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ABSTRAK

Tyara Vanya Ayudhita (1607084), “Pengaruh Social Media Marketing
Terhadap Keputusan Berkunjung” (Survei terhadap Pengunjung Individu yang
Mendapatkan Informasi melalui Akun Media Sosial Instagram Jungleland
Adventure Theme Park Sentul Bogor) di bawah bimbingan Oce Ridwanudin, SE.,
MM., dan Lisnawati, S.Pd., M.Pd.,

Tujuan dari penelitian ini adalah untuk mengetahui bagaimana pengaruh dari social
media marketing terhadap keputusan berkunjung di Jungleland Adventure Theme
Park Sentul Bogor. Variabel bebas (X) dalam penelitian ini adalah social media
marketing yang terdiri dari beberapa sub dimensi yaitu entertainment, interaction,
trendiness, word of mouth dan customization serta yang menjadi variabel terikat
(Y) adalah keputusan berkunjung. Metode yang digunakan adalah survei
menggunakan Teknik judgmental sampling dengan jumlah responden sebanyak
200 terdiri dari pengunjung individu yang mendapatkan informasi melalui akun
media sosial Instagram Jungleland Adventure Theme Park Sentul Bogor. Teknik
analisis data yang digunakan adalah regresi berganda dengan menggunakan
bantuan program IBM SPSS for Windows 20.0. Trendiness, word of mouth, dan
customization mendapatkan penilaian tertinggi. Sedangkan entertainment dan
interaction memiliki nilai terendah. Hasil penelitian menunjukan bahwa secara
bersama-sama variabel social media marketing memberi pengaruh signifikan pada
keputusan berkunjung di Jungleland Adventure Theme Park Sentul Bogor. Namun
secara terpisah hanya ada tiga sub dimensi dari variabel social media marketing
yang berpengaruh signifikan terhadap keputusan berkunjung.

Kata kunci— social media marketing, keputusan berkunjung
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ABSTRACT

Tyara Vanya Ayudhita (1607084), ""The Influence of Social Media Marketing
on Visiting Decisions™ (Survey of Individual Visitors Who Get Information through
the Instagram Social Media Account of Jungleland Adventure Theme Park Sentul
Bogor) under the guidance of Oce Ridwanudin, SE., MM., and Lisnawati, S.Pd.,
M.Pd.,

The purpose of this study was to determine how the influence of social media
marketing on the decision to visit the Jungleland Adventure Theme Park Sentul
Bogor. The independent variable (X) in this study is social media marketing which
consists of several sub dimensions, namely entertainment, interaction, trendiness,
word of mouth and customization and the dependent variable (Y) is the decision to
visit. The method used is a survey using judgmental sampling technique with a total
of 200 respondents consisting of individual visitors who get information through
the Instagram social media account Jungleland Adventure Theme Park Sentul
Bogor. The data analysis technique used is multiple regression with the help of the
IBM SPSS for Windows 20.0 program. Trendiness, word of mouth, and
customization get the highest ratings. Meanwhile, entertainment and interaction
have the lowest score. The results showed that the social media marketing variables
together had a significant influence on the decision to visit the Jungleland
Adventure Theme Park Sentul Bogor. However, separately there are only three sub-
dimensions of the social media marketing variable that have a significant effect on
visiting decisions.

Keywords— social media marketing, visiting decisions
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