DAFTAR ISI

PERSETUJUAN SKRIPSI ..ottt il
PENGESAHAN KELULUSAN UJTAN . c.ccciiiiiieniieieeeeneeeeeesie et il
PERNYATAAN ORISINALITAS SKRIPSI ....coiiiueoiiiiiieieeeeeeeceee v
MOTTO DAN PERSEMBAHAN ..ottt ettt \%
ABSTRACT ... ... 0 . N o e 0 vi
ABSTRAK ....ooiiaie e siinessnathne e eeceeees baesdbeeasihn e e saabar e eaeeeeeeeeaeenes vii
KATA PENGANTAR ...ttt ettt et db e e ebesn e annbe e see e viii
DAFTARABI... . N g........ 05 """ AN ™ . ... % g% W ... X
DAFTAR' TADBEI......4.. S0 S 1 L. N b ... T W .. xiii
BAB I PENDAHULUAN ...ttt ittt st ene b sieessesete st e se e sttesiee e s iaaseenees 1
1ol atamBelTkan Sl e WL ... | 00 SO o R ..... .~ ... ... 1
1.2 Rumusan Masalah ........c.ccoiiiiiii et 14
1.3 Tujuan dan Kegunaan Penelitian..............cccceeeiiiiiiieeniieeeeiecceecee e 16
1.4 Sistematika Penelitian ...........ccooiiiiiiiiii i 16
BAB II TELAAH PUSTAKA ...t et 18
2.1 Landasan Teori dan Penelitian Terdahulu...............c.ooo 18
2.1.1 Uses and Gratification Theory (UGT).......cccccconeeevieniinnciienieeiieeeene 18
2.1.2 Theory of Planned Behavior (TPB)........c.ccccciiviiiiiiiiiiieieieee, 21
2.1.3 Penelitian Terdahult.......ccccoiiiiiiiiiiini st 24

2.2 Pengembangan Variabel............cccoccviiiiiiiiiiiiinieiineeeee it 30
2.2.1 Keputusan Pembelian ...........c..ccooevieiiiiiiiiieiiiiie e 30
2.2.2 Pemasaran Media Sosial ...........coooiiiiiiiiiiiiiiiciiin e 33
2.2.3 Kesadaran MErek ..........oooiiiiiiiii et 35
2.2.4 Keterlibatan Konsumen-Merek..........ccocoeviiiiiiiiiiiiiiiiiceeecee 37

2.3 Hubungan Antar Variabel ...........ccccooiiiiiiiiiiiiieiiieeeeeer e 39
2.3.1 Pemasaran Media Sosial dan Kesadaran Merek .............ccceevevveennnnnne. 39
2.3.2 Pemasaran Media Sosial dan Keterlibatan Konsumen-Merek ............. 39
2.3.3 Kesadaran Merek Keputusan Pembelian ............ccooceeviiiiiienieniienenne. 40
2.3.4 Keterlibatan Konsumen-Merek dan Keputusan Pembelian.................. 41

2.4 Kerangka PemiKiran ..........ccccvveeiiiieiiiieeiie ettt 42



2.5 HIPOLESIS ..eeuvreeutieiieeiieeiieetteeite et esiteebeestteebeesaeesabeeseesnbeeseesnseeseesnseenseennns 43

BAB IIIl METODE PENELITIAN.....cootiiiiiiieiieeeeeeeee e 44
3.1 Variabel Penelitian dan Definisi Operasional Variabel................ccccoccueee.e. 44
3.1.1 Variabel Penelitian...........ccoceevieiiiiiiiiniiiieceee e 44
3.1.2 Definisi Operasional Variabel ..........ccoc.eeoiiiiiiiiiiiiiieieecieeeee e 45
3.2 Populasi dan Sampel ..........ccciiiiiiiiieiiieee e 49
3.2.1 Populasi.. 4. & KN . S E M W ... 49
3228ampelll.... .. ®......... gl ........... 8 . W 49
3.3 Jenis dan Sumber Data ........ccccoviiriiiiiiiiieie it 51
3.3.1 [ifita Pigpgcr?....... AN AN . ... €T 51
3.3 @Datagelinder. . Y SN UG . YW B 51
3.4 Metode Pengumpulan Data ...........cccoooiiiiiiiiiiiieene e 52
3.5 Metode"Amalisise th ... S0 L L 53
5.1 Windfstrufiea, W 1), S . WT N 53
3.5.2 Analisis MUultivariat .............ccocieiiiiiiini et 55
BAB IV HASIL DAN PEMBAHASAN ...ocoiiiiiiiiniieniiine e 61
4.1 Deskripsi Objek Penelitian.........c..coceeruieiiiiiiieiiiiaiiesieeieecieeiee e 61
4.1.1 Gambaran Umum Objek Penelitian..............c.ccoiiiiienninniienienieciee, 61
4.1.2 Gambaran Umum Responden............cocccieruiieiienieeiienieeieeieeeieeneee e 62
4.2 Anglisis Data ....... NS NN Y WL S SR S ... ... 67
4.2.1 Uji INSTUIMEN ....veiiiiieesireeesiteesiaeeeesnaeesssaaesnseeessseeessseesnsseesssassssseessseeens 67
4.3 AnalisisS MUltiVariat.........ccccooiiiiiiiiiieeieeee et 71
4.3.1 Model Pengukuran (Quter Model).............ccc.ccccivaeueeencieneieeeeieeeneenns 71
4.3.2 Model Struktural (Inner Model) ................coooeeveeiiiiiiiiieeeieeeieeeeeeae 77
4.3.3 Pengujian Mediasi.....ccccerueeiieiiieaiieeneeeiiieeeeeeieenieeeveesieesreeneeesnaeeaeenens 82
4.4 Interpustas Hoasily. pm ... 00 50005 D BN PR ... 83
4.4.1 Pengaruh Pemasaran Media Sosial Terhadap Kesadaran Merek.......... 83
4.4.2 Pengaruh Pemasaran Media Sosial Terhadap Consumer-Brand
ENGAGOMENL ... s 85
4.4.4 Pengaruh Consumer-Brand Engagement Terhadap Keputusan
PembBElian. ......oouviiiiiiiiiiice e 88
BAB V PENUTUP......ooiiiiee ettt 90
5.1 SIMPUIAN ...ttt et srae e 90

xi



5.2 ITMPLIKAST TEOTIES ..euvveeerieiieeiiesiie ettt ettt ettt eaeeeeeseae e 91
5.3 Implikasi Manajerial............cccoeviieiiieniieiiienieeeee e 93
5.4 Keterbatasan Penelitian ...........cccoecueeeiieiiieniieiienieccece e 97

5.5 SATAN ...ttt ettt ettt sttt ettt a ittt st e annaananannanennennnnas 97

FEB UNDIP



