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ABSTRAK 

 

Nama   : Nazma Nur Alifah 

NIM   : 44222010088 

Program Studi  : Ilmu Komunikasi 

Judul Skripsi  : Pengaruh Social Media Marketing Melalui Instagram  

                                      Terhadap Brand Awareness Synchronize Fest  

                                      Di Kalangan Generasi Z.  

Pembimbing  : Andi Pajolloi Bate M.A, M.B.A 

Fenomena tingginya peminat konser musik sebagai kegiatan paling banyak  di 

urutan ke – 2 yang dilakukan oleh Masyarakat Indonesia, serta tingginya pengguna 

media sosial yang terus bertambah  menjadi latar belakang adanya penelitian  ini. 

Penelitian ini bertujuan untuk mengetahui Pengaruh Social Media Marketing 

Melalui Instagram Terhadap Brand Awareness Synchronize Fest Di Kalangan 

Generasi Z. 

Penelitian ini menggunakan Teori S–O–R dari Hovland (1953) sebagai landasan 

teoritis. Konsep social media marketing dari Chris Heur yang mencakup dimensi 

context, communication, collaboration, dan connection digunakan untuk 

menganalisis penggunaan Instagram @synchronizefest, sedangkan konsep brand 

awareness mengacu pada Kotler, dkk. yang meliputi brand recall, brand 

recognition, purchase decision, dan consumption.  

Metode penelitian yang digunakan adalah survey dengan pendekatan 

kuantitatif. Populasi dalam penelitian ini adalah pengikut aktif akun Instagram 

@synchronizefest, dengan jumlah sampel sebanyak 100 responden. Teknik 

penarikan sampel yang digunakan adalah non-probability sampling dengan 

menggunakan sampel terpilih atau purposive sampling. Data yang dianalisis 

menggunakan IBM SPSS versi 22 melalui uji korelasi, regresi linear sederhana, 

koefisien determinasi dan uji hipotesis.  

Hasil penelitian memperoleh nilai Thitung (31,401) > Ttabel (1,660), maka H0 

ditolak dan Ha diterima yang artinya terdapat pengaruh signifikan antara kedua 

variable. Berdasarkan nilai R square, pengaruh tersebut sebesar 91%, sedangkan 

sisanya dipengaruhi faktor lain.  

Penelitian ini memberikan manfaat akademis dalam pengembangan kajian 

komunikasi pemasaran digital serta manfaat praktis sebagai referensi strategi media 

sosial festival musik.  

Kata Kunci : Social Media Marketing, Brand Awareness, Instagram, Synchronize 

Fest, Generasi Z. 
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ABSTRACT 

Name   : Nazma Nur Alifah 

NIM   : 44222010088 

Study Program : Ilmu Komunikasi  

Thesis Report Title : The Influence of Social Media Marketing Through  

                                      Instagram on Synchronize Fest Brand Awareness  

                                     among Generation Z 

Counsellor  : Andi Pajolloi Bate M.A, M.B.A 

The phenomenon of the high interest in musik concerts as one of the most 

popular activities among Indonesian society, along with the continuously 

increasing number of social media users, forms the background of this study. This 

research aims to examine the influence of social media marketing on Synchronize 

Fest brand awareness among Generation Z. 

This study employs the S–O–R Theory proposed by Hovland (1953) as its 

theoretical foundation. The social media marketing concept by Chris Heur  which 

includes the dimensions of context, communication, collaboration, and connection, 

is used to analyze the use of Instagram @synchronizefest. Meanwhile, the concept 

of brand awareness refers to Kotler et al. which includes brand recall, brand 

recognition, purchase decision, and consumption. 

The research method used is a survey with a quantitative approach. The 

population of this study consists of active followers of the Instagram account 

@synchronizefest, with a total sample of 100 respondents selected using non-

probability sampling through a purposive sampling technique. The data were 

analyzed using IBM SPSS version 22 through correlation analysis, simple linear 

regression, coefficient of determination, and hypothesis testing. 

The results of the study show that the t-value (31.401) is greater than the t-

table value (1.660), indicating that the null hypothesis is rejected and the 

alternative hypothesis is accepted. This finding demonstrates a significant influence 

of social media marketing on brand awareness. Based on the R-square value, social 

media marketing contributes 91% to Synchronize Fest brand awareness, while the 

remaining 9% is influenced by other factors outside this study. 

This study provides academic contributions to the development of digital 

marketing communication studies and practical benefits as a reference for social 

media strategies in the music festival industry. 

Keywords: Social Media Marketing, Brand Awareness, Instagram, Synchronize 

Fest, Generation Z. 

https://lib.mercubuana.ac.id



 
 

xi 

 

DAFTAR ISI 

 
HALAMAN SAMPUL .......................................................................................... 0 

HALAMAN JUDUL .............................................................................................. i 

HALAMAN PERNYATAAN KARYA SENDIRI ............................................... ii 

PERNYATAAN SIMILARITY CHECK ........................................................... iii 

HALAMAN PENGESAHAN .............................................................................. iv 

KATA PENGANTAR ............................................................................................ v 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI TUGAS AKHIR 

DI REPOSITORI UMB ..................................................................................... viii 

ABSTRAK ............................................................................................................ ix 

ABSTRACT ............................................................................................................ x 

DAFTAR ISI ......................................................................................................... xi 

DAFTAR GAMBAR .......................................................................................... xiv 

DAFTAR TABEL ................................................................................................ xv 

DAFTAR LAMPIRAN ..................................................................................... xvii 

BAB I PENDAHULUAN ...................................................................................... 1 

1.1 Latar Belakang .............................................................................................. 1 

1.2 Perumusan Masalah ..................................................................................... 12 

1.3 Tujuan Penelitian ......................................................................................... 12 

1.4 Manfaat Penelitian ....................................................................................... 13 

1.4.1 Manfaat Akademis ................................................................................ 13 

1.4.2 Manfaat Praktis ..................................................................................... 13 

BAB II TINJAUAN PUSTAKA ......................................................................... 14 

2.1 Penelitian Terdahulu .................................................................................... 14 

2.2 Kajian Teoritis ............................................................................................. 23 

2.2.1 Teori S – O – R ..................................................................................... 23 

2.2.2 Integrated Marketing Communication.................................................. 24 

2.2.3 Marketing Public Relations .................................................................. 25 

2.2.4 New Media ............................................................................................ 26 

https://lib.mercubuana.ac.id



 
 

xii 

 

2.2.5 Social Media Marketing........................................................................ 26 

2.2.6 Brand Awareness................................................................................... 28 

2.2.7 Generasi Z ............................................................................................. 29 

2.3 Hipotesis Teori ............................................................................................. 31 

BAB III METODOLOGI PENELITIAN ......................................................... 33 

3.1 Paradigma Penelitian ................................................................................... 33 

3.2 Metode Penelitian ........................................................................................ 33 

3.3 Populasi dan Sampel ................................................................................... 34 

3.3.1 Populasi ................................................................................................. 34 

3.3.2 Sampel .................................................................................................. 34 

3.3.3 Teknik Penarikan Sampel ..................................................................... 35 

3.4 Definisi dan Operasionalisasi Konsep ......................................................... 36 

3.4.1 Definisi Konsep .................................................................................... 36 

3.5 Teknik Pengumpulan Data........................................................................... 38 

3.5.1 Data Primer ........................................................................................... 38 

3.5.2 Data Sekunder ....................................................................................... 39 

3.6 Validitas dan Reliabilitas ............................................................................. 39 

3.6.1 Validitas ................................................................................................ 39 

3.6.2 Reliabilitas ............................................................................................ 41 

3.7 Teknik Analisa Data..................................................................................... 43 

3.7.1 Uji Normalitas....................................................................................... 43 

3.7.2 Uji Korelasi ........................................................................................... 44 

3.7.3 Regresi Linear Sederhana ..................................................................... 45 

3.7.4 Uji Koefisien Determinasi .................................................................... 45 

3.7.5 Rumus Uji F .......................................................................................... 46 

3.7.6 Rumus Uji T .......................................................................................... 46 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN ................................... 48 

4.1 Gambaran Umum Objek Penelitian ............................................................ 48 

4.1.1 Profil Synchronize Fest ......................................................................... 48 

4.1.2 Struktur Organisasi ............................................................................... 49 

4.1.3 Akun Instagram @synchronizefest ....................................................... 49 

https://lib.mercubuana.ac.id



 
 

xiii 

 

4.2 Hasil Penelitian ............................................................................................ 50 

4.2.1 Karakteristik Responden ....................................................................... 50 

4.2.2 Tabulasi Data Frekuensi ........................................................................ 52 

4.2.3 Hasil Uji Kualitas Data ......................................................................... 71 

4.3 Pembahasan ................................................................................................. 75 

BAB V PENUTUP ............................................................................................... 82 

5.1 Kesimpulan .................................................................................................. 82 

5.2 Saran ............................................................................................................ 83 

5.2.1 Saran Akademis .................................................................................... 83 

5.2.2 Saran Praktis ......................................................................................... 83 

DAFTAR PUSTAKA........................................................................................... 85 

LAMPIRAN ......................................................................................................... 91 

https://lib.mercubuana.ac.id



 
 

xiv 

 

DAFTAR GAMBAR 

Gambar 1.1 Kegiatan masyarakat Indonesia untuk bersenang - senang 2024 (Fatika, 

2024) ....................................................................................................................... 1 

Gambar 1.2 Minat dan partisipasi masyarakat Indonesia dalam konser musik 

(Populix, 2024) ........................................................................................................ 2 

Gambar 1.3 Frekuensi Generasi Z dan Milenial dalam menonton konser musik (N. 

Muhamad, 2024) ..................................................................................................... 2 

Gambar 1.4 Laporan Pengguna Media Sosial di Indonesia Bertambah  Awal 2025 

(Hidayat, 2025) ....................................................................................................... 3 

Gambar 1.5 Persentase Penduduk Menurut Kelompok Umur, ............................... 4 

Gambar 1.6 Aktivitas yang dilakukan generasi muda pada waktu luang (Sugiarty, 

2025) ....................................................................................................................... 5 

Gambar 1.7 Platform yang digunakan generasi Z ketika mengisi waktu luang 

(Sugiarty, 2025) ....................................................................................................... 5 

Gambar 1. 8 Poster Synchronize Fest (Fest, 2025) ................................................. 7 

Gambar 1. 9 Data Pengunjung Synchronize Fest (Millenia, 2023) ........................ 8 

Gambar 1. 10 Konten Instagram @synchronizefest ............................................... 9 

Gambar 4. 1 Stuktur Organisasi Synchronize Fest ............................................... 49 

Gambar 4. 2 Profil Official Account @synchronizefest ....................................... 49 

Gambar 4. 3 Hasil Korelasi dengan SPSS ............................................................ 72 

Gambar 4. 4 Hasil Uji Regresi Linier Sederhana .................................................. 73 

Gambar 4. 5 Hasil Uji Koefisien Determinasi ...................................................... 74 

Gambar 4. 6 Hasil Uji T ........................................................................................ 75 

https://lib.mercubuana.ac.id



 
 

xv 

 

DAFTAR TABEL 

Tabel 2. 1 Penelitian Terdahulu ............................................................................. 18 

Tabel 2. 2 Perbedaan Generasi .............................................................................. 30 

Tabel 3. 1 Tabel Operasionalisasi Konsep ............................................................ 38 

Tabel 3. 2 Hasil Uji Validitas Item - Item Variabel ............................................... 40 

Tabel 3. 3 Hasil Uji Relibialitas pada Variabel Social Media Marketing (X) ....... 43 

Tabel 3. 4 Hasil Uji Relibialitas pada Variabel Brand Awareness (Y) .................. 43 

Tabel 3. 5 Hasil Uji Normalitas ............................................................................. 44 

Tabel 3. 6 Tingkat Korelasi dan Kekuatan Hubungan .......................................... 44 

Tabel 4. 1 Jenis Kelamin Responden .................................................................... 51 

Tabel 4. 2 Usia Responden .................................................................................... 51 

Tabel 4. 3 Pengikut Instagram @synchronizefest ................................................. 51 

Tabel 4. 4 Pernyataan Dimensi Context 1 ............................................................. 52 

Tabel 4. 5 Pernyataan Dimensi Context 2 ............................................................. 52 

Tabel 4. 6 Pernyataan Dimensi Context 3 ............................................................. 53 

Tabel 4. 7 Pernyataan Dimensi Context 4 ............................................................. 54 

Tabel 4. 8 Pernyataan Dimensi Communication 1 ................................................ 54 

Tabel 4. 9 Pernyataan Dimensi Communication 2 ................................................ 55 

Tabel 4. 10 Pernyataan Dimensi Communication 3 .............................................. 55 

Tabel 4. 11 Pernyataan Dimensi Communication 4 .............................................. 56 

Tabel 4. 12 Pernyataan Dimensi Collaboration 1 .................................................. 57 

Tabel 4. 13 Pernyataan Dimensi Collaboration 2 .................................................. 57 

Tabel 4. 14 Pernyataan Dimensi Collaboration 3 .................................................. 58 

Tabel 4. 15 Pernyataan Dimensi Collaboration 4 .................................................. 58 

Tabel 4. 16 Pernyataan Dimensi Connection 1 ..................................................... 59 

Tabel 4. 17 Pernyataan Dimensi Connection 2 ..................................................... 60 

Tabel 4. 18 Pernyataan Dimensi Connection 3 ..................................................... 60 

Tabel 4. 19 Pernyataan Dimensi Connection 4 ..................................................... 61 

Tabel 4. 20 Tabel Rata - Rata Skor Variabel X (Social Media Marketing) ........... 62 

Tabel 4. 21 Pernyataan Dimensi Brand Recall 1 ................................................... 63 

Tabel 4. 22 Pernyataan Dimensi Brand Recall 2 ................................................... 64 

https://lib.mercubuana.ac.id



 
 

xvi 

 

Tabel 4. 23 Pernyataan Dimensi Brand Recall 3 ................................................... 64 

Tabel 4. 24 Pernyataan Dimensi Brand Recognition 1 ......................................... 65 

Tabel 4. 25 Pernyataan Dimensi Brand Recognition 2 ......................................... 65 

Tabel 4. 26 Pernyataan Dimensi Brand Recognition 3 ......................................... 66 

Tabel 4. 27 Pernyataan Dimensi Purchase Decision 1 .......................................... 67 

Tabel 4. 28 Pernyataan Dimensi Purchase Decision 2 .......................................... 67 

Tabel 4. 29 Pernyataan Dimensi Purchase Decision 3 .......................................... 68 

Tabel 4. 30 Pernyataan Dimensi Consumption 1 .................................................. 68 

Tabel 4. 31 Pernyataan Dimensi Consumption 2 .................................................. 69 

Tabel 4. 32 Pernyataan Dimensi Consumption 3 .................................................. 70 

Tabel 4. 33 Tabel Rata - Rata Skor Variabel Y (Brand Awareness) ...................... 70 

 

 

https://lib.mercubuana.ac.id



 
 

xvii 

 

DAFTAR LAMPIRAN 

Lampiran 1 Kuesioner Penelitian .......................................................................... 91 

Lampiran 2 Tabulasi Data ..................................................................................... 96 

Lampiran 3 Hasil Pengolahan Data IBM SPSS Statistik 22 ............................... 101 

Lampiran 4 Curriculum Vitae ............................................................................. 104 

 

 

https://lib.mercubuana.ac.id




