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ABSTRAK

Penelitian ini bertujuan untuk mengetahui efektifitas media sosial Instagram sebagai
media promosi paket umrah di PT Omara Berkah Nugraha Bandung dengan
mengumpulkan penilaian pada lima dimensi yaitu Attention, Interest, Search, Action
dan Share. Penelitian ini menggunakan metode deskriptif dengan pendekatan
kuantitatif. Teknik pengumpulan data dilakukan dengan cara penyebaran kuesioner.
Pengambilan sampling menggunakan rumus slovin yang menghasilkan 80 responnden
dari total 371 orang yang mengikuti akun Instagram @omaratours11. Data diperoleh
menggunakan Skala Likert dan Garis Kontinum. Penelitian ini menghasilkan
kesimpulan yaitu : 1) Dimensi attention telah memperoleh penilaian rata-rata sebesar
3,76% sehingga dimensi attention dinyatakan efektif; 2) Dimensi interest telah
memperoleh penilaian rata-rata sebesar 3,30% sehingga dimensi interest dinyatakan
cukup efektif; 3) Dimensi search telah memperoleh penilaian rata-rata sebesar 3,56%
sehingga dimensi search dinyatakan efektif; 4) Dimensi action telah memperoleh
penilaian rata-rata sebesar 3,18% sehingga dimensi action dinyatakan cukup efektif;
5) Dimensi share telan memperoleh penilaian rata-rata sebesar 2,75% sehingga
dimensi share dinyatakan cukup efektif. Maka dapat disimpulkan nilai yang paling
rendah yaitu dimensi action. Rekomendasi yang diberikan penulis kepada PT Omara
Berkah Nugraha Bandung yaitu mempertahankan dimensi yang sudah baik,
memperbaiki konten yang di unggah, melibatkan pengikut istagram dan memperluas
ruang lingkup konten.

Kata Kunci: AISAS, Efektivitas Promosi, Media Sosial

vii



ABSTRACT

This research aims to determine the effectiveness of Instagram social media as a
promotional media for Umrah packages at PT Omara Berkah Nugraha Bandung by
collecting assessments on five dimensions, namely Attention, Interest, Search, Action
and Share. This study uses a descriptive method with a quantitative approach. The data
collection technique was carried out by distributing questionnaires. Sampling used the
slovin formula which produced 80 respondents out of a total of 371 people who
followed the Instagram account @omaratoursll. Data were obtained using a Likert
Scale and Continuum Line. This research resulted in the following conclusions: 1) The
attention dimension has obtained an average rating of 3.76% so that the attention
dimension is declared effective; 2) The interest dimension has obtained an average
rating of 3.30% so that the interest dimension is declared quite effective; 3) The search
dimension has obtained an average rating of 3.56% so that the search dimension is
declared effective; 4) The action dimension has obtained an average rating of 3.18%
so that the action dimension is declared quite effective; 5) The share dimension has
obtained an average rating of 2.75% so that the share dimension is declared quite
effective. So it can be concluded that the lowest value is the action dimension. The
recommendations given by researchers to PT Omara Berkah Nugraha Bandung are
maintaining good dimensions, improving uploaded content, involving Instagram
followers and expanding the scope of content.

Keywords: AISAS, Promotion Effective, Social Media
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