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ABSTRAK 

Windi Sopiani 

702020013 

PENGARUH PEMASARAN BERBASIS MEDIA SOSIAL INSTAGRAM 

DAN BRAND IMAGE TERHADAP KEPUTUSAN PEMBELIAN JAMAAH 

SYARAFA TOUR AND TRAVEL 

2024; 62 halaman; 29 tabel; 19 gambar; 9 lampiran. 

Waktu tunggu ibadah haji yang panjang membuat masyarakat lebih mengutamakan 

melaksanakan ibadah umrah. Banyaknya permintaan ibadah umrah mendorong 

pula meningkatnya penyelenggara perjalanan ibadah umrah. Peningkatan minat 

ibadah umrah tak sejalan dengan pemenuhan target jamaah tahunan di Syarafa tour 

and travel.  Penelitian ini bertujuan untuk mencari tahu strategi pemasaran yang 

tepat untuk diterapkan dengan cara mencari pengaruh pemasaran berbasis media 

sosial Instagram dan citra merek terhadap keputusan pembelian jamaah Syarafa 

tour and travel. Penelitian ini menggunakan pendekatan kuantitatif dengan metode 

survei kepada jamaah Syarafa tour and travel yang telah menggunakan layanan 

perjalanan. Data dikumpulkan melalui kuesioner yang disebar secara online kepada 

responden yang dipilih secara acak. Analisis data dilakukan menggunakan teknik 

regresi linier berganda untuk menguji hubungan antara variabel pemasaran media 

sosial, brand image, dan keputusan pembelian. Hasil dari penelitian ini adalah 

terdapat pengaruh signifikan pemasaran berbasis media sosial instagram terhadap 

keputusan pembelian jamaah di Syarafa tour and travel, terdapat pengaruh yang 

signifikan brand image terhadap keputusan pembelian, nilai pengaruh antara dua 

variabel terhadap keputusan pembelian sebesar 61,7% dan 38,3% dipengaruhi 

indikator yang tidak disebutkan di dalam penelitian. Dengan terus mengembangkan 

konten yang relevan, interaktif, dan menginspirasi di Instagram, serta menjaga 

kualitas layanan untuk memperkuat brand image mereka, Syarafa Tour and Travel 

dapat mengoptimalkan pengaruhnya. 

Kata kunci : Pemasaran media sosial, brand image, keputusan pembelian, tour and 

travel 
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ABSTRACT 

Windi Sopiani 

702020013 

 

THE INFLUENCE OF INSTAGRAM SOCIAL MEDIA BASED MARKETING 

AND BRAND IMAGE ON THE PURCHASE DECISION OF SYARAFA 

TOUR AND TRAVEL PILGRIMAGES 
 

2024; 62 pages; 29 tables; 19 figures; 9 appendices 

The long waiting time for the Hajj pilgrimage makes people prioritize performing 

the Umrah pilgrimage. The large number of requests for the Umrah pilgrimage has 

also encouraged an increase in Umrah pilgrimage organizers. The increase in 

interest in the Umrah pilgrimage is not in line with the fulfillment of the annual 

target of pilgrims at Syarafa tour and travel. This study aims to find out the right 

marketing strategy to be implemented by finding the influence of Instagram social 

media-based marketing and brand image on the purchasing decisions of Syarafa 

tour and travel pilgrims. This study uses a quantitative approach with a survey 

method to Syarafa tour and travel pilgrims who have used travel services. Data 

were collected through questionnaires distributed online to randomly selected 

respondents. Data analysis was carried out using multiple linear regression 

techniques to test the relationship between social media marketing variables, brand 

image, and purchasing decisions. The results of this study are that there is a 

significant influence of Instagram social media-based marketing on the purchasing 

decisions of pilgrims at Syarafa tour and travel, there is a significant influence of 

brand image on purchasing decisions, the value of the influence between the two 

variables on purchasing decisions is 61.7% and 38.3% is influenced by indicators 

not mentioned in the study. By continuously developing relevant, interactive, and 

inspiring content on Instagram, as well as maintaining the quality of service to 

strengthen their brand image, Syarafa Tour and Travel can optimize its influence. 

Keywords: Social media marketing, brand image, purchasing decisions, tour and 

travel 
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