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ABSTRAK 

Charlie Nicolas Wiryanto, 

Skripsi 

 

Peran Media Sosial Marketing Terhadap Minat Beli Somethinc Di Masa 

Pandemi Covid-19 

 

Penelitian ini bertujuan untuk mengetahui bagaimana peran media sosial 

marketing terhadap minat beli Somethinc di masa pandemic covid 19 ?. Dalam 

penelitian ini melihat bagaimana peran media sosial marketing dalam menarik 

minat beli masyarakat terhadap produk Somethinc.Penelitian ini dilakukan dengan 

metode kualitatif dengan Teknik purposeful sampling, dan juga menggunakan 

wawancara mendalam terhadap 6 narasumber  

Hasil penelitian membuktikan bahwa peran media sosial marketing terhadap 

minat beli masyarakat di media sosial sangat lah berpengaruh, karena dengan 

adanya media sosial Somethinc lebih mudah dikenali masyarakat melalui 

iklan,akun media sosial somethinc,serta artis artis yang mengendorse Somethinc 

untuk menarik minat beli konsumen di masa pandemic covid 19 yang dimana 

masyarakat lebih sering mengakses media sosial mereka 

 

 

 

 

 

 

 

 

 

 

Kata Kunci : Keputusan Konsumen, Perilaku Konsumen. 



vii 

    Universitas Widya Kartika 

ABSTRACT 

Charlie Nicolas WIryanto, 

Thesis 

 

the role of social media marketing on interest in buying somethinc during the 

covid 19 pandemic 

 

This study aims to find out how the Role of Social Media on Interest in Buying 

SomeThinc during the Covid 19 Pandemic in terms of consumer behavior, in 

Indonesia. One of the influences of social media is the level of sales, so the author 

also wants to know what are the reasons that make sources buy SomeThinc 

skincare compared to . This research has several useful benefits in the future, 

both for the author, the wider community and also for companies whose products 

are used as research subjects by the author 

. 

This research was conducted using a qualitative method with a purposeful 

sampling technique, and also using in-depth interviews with resource persons 

who have experienced or have experienced the phenomenon being studied. Based 

on the results of the analysis of the author's in-depth interview with the resource 

person, it was found that there was a correlation between the answers given by 

the resource person and the theory used by the author as a reference in 

conducting this research. 

 

 

 

 

 

 

 

Key words : Consumer Behavior, Qualitative Methods. 
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