DAFTAR ISI

PERSETUJUAN SKRIPSI ..ottt [
PENGESAHAN KELULUSAN SKRIPSI .....cccoiiiiiiiiseisesse e, i
PERNYATAAN ORISINALITAS SKRIPSI.....cooiiiiiiieeiseeeees e iii
MOTTO DAN PERSEMBAHAN ......coiiiiitisee st iv
ABSTRACT ot asifie iMoottt et sa bttt ettt se st et e e s teneneerene s v
ABSTRAK ..o eifie e i afBine e B e se s e st e st s e st nssaese s s tenenens Vi
KATA PENGANTAR G el it ciaBhie et vii
DAFTARISI ..... 4. . GaM.... g ... S¥B. W ..., Xi
DAFTAR TABEL ..t oo fiueuisas casianasthns canansasine e iibonssteneeiathssseesessssssessssssesessesens Xiv
DAFTAR GAMBAR..........lcireferuieineeeanasshsasness sas e siibanmas e snbeesesesessessssssesesssseses XV
DAFTAR LAMPEIRAN (i titith careieeeoneiaireeeeersnns chansnss it senasififi s eeiahessesessssesessssesenens XVi
BABI.. . ¥...5y.. YN . SRy . . .o 8. ... 1
PENDAHULUAN ... ittt sses e it sheeesesessass sosssnasihes e senesessesastesesesssseessssesessesens 1
1.1  Latar Belakang Masalah . Penelitian....c.cce. v ovoveieiiiciinecceciesecieean 1
1.2 RUmMuUSan MasSalah .fo o i it et it s 19
1.3 Tujuan dan Kegunaan Penelitian .............ciiiieidir e, 20
1.4 Sistematika Pen@litian ..o e et idocilon e 21
2 AN = 2 S 23
TINJAUAN PUSTAKA ciieiccveeieieieieesesie et stie e seeseshanesseseesessessesessensssessesenses 23
2.1  Landasan Teoridan.Penelitian Terdahulu-.............c.ccooevriiiivreicnene, 23
2.1.1  Stimulus-Organisme-Respon (SOR) Theory.......c.ccoevvvevvvieveiesiennns 23
2.1.2  Social Media Marketing ACHIVITIES ririi . it iiiiin e 24
2.1.3 Al Marketing ACTIVITIES wi....out . ot deesilen et sisre et 26
2.1.4  Brand EXPEriENCE .....cccoviieieieieeeeeeesterie ettt s e nee e 27
2.1.5  Consumer based brand eqUILY ........ccovoerviinisienese e 29
2.2 Pengaruh Antar Variabel ... 30

2.2.1  Pengaruh Social Media Marketing Activities dan Brand Experience

30

2.2.2  Pengaruh Al Marketing Activities dan Brand Experience .............. 31

2.2.3  Pengaruh Brand Experience dan Costumer Based-Brand Equity ... 32

2.2.4  Pengaruh Social Media Marketing dan Costumer Based-Brand
Equity 33

Xi



2.2.5  Pengaruh Al Marketing Activities dan Costumer Based-Brand
Equity 34

2.3 Kerangka PEMIKITAN. ..o 35
2.4 HIPOTESIS ..ttt 35
BAB I ..ot et rens 36
METODE PENELITIAN ..ooiiieces e 36
3.1  Variabel Penelitian dan Defenisi Operasi Variabel ...............ccoovveinenene 36
3.1.1  Variabel Penelitians. ...l oo 36
3.1.2  Definisi Operasional-Variabel a.......c oo 37

3.2 Populasi dan'Sampeli. ... el it 39
321 Popfcsinef.. A ... L8 . ... 39
322 SNy .. AR TR . N W, 39

3.3 JeniS dan.SUmMbeEr Data......... e ...oiaes e seanestheeee fenibc et 41
3.4  Metode Pengumpulan Data ... e isfee it 41
341§ Dei@Prilag\ > 1. N Sl ... N .. 41
3.4.2  Data SEKUNGEF. ............ coeiiheeeee i fesietansase e danee s seene e 42

3.5 MEetode ANALISIS. . cov. eeeiiirees surueasetihesnseasana s B e 42
3.5.1  Pengujian Kualitas Data Penelitian...................cccceevevveievescsesnennn 43
3.5.2 Uji Structural Equation. Madel (SEM) ...........cccc. e 43
BABIV....R . AR R I TEERY.............. ... 51
HASIL DAN ANALISIS ..o et 51
4.1  Deskripsi Objek Penelitian . .aom. .. S e oeeesdereeeeenieneeese s seee s seens 51
411  Gambaran Objek Penelitian ...t oo 51
412  Gambaran Responden Penelitian...........ccooeiiiiiinincivenceneenn 51
4.1.3  Deskripsi-Variabel Penelitian .i.....c...coc e ieisins o 55

4.2 Hasil AnalisiS Data..........ccooviiiiiiieiseiee s 61
421  Uji KualitaS Data .....cccoviviiiiiiiisisesieeeeeees e 61

4.3 Hasil ANalisiS SEM ..o 63
4.3.1  Pengembangan Model TeOritiS.......ccccurrrirriiiiiiieieiieieiesese e 63
4.3.2  Uji Confirmatory Factory Analysis (CFA) ......ccccoviniiininieienene, 63
4.3.3  UjJi NOTMAIITAS ...c.voviiieiiiieiesee e 74
434  UjJi VAHAIAS ..o 75
435  Uji Reliabilitas.......ccooiiiiiiiiiiicee e 76
4.3.6  UJi OULIIEIS. ..o 77

Xii



4.3.7  Uji Multikolineritas dan Singularitas.........cccccevevvevereieiesesesesnenn, 79

4.3.8  Uji Nilai ReSIdUal .........ccocviiiiiieicicieeeeeee e 79
4.3.9  HaSil Uji HIPOTESIS ...ocviiviiiiiiiiie e 80
4.3.10 Analisis Direct Effect, Indirect Effect, dan Total Effect.................. 82
44 Uji SODEI TESE ...ttt 84

4.4.1  Pengaruh Variabel Intervening Brand Experience Memediasi
Variabel Social Media Marketing Activities Terhadap Consumer Based
Brand EQUILY ..ocvooveiveiieeeee s aaaiiiin e atfiins ettt steste e sse s sre e snesresresresresnesnens 84

442  Pengaruh Variabel Intervening Brand Experience Memediasi
Variabel Al Marketing Activities Terhadap Consumer Based Brand Equity 85

4.5  Uji Discriminant Validity ci i oo it 85

4.6 InterprefasiHasi.... 00, . S SN N, 87
45.1  Pengaruh Social Media Marketing Activities terhadap Brand
Experiegige. Sy L0 ... /3. . W A, &7 Q..o 87
4.5.2 - Pengaruh Al Marketing Activities terhadap Brand Experience...... 87

453 = Pengaruh Brand Experience terhadap Consumer Based Brand
Equity 88

45.4  Pengaruh Social Media Marketing Activities terhadap Consumer
Based Brand EQUITY ... e o s esies e siessasseecesseeseeseeseeseeseesane e seeessessessensensens 89

455 " Pengaruh Al Marketing.Activities terhadap Consumer Based Brand
Equity 90

BAB V.......... Mo N R . ............. 480.........cccoernriirenrnn, 92
PENUTUP ..ottt et ne e e neenennens 92
51 Kesimpul®g.. SV RAMNS. ..F. . . 92
5.2 IMPIKaST TOOMTIS tiittununnesrrererrsresmasssaiiiinessesesseseesessesessessesessesessessesessensesens 93
5.3  IMPliKasSiIMANAJEIIAL........cou . sune mrne oo susecumsmmns e vwss ommsmmnnseseeseeseeseessessessessenses 98
54  Keterbatasan PENELIAN ... .o orieiviessissenssenteiesree e e e 99
5.5  Saran Penelitian Mendatang .........c.ccocevrerniennnisieneieeesee e 100
DAFTAR PUSTAKA .ottt saens 101
LAMPIRAN L.ttt ettt et e bt esene s 109

Xiii



	DAFTAR ISI

