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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh promosi melalu
media sosial Instagram terhadap minat beli konsumen di SportiID. Metode
penelitian yang digunakan adalah kuantitatif dengan teknik pengumpulan data
melalui kuesioner yang disebarkan kepada 100 responden yang merupakan
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ABSTRACT

Thizx research aims to analyze the influence of promation Hroweh Instagram
social media on consumer purchase interest at Sporti 1D, The research method used is
quaniitative, with data collection techniques through questionnaires distritnied fo [0
respomdents who are active Instagram users ond have been exposed to Sporti D
promatianal content. The results of simple linear regression analvsis show that promaotion
thrrongh Invtagram hay @ positive amd significont effect on purehase inderest, with o
mdﬂﬂmmﬂﬂﬂ?}}w Mﬁmﬁmmxw:\ﬁm
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