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ABSTRAK

Penelitian ini bertujuan untuk menganalisis Pengaruh Artificial intellegence,
Digital Marketing, dan Media Sosial Pendekatan kuantitatif digunakan dalam
Penelitian ini dengan metode purposive sampling, melibatkan 100 responden.
Analisis data dilakukan menggunakan perangkat lunak IBM SPSS statistic versi 20
Untuk menguji validitas, reliabilitas, asumsi klasik, regresi linier berganda, serta
Hipotesis. Hasil penelitian menunjukkan bahwa Artificial intellegence, Digital
Marketing, dan Media Sosial secara simultan memiliki pengaruh signifikan
Terhadap Minat Beli konsumen. Secara parsial, setiap variabel independen
Memberikan kontribusi yang beragam dalam mendorong keputusan pembelian
Konsumen. Faktor-faktor seperti efisiensi Artificial intellegence, daya tarik Digital
Marketing dan Media Sosial yang konsisten menjadi elemen utama dalam
Meningkatkan daya saing produk Nike Penelitian ini Diharapkan dapat memberikan
kontribusi bagi Al dengan meningkatkan strategi pemasaran digital dan penjualan

lewat Media Sosail

Kata kunci: Artificial intellegence, Digital Marketing, dan Media Sosial,Minat Beli,
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ABSTRACT

This study aims to analyze the influence of Artificial Intelligence, Digital Marketing,
and Social Media. A quantitative approach was used in this research with purposive
sampling method, involving 100 respondents. Data analysis was conducted using
IBM SPSS Statistics software version 20 to test validity, reliability, classical
assumptions, multiple linear regression, and hypotheses. The results show that
Artificial Intelligence, Digital Marketing, and Social Media simultaneously have a
significant effect on consumer purchasing interest. Partially, each independent
variable contributes differently in driving consumer purchasing decisions. Factors
such as the efficiency of Artificial Intelligence, the appeal of Digital Marketing, and
consistent Social Media engagement become key elements in enhancing the

competitiveness of Nike products.

This research is expected to contribute to Al by improving digital marketing

strategies.
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