tertutup.  

Dari hasil penelitian, penggunaan Instagram Advertising memiliki pengaruh yang 
positif terhadap Niat Pembelian Pelanggan Berdasarkan hasil pengujian tersebut, 
diketahui nilai yang dihasilkan adalah sebesar 0,200. Dapat dikatakan bahwa 
beberapa variabel Instagram advertising dapat menjelaskan niat beli pelanggan 
pada instagram sebesar 20%, sedangkan sisanya dipengaruhi oleh variabel lain 
yang tidak diteliti. 
 
Kata kunci : minat beli, iklan, Instagram
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ABSTRACT 
 

 
Researchers are interested in researching "The Effect of Instagram Advertising on 
Customer Purchase Intention at PT.TUW Global International". This research uses 
a causal explanatory research type. 
 
The population in this study were consumers of PT. TUW Global International with 
its samples are some of the alumni who participated in the training at the Digital 
Marketing School. The technique used by researchers is non-probability sampling 
and the derivative of non-probability sampling techniques, researchers use 
purposive sampling technique. The data collection instrument was carried out in 
the form of a closed questionnaire. 

From the results of the study, the use of Instagram Advertising has a positive effect 
on Customer Purchase Intention. Based on the test results, it is known that the 
resulting value is 0.200. It can be said that some Instagram advertising variables 
can explain customer purchase intentions on Instagram by 20%, while the rest are 
influenced by other variables not studied. 
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