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PENGARUH STRATEGI PESAN PROMOSI DI MEDIA 

SOSIAL INSTAGRAM DAN MOTIVASI KONSUMEN 

TERHADAP MINAT MENGADOPSI KURSUS ONLINE

SKILL ACADEMY

Priscilla Perdana Putri

ABSTRAK

Penelitian ini dilatarbelakangi oleh berkembangnya inovasi Lembaga 
Pelatihan bagi kalangan professional, salah satunya Skill Academy. Skill 
Academy menghadirkan kursus pengembangan diri berbasis online. Melalui akun 
Instagramnya, Skill Academy mempromosikan produk, layanan serta manfaat 
produk. Namun, kesuksesan adopsi dari sebuah inovasi juga dipengaruhi oleh 
konsumen dalam proses pengambilan keputusan. Motivasi menjadi salah satu 
pendorong seseorang dalam mengambil keputusan mengadopsi kursus online. 
Tujuan penelitian ini untuk mengetahui pengaruh strategi pesan promosi di media 
sosial Instagram dan motivasi konsumen terhadap pengambilan keputusan adopsi 
kursus online Skill Academy. Konsep yang digunakan adalah strategi pesan 
promosi, motivasi konsumen, dan pengambilan keputusan konsumen. Paradigma 
yang digunakan adalah paradigma positivism. Pendekatan penelitian yang 
digunakan adalah kuantitatif yang bersifat eksplanatif dengan menggunakan 
metode survei. Pengumpulan data menggunakan kuesioner dengan sampel 
sebanyak 150 followers akun Instagram Skill Academy. Pengujian hipotesis pada 
penelitian ini menggunakan Uji Regresi Linear Berganda. Hasil penelitian 
menunjukan bahwa strategi pesan promosi di media sosial Instagram dan motivasi 
konsumen berkontribusi sebesar 55% terhadap pengambilan keputusan adopsi 
kursus online Skill Academy. Secara parsial, strategi pesan promosi di media 
sosial Instagram berpengaruh terhadap pengambilan keputusan adopsi kursus 
online Skill Academy. Demikian juga dengan motivasi konsumen terhadap 
pengambilan keputusan adopsi kursus online Skill Academy. Strategi pesan 
promosi di media sosial Instagram dan motivasi konsumen secara simultan 
memiliki pengaruh signifikan terhadap pengambilan keputusan.

Kata kunci: strategi pesan promosi, Instagram, motivasi konsumen, pengambilan 
keputusan, adopsi inovasi
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The Influence of Message Strategies on Instagram & Consumer 
Motivation on Decision Making to Adopt Online Course Skill 

Academy

Priscilla Perdana Putri

ABSTRACT

This research is motivated by the development of innovation in training 
institutions for professionals, one of which is Skill Academy. Skill Academy 
offers online self-development courses. Through its Instagram account, Skill 
Academy promotes products, services, and the benefits of its products. However, 
the success of adopting an innovation is also influenced by consumers in the 
decision-making process. Motivation is one of the drivers for someone in making 
the decision to adopt an online course. The purpose of this research is to 
determine the influence of promotional content on Instagram social media and 
consumer motivation on the decision to adopt Skill Academy's online courses. 
The concepts used are promotional content, consumer motivation, and consumer 
decision-making. The paradigm used is positivism. The research approach is 
quantitative and explanatory, using a survey method. Data collection was 
conducted using a questionnaire with a sample of 150 followers of Skill 
Academy's Instagram account. Hypothesis testing in this study used Multiple 
Linear Regression tests. The results of the study show that promotional content 
on Instagram social media and consumer motivation contribute 55% to the 
decision to adopt Skill Academy's online courses. Partially, promotional content 
on Instagram social media influences the decision to adopt Skill Academy's 
online courses. Likewise, consumer motivation influences the decision to adopt 
Skill Academy's online courses. Promotional content on Instagram social media 
and consumer motivation simultaneously have a significant influence on 
decision-making.

Keywords: Promotional Content, Instagram, Consumen Motivation, 

Consumen Decision Making, Adoption Innovation
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