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INTISARI 

Penelitian ini bertujuan untuk menguji pengaruh Digital Marketing terhadap 

Tingkat Penjualan melalui Sosial Media. Digital Marketing dengan indikator 

Accessibility, Interactivity, Entertainment, Credibility, Irritation dan 

Informativeness. Tingkat Penjualan dengan Indikator Harga Jual, Permintaaan, 

Persaingan dan Biaya. Populasi dalam penelitian ini adalah para pedagang yang 

berjualan melalui situs sosial media yang berada di wilayah Kecamatan Bone-

Bone. Teknik pengambilan sampel menggunakan teknik non probability sampling 

dengan metode sampling jenuh dengan 150 responden. Metode analisis data yang 

digunakan adalah regresi linear sederhana. Hasil pengujian menunjukkan variabel 

Digital Marketing secara persial berpengaruh signifikan terhadap tingkat 

penjualan melalui sosial media. 

 

Kata Kunci : Digital Marketing, Tingkat Penjualan 
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ABSTRAK 

 

This study aims to examine the effect of Digital Marketing on the level of sales 

through social media. Digital Marketing with indicators of Accessibility, 

Interactivity, Entertainment, Credibility, Irritation and Informativeness. Sales 

Level with Indicators of Selling Price, Demand, Competition and Cost. The 

population in this study were traders who sell through social media sites in the 

Bone-Bone District area. The sampling technique used a non probability 

sampling technique with a saturated sampling method with 150 respondents. The 

data analysis method used is simple linear regression. The test results show that 

the Digital Marketing variable partially has a significant effect on the level of 

sales through social media. 

 

Keywords : Digital Marketing, Sales Level. 

 


