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ABSTRAK 

NAILA MIDIANTI DWI CAHYANI. Analisis Efektivitas Content Marketing 

Instagram Futsal Series dengan Pendekatan AISAS (Studi Kasus Pada 

@futsalseries). Program Studi Pemasaran Digital, Fakultas Ekonomi dan Bisnis, 

Universitas Negeri Jakarta, 2021.  

 

Penelitian ini bertujuan untuk mengetahui efektivitas content marketing Instagram 

Futsal Series dengan pendekatan AISAS pada Generasi Z di Jabodetabek. 

Menggunakan metode penelitian kuantitatif yang diukur dengan skala likert. 

Populasi yang digunakan adalah pengikut aktif Instagram @futsalseries, peserta 

event Futsal Series atau pernah mendaftar event Futsal Series, berada di wilayah 

Jakarta, Bogor, Depok, Tangerang, dan Bekasi, Gen Z usia 15-28 tahun. Teknik 

pengambilan sampel penelitian ini menggunakan purposive sampling sebanyak 150 

responden yang diperoleh dari penyebaran kuesioner kepada responden secara 

online melalui Google Form. Teknik analisis penelitian ini yaitu menggunakan 

software SPSS (Statistical Package for the Social Sciences). Hasil penelitian ini 

menunjukkan bahwa penggunaan content marketing pada akun Instagram Futsal 

Series dengan pendekatan AISAS Series terbukti sangat efektif. 
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ABSTRACT 

 

NAILA MIDIANTI DWI CAHYANI. Analysis of the Effectiveness of Instagram 

Futsal Series Content Marketing Using the AISAS Approach (Case Study on 

@futsalseries). Digital Marketing Study Program, Faculty of Economics and 

Business, Jakarta State University, 2021.  

 

This study aims to determine the effectiveness of Instagram content marketing for 

the Futsal Series using the AISAS approach among Generation Z in the Jakarta 

metropolitan area. A quantitative research method was employed, measured using 

a Likert scale. The population used consists of active followers of the Instagram 

account @futsalseries, participants of the Futsal Series events or those who have 

registered for the Futsal Series events, residing in the Jakarta, Bogor, Depok, 

Tangerang, and Bekasi areas, and Gen Z individuals aged 15–28 years. The 

research sampling technique employed purposive sampling with 150 respondents 

obtained through the distribution of an online questionnaire via Google Forms. The 

research analysis technique used SPSS (Statistical Package for the Social Sciences) 

software. The results of this study indicate that the use of content marketing on the 

Futsal Series Instagram account with the AISAS Series approach has proven to be 

highly effective. 
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