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BAB V 

PENUTUP 

 

      Bab ini berisi kesimpulan dari hasil penelitian yang telah dilakukan yang 

disertai penjelasan implikasi manajerial terkait dengan masing-masing hasil yang 

diperoleh dari penelitian ini. Pada bab ini juga dijelaskan mengenai keterbatasan 

penelitian serta saran yang sekiranya diperlukan bagi penelitian selanjutnya. 

5.1 Kesimpulan 

 

      Pada bagian ini akan dijelaskan kesimpulan tentang topik yang diangkat dalam 

penelitian ini yaitu pengaruh karakteristik penggunaan media sosial Sociolla 

terhadap e-WOM, kepercayaan, dan ekuitas merek. Berdasarkan hasil dan 

pembahasan yang telah diuraikan pada bab sebelumnya, didapat kesimpulan sebagai 

berikut: 

1. Dari hasil penelitian dapat disimpulkan bahwa karakteristik kepribadian 

penggunaan media sosial memiliki pengaruh yang signifikan terhadap e-

WOM. Hal ini berarti bahwa semakin tinggi karakteristik kepribadian yang 

dimiliki konsumen Sociolla, maka konsumen juga akan semakin menggunakan 

e-WOM sebagai salah satu alat komunikasi pemasaran. 

2. Dari hasil penelitian dapat disimpulkan bahwa karakteristik sosial penggunaan 

media sosial memiliki pengaruh yang signifikan terhadap e-WOM. Hal ini 

berarti bahwa konsumen Sociolla mampu membentuk dan mempertahankan 

modal sosial yang menjembati dan mengikat sehingga dapat memengaruhi e-

WOM yang dilakukan konsumen. 
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3. Dari hasil penelitian dapat disimpulkan bahwa karakteristik informasi 

penggunaan media sosial memiliki pengaruh yang signifikan terhadap e-

WOM. Hal ini berarti jika kuantitas informasi, keandalan informasi, dan 

kualitas informasi pada Instagram Sociolla baik maka akan meningkatkan 

jumlah ulasan online pada Instagram Sociolla dan akan menghasilkan e-WOM 

yang lebih luas dan penjualan yang lebih tinggi juga. 

4. Dari hasil penelitian dapat disimpulkan bahwa e-WOM memiliki pengaruh 

yang signifikan terhadap kepercayaan. Hal ini berarti bahwa semakin positif e-

WOM yang bisa berupa komentar ataupun rekomendasi tentang Sociolla di 

Instagram maka kepercayaan konsumen yang lebih tinggi juga akan didapatkan 

oleh Sociolla. 

5. Dari hasil penelitian dapat disimpulkan bahwa e-WOM memiliki pengaruh 

yang signifikan terhadap kesadaran merek. Hal ini dapat diartikan bahwa 

semakin sering konsumen Sociolla membagikan informasi atau rekomendasi 

positif menggunakan e-WOM pada orang lain di akun Instagramnya masing – 

masing, maka akan semakin meningkat juga kesadaran merek konsumen pada 

Sociolla. 

6. Dari hasil penelitian dapat disimpulkan bahwa e-WOM memiliki pengaruh 

yang signifikan terhadap citra merek. Hal ini dapat diartikan bahwa e-WOM 

secara langsung mengubah citra merek. Semakin banyak konsumen yang 

membagikan informasi atau rekomendasi positif menggunakan e-WOM pada 

akun Instagramnya masing-masing, maka citra merek Sociolla akan semakin 

baik mengikuti persebaran informasi dari e-WOM tersebut. 
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7. Dari hasil penelitian dapat disimpulkan bahwa kepercayaan memiliki pengaruh 

yang signifikan terhadap kesadaran merek. Hal ini berarti bahwa semakin 

tinggi kepercayaan konsumen pada Sociolla dalam hal keandalan Sociolla, 

keterbukaan Sociolla akan informasi penting perlu konsumen ketahui, dan janji 

Sociolla pada konsumen maka semakin tinggi juga kesadaran merek konsumen 

akan Sociolla.  

8. Dari hasil penelitian dapat disimpulkan bahwa kepercayaan memiliki pengaruh 

yang signifikan terhadap citra merek. Hal ini berarti bahwa semakin tinggi 

kepercayaan konsumen pada Sociolla maka akan semakin baik juga citra merek 

yang dimiliki Sociolla di mata konsumen. 

5.2 Implikasi Manajerial 

      Berdasarkan hasil penelitian yang telah dilakukan, implikasi manajerial yang 

dapat diberikan adalah sebagai berikut: 

1. Sociolla harus mempertimbangkan e-WOM sebagai media pemasaran yang 

paling utama, yang berarti Sociolla perlu meningkatkan pengalaman positif 

pelanggan supaya semakin positif e-WOM yang bisa berupa komentar ataupun 

rekomendasi tentang Sociolla di Instagram maka kepercayaan konsumen yang 

lebih tinggi juga akan didapatkan oleh Sociolla.  

2. Manajer pemasaran Sociolla dapat melakukan investasi untuk mengumpulkan 

dan menganalisis data secara konsisten guna mempelajari karakteristik 

informasi pada setiap informasi yang disampaikan Sociolla. Hal tersebut 

dilakukan supaya kuantitas, keandalan dan kualitas informasi mampu 
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menghasilkan e-WOM yang positif dari konsumen. 

3. Setelah melakukan analisis Sociolla dapat menetapkan strategi perusahaan 

yang memperhatikan aktivitas dan perilaku pemasaran media sosial. Hal 

tersebut dilakukan untuk meningkatkan kepercayaan konsumen yang sekaligus 

meningkatkan kesadaran merek konsumen. 

5.3 Keterbatasan Penelitian & Saran 

      Berdasarkan hasil penelitian yang telah dilakukan, maka terdapat beberapa 

keterbatasan yaitu: 

1. Penelitian hanya ditujukan pada konsumen dan pengikut Instagram Sociolla. 

 

2. Dalam proses mencari data, peneliti hanya memfokuskan pada Pulau Jawa dan 

tidak menjangkau daerah lain di luar Pulau Jawa. 

3. Penelitian ini hanya berfokus pada media sosial Instagram Sociolla tetapi tidak 

menjangkau situs web dari Sociolla. 

      Berdasarkan hasil penelitian yang telah dilakukan, maka saran yang dapat 

penulis berikan adalah sebagai berikut: 

1. Peneliti selanjutnya dapat melakukan penelitian dengan menggunakan banyak 

e- commerce lainnya. 

2. Dalam proses mencari data, penelitian bisa dilakukan untuk menjangkau 

menjangkau daerah lain di luar Pulau Jawa bahkan lingkup seluruh Indonesia. 

3. Situs web Sociolla juga bisa dijadikan objek penelitian, karena situs web 

Sociolla juga berperan penting dalam kegiatan pemasaran Sociolla. 
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LAMPIRAN 1 

KUESIONER 

 

Kuesioner Penelitian 

 

Profiling : 

 
Jenis Kelamin : 

 

a. Laki-laki 

b. Perempuan 

Usia : 

Apakah Anda berdomisili di Pulau Jawa,Indonesia? 

a. Ya 

b. Tidak 

Domisili di Pulau Jawa: 

a. DKI Jakarta 

b. DI Yogyakarta 

c. Jawa Barat 

d. Banten 

e. Jawa Tengah 

f. Jawa Timur 

Pertanyaan Umum/Filter: 

 

1. Apakah anda memiliki akun Instagram? 

a. Ya 

b. Tidak 

2. Apakah anda mengetahui akun Instagram Sociolla? 

a. Ya 

b. Tidak 

3. Apakah anda mengikuti akun Instagram Sociolla? 

a. Ya 

b. Tidak 

4. Tujuan Anda menggunakan akun Instagram Sociolla  
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a. Mencari promo suatu produk 

b. Mencari informasi suatu produk 

c. Mencari ulasan suatu produk 

d. Sebagai hiburan 

e. Lainnya  

5. Seberapa sering Anda mengakses Instagram Sociolla? 

a. Setiap hari 

b. 2 – 3 hari seklai 

c. 3 – 6 hari sekali 

d. Lebih dari 6 hari sekali  

 

 

No Pernyataan Keterangan 

STS TS N S SS 

A. Karakteristik Kepribadian Penggunaan Media Sosial 

Neuroticism 

1 Saya memiliki karakteristik yang tenang.       

2 Saya stabil secara emosional.      

3 Saya tidak mudah marah.      

Ekstroversi 

1 Saya ekstrover.      

2 Saya antusias.      

3 Saya aktif.      

Keterbukaan 

1 Saya menyukai jenis pengalaman baru.      

2 Saya suka perubahan.      

3 Saya kreatif.      

Persetujuan 

1 Saya baik hati.      

2 Saya murah hati.      

3 Saya suka berinteraksi secara emosional 

dengan orang lain. 

     

Kehati-hatian 

1 Saya tulus.      
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2 Saya dapat dipercaya.      

3 Saya memiliki kebiasaan siap.      

4 Saya memiliki kebiasaan tepat.      

B. Karakteristik Sosial dari Penggunaan Instagram 

Bridging Social Capital  

1 Instagram Sociolla membuat saya tertarik 

dengan berita yang berhubungan dengan 

kecantikan dan perawatan kulit. 

     

2 Instagram Sociolla membuat saya penasaran 

dengan dunia kecantikan dan perawatan kulit 

     

3 Instagram Sociolla membuat saya ingin 

mencoba sesuatu yang baru. 

     

4 Instagram Sociolla membuat saya menjadi 

perhatian bagi orang-orang yang berpikiran 

berbeda dari saya. 

     

Bonding Social Capital 

1 Instagram Sociolla adalah kandidat yang baik 

untuk direkomendasikan bagi pengguna 

produk kecantikan dan informasi mengenai 

kecantikan dan perawatan kulit. 

     

2 Instagram Sociolla memberi saya saran dalam 

membuat keputusan penting tentang 

penggunaan produk kecantikan dan perawatan 

kulit. 

     

3 Instagram Sociolla sangat membantu dalam 

memecahkan masalah yang berkaitan dengan 

kecantikan dan perawatan kulit. 

     

4 Instagram Sociolla berguna ketika 

penggunaan produk kecantikan dan perawatan 

kulit beserta informasinya dicari dengan 

tergesa-gesa. 

 

     

C. Karakteristik Informasi Penggunaan Media Sosial 

 

Kuantitas Informasi 

1 Instagram Sociolla memiliki banyak 

informasi. 

     

2 Instagram Sociolla memiliki banyak 

informasi tentang produk kecantikan dan 
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perawatan kulit. 

3 Banyak orang memposting informasi tentang 

produk kecantikan dan perawatan kulit di 

Instagram. 

     

Keandalan Informasi 

1 Menurut saya informasi di Instagram Sociolla 

dapat dipercaya. 

     

2 Menurut saya informasi di Instagram Sociolla 

akurat. 

     

3 Menurut saya informasi di Instagram Sociolla 

berpengaruh. 

     

Kualitas Informasi 

1 Menurut saya informasi di Instagram Sociolla 

mudah dipahami. 

     

2 Menurut saya informasi di Instagram Sociolla 

adalah pasti. 

     

3 Menurut saya, secara umum kualitas 

informasi di Instagram Sociolla sangat baik 

     

D. e-WOM 

1 Saya akan memposting komentar positif 

tentang Sociolla di Instagram saya. 

     

2 Saya akan merekomendasikan untuk 

menggunakan Sociolla melalui Instagram 

saya. 

     

3 Saya akan merekomendasikan untuk 

menggunakan Sociolla kepada kenalan saya 

di Instagram. 

     

E. Kepercayaan 

1 Sociolla dapat diandalkan.      

2 Sociolla secara terbuka menyampaikan 

informasi penting yang perlu saya ketahui 

     

3 Saya yakin Sociolla menepati janjinya.      

F. Ekuitas Merek 

Kesadaran Merek 

1 Saya selalu dapat mengenali merek Sociolla.      

2 Saya mengetahui karakteristik merek      
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Sociolla. 

3 Saya pasti ingat logo Sociolla.      

Citra Merek 

1 Sociolla adalah yang terdepan di bidangnya      

2 Saya memiliki pengalaman yang 

mengesankan dengan Sociolla. 

     

3 Sociolla adalah perusahaan yang berpusat 

pada konsumen. 
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LAMPIRAN 2 

KUESIONER DARING 
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LAMPIRAN 3 

KUESIONER ASLI 
 

Personality Characteristics of Social Media Usage 

Neuroticism 

I have calm characteristics. 

I am emotionally stable. 

I do not become angry easily 

Extroversion 

I am extroversive. 

I am enthusiastic. 

I am active. 

Openness 

I like new kinds of experience. 

I like change. 

I am creative. 

Agreeableness 

I am kind. 

I am generous. 

I like emotional interaction with others. 

Conscientiousness 

I am sincere. 

I am trustworthy. 

I have habits of readiness and strict. 

Social Characteristics of Social Media Usage 

Bridging Social Capital 

Airline social media makes me to be interested in news 

Airline social media makes me to be curious about another 
world. 

Airline social media makes me to want to try something new 

Airline social media makes me to be attention to people who 
think differently from me 

Bonding Social Capital 

Airline social media is a good candidate to be recommended for 
airline usage and travel information. 

Airline social media advises me in making important decisions 
about airline usage and travel information 

Airline social media is helpful in solving problems related to 
airline usage and travel information. 

Airline social media is helpful when airline usage and travel 
information are sought in a hurry 
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Sumber: Seo et al., (2020) 

 

Information Characteristics of Social Media 
Usage 

Information Quantity  

Airline social media has a high amount of information. 

Social media has high amount of information about airlines. 

Many people post much information about airline on social 

Information Reliability 

I think that the information on airline social media is credible. 

I think that the information on airline social media is accurate. 

I think that the information on airline social media is influential. 

Information Quality 

I think that the information on airline social media is easy to 
understand. 

I think that the information on airline social media is certain 

I think that the quality of information on airline social media is 
excellent in general. 

e-WOM 

I will post positive comments about this airline on my social 
media 

I will recommend to use this airline through my social media 

I will recommend to use this airline to my social media 
acquaintances. 

Trust 

This airline is reliable. 

I think that this airline does not hide the important information I 
needs to know. 

I believe this airline respects its promises. 

Brand Equity 

Brand Awareness 

I can always recognize this airline brand. 

I am familiar with this airline characteristic 

I remember this airline logo certainly 

Brand Image 

This airline is a leading one in their industry 

I have an impressive experience of this airline. 

The airline is a customer-centered company 
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LAMPIRAN 4 

DATA RESPONDEN DAN JAWABAN PERTANYAAN 

 

 

DATA RESPONDEN: 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

1 2021/04/07 

12:10:20 

PM 

GMT+7 

2 20 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Lebih dari 6 

hari sekali 

2 2021/04/07 

12:15:03 

PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

3 2021/04/07 

12:19:18 

PM 

GMT+7 

2 18 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

4 2021/04/07 

12:23:01 

PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

5 2021/04/07 

12:29:20 

PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

6 2021/04/07 

12:31:04 
2 21 Ya 

DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

2 - 3 hari 

sekali 
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No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

PM 

GMT+7 

suatu 

Produk 

7 

2021/04/07 

12:48:25  
2 20 Ya 

DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

8 2021/04/07 

12:50:50 

PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

9 2021/04/07 

12:52:06 

PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

10 2021/04/07 

12:56:16 

PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Asal 

follow 
Setiap hari 

11 
2021/04/07 

1:10:26 PM 

GMT+7 

2 23 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

12 2021/04/07 

1:17:11 PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya Iseng  

4 - 6 hari 

sekali 

13 
2021/04/07 

2:24:58 PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Setiap hari 
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No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

14 
2021/04/07 

3:45:27 PM 

GMT+7 

2 19 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

15 
2021/04/07 

3:49:34 PM 

GMT+7 

2 25 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

16 
2021/04/07 

3:51:57 PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

17 
2021/04/07 

3:53:22 PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

18 
2021/04/07 

3:56:18 PM 

GMT+7 

2 20 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Setiap hari 

19 
2021/04/07 

3:59:35 PM 

GMT+7 

2 20 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Setiap hari 

20 
2021/04/07 

4:04:37 PM 

GMT+7 

2 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

21 2021/04/07 2 22 Ya DI Ya Ya Ya Mencari 2 - 3 hari 
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No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

5:08:03 PM 

GMT+7 

Yogyakarta  Promo 

suatu 

Produk 

sekali 

22 
2021/04/07 

5:29:11 PM 

GMT+7 

2 19 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

23 
2021/04/07 

7:40:14 PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

24 
2021/04/07 

9:28:38 PM 

GMT+7 

2 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

25 
2021/04/07 

9:42:35 PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

26 2021/04/07 

9:42:53 PM 

GMT+7 

2 22 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Sebagai 

Hiburan 

4 - 6 hari 

sekali 

27 2021/04/08 

4:26:26 

AM 

GMT+7 

2 22 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

28 2021/04/08 

9:22:19 PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

2 - 3 hari 

sekali 

 

 



111  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

Produk 

29 2021/04/08 

10:56:07 

PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya Kepengen  

2 - 3 hari 

sekali 

30 2021/04/09 

10:35:14 

AM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

31 2021/04/09 

11:39:52 

AM 

GMT+7 

2 22 Ya Banten Ya Ya Ya Penasaran 
2 - 3 hari 

sekali 

32 2021/04/09 

11:55:37 

AM 

GMT+7 

2 19 Ya 
Jawa 

Timur 
Ya Ya Ya 

Sebagai 

Hiburan 

2 - 3 hari 

sekali 

33 
2021/04/09 

7:15:43 PM 

GMT+7 

2 22 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

34 
2021/04/09 

7:26:54 PM 

GMT+7 

2 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Setiap hari 

35 2021/04/15 

10:19:28 

AM 

GMT+7 

2 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

 

 



112  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

36 
2021/04/21 

8:14:20 PM 

GMT+7 

2 21 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

37 
2021/04/21 

8:16:25 PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

38 
2021/04/21 

8:30:19 PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

39 
2021/04/21 

8:30:55 PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

40 
2021/04/21 

8:33:47 PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

41 
2021/04/21 

9:00:28 PM 

GMT+7 

2 22 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

42 
2021/04/21 

9:09:02 PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

43 2021/04/21 2 19 Ya Jawa Ya Ya Ya Mencari 4 - 6 hari 

 

 



113  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

9:17:22 PM 

GMT+7 

Tengah  Ulasan 

suatu 

Produk 

sekali 

44 
2021/04/21 

9:22:14 PM 

GMT+7 

2 20 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

45 
2021/04/21 

9:25:54 PM 

GMT+7 

2 21 Ya Banten Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

46 
2021/04/21 

9:27:03 PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Lebih dari 6 

hari sekali 

47 2021/04/21 

11:01:14 

PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Lebih dari 6 

hari sekali 

48 2021/04/21 

11:06:09 

PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Sebagai 

Hiburan 

4 - 6 hari 

sekali 

49 2021/04/22 

6:59:42 

AM 

GMT+7 

2 21 Ya Banten Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

50 2021/04/22 

9:00:51 
2 21 Ya Banten Ya Ya Ya 

Mencari 

Informasi 

2 - 3 hari 

sekali 

 

 



114  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

AM 

GMT+7 

suatu 

Produk 

51 2021/04/22 

9:04:58 

AM 

GMT+7 

2 23 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

52 2021/04/22 

9:10:04 

AM 

GMT+7 

2 21 Ya Banten Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

53 2021/04/22 

10:02:52 

AM 

GMT+7 

2 23 Ya Banten Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

54 2021/04/22 

10:43:54 

AM 

GMT+7 

2 22 Ya 
Jawa 

Timur 
Ya Ya Ya 

Sebagai 

Hiburan 

Lebih dari 6 

hari sekali 

55 2021/04/22 

11:18:08 

AM 

GMT+7 

2 23 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

56 2021/04/22 

11:27:21 

AM 

GMT+7 

2 22 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Lebih dari 6 

hari sekali 

57 2021/04/22 

1:02:36 PM 

GMT+7 

2 20 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

2 - 3 hari 

sekali 

 

 



115  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

Produk 

58 
2021/04/22 

2:47:59 PM 

GMT+7 

2 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

59 
2021/04/22 

3:01:53 PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

60 
2021/04/22 

3:48:28 PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Lebih dari 6 

hari sekali 

61 
2021/04/22 

4:18:24 PM 

GMT+7 

2 19 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

62 
2021/04/22 

6:54:11 PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

63 2021/04/22 

6:54:37 PM 

GMT+7 

2 20 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Sebagai 

Hiburan 

2 - 3 hari 

sekali 

64 
2021/04/22 

7:10:55 PM 

GMT+7 

2 20 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

 

 



116  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

65 2021/04/22 

7:35:37 PM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Sebagai 

Hiburan 

2 - 3 hari 

sekali 

66 
2021/04/22 

8:30:04 PM 

GMT+7 

2 19 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

67 2021/04/23 

11:04:38 

AM 

GMT+7 

2 22 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

68 2021/04/23 

11:09:38 

AM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Lebih dari 6 

hari sekali 

69 
2021/04/23 

4:23:00 PM 

GMT+7 

2 20 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

70 2021/04/23 

10:00:16 

PM 

GMT+7 

2 20 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Sebagai 

Hiburan 

Lebih dari 6 

hari sekali 

71 2021/04/24 

7:39:51 

AM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

72 2021/04/24 

11:42:15 
2 20 Ya 

DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

2 - 3 hari 

sekali 

 

 



117  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

AM 

GMT+7 

suatu 

Produk 

73 
2021/04/24 

3:19:01 PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Setiap hari 

74 2021/04/25 

1:23:32 

AM 

GMT+7 

2 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Setiap hari 

75 2021/04/26 

8:18:27 

AM 

GMT+7 

2 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

76 2021/04/26 

8:20:00 

AM 

GMT+7 

2 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

77 2021/04/26 

8:24:34 

AM 

GMT+7 

2 21 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

78 2021/04/26 

8:27:09 

AM 

GMT+7 

2 21 Ya 
Jawa 

Timur 
Ya Ya Ya 

Sebagai 

Hiburan 
Setiap hari 

79 2021/04/26 

8:37:05 

AM 

2 18 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

4 - 6 hari 

sekali 

 

 



118  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

GMT+7 Produk 

80 2021/04/26 

8:44:01 

AM 

GMT+7 

2 31 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

81 2021/04/26 

8:50:45 

AM 

GMT+7 

2 19 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

82 2021/04/26 

9:00:32 

AM 

GMT+7 

2 25 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

83 2021/04/26 

9:06:44 

AM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

84 2021/04/26 

9:07:48 

AM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

85 2021/04/26 

9:09:12 

AM 

GMT+7 

2 26 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Setiap hari 

86 2021/04/26 

9:09:22 

AM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

 

 



119  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

87 2021/04/26 

9:10:51 

AM 

GMT+7 

1 22 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

88 2021/04/26 

9:13:27 

AM 

GMT+7 

2 23 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

89 2021/04/26 

9:15:14 

AM 

GMT+7 

2 31 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

90 2021/04/26 

9:16:10 

AM 

GMT+7 

2 17 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

91 2021/04/26 

9:16:52 

AM 

GMT+7 

2 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

92 2021/04/26 

9:18:27 

AM 

GMT+7 

2 33 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Sebagai 

Hiburan 
Setiap hari 

93 2021/04/26 

9:20:13 

AM 

GMT+7 

1 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

94 2021/04/26 2 22 Ya Jawa Ya Ya Ya Mencari Setiap hari 

 

 



120  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

9:21:17 

AM 

GMT+7 

Tengah  Informasi 

suatu 

Produk 

95 2021/04/26 

9:21:25 

AM 

GMT+7 

1 23 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Sebagai 

Hiburan 
Setiap hari 

96 2021/04/26 

9:22:23 

AM 

GMT+7 

2 21 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Setiap hari 

97 2021/04/26 

9:22:57 

AM 

GMT+7 

2 17 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

98 2021/04/26 

9:23:55 

AM 

GMT+7 

1 23 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

99 2021/04/26 

9:24:01 

AM 

GMT+7 

2 31 Ya 
Jawa 

Timur 
Ya Ya Ya 

Sebagai 

Hiburan 

2 - 3 hari 

sekali 

100 2021/04/26 

9:25:16 

AM 

GMT+7 

1 20 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

101 2021/04/26 

9:26:40 
2 24 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Ulasan 
Setiap hari 

 

 



121  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

AM 

GMT+7 

suatu 

Produk 

102 2021/04/26 

9:32:07 

AM 

GMT+7 

1 34 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Setiap hari 

103 2021/04/26 

9:33:40 

AM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

104 2021/04/26 

9:34:47 

AM 

GMT+7 

1 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Sebagai 

Hiburan 
Setiap hari 

105 2021/04/26 

9:37:07 

AM 

GMT+7 

1 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

106 2021/04/26 

9:38:04 

AM 

GMT+7 

2 33 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

107 2021/04/26 

11:57:17 

AM 

GMT+7 

2 22 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

108 2021/04/26 

1:41:39 PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

4 - 6 hari 

sekali 

 

 



122  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

Produk 

109 
2021/04/26 

2:24:15 PM 

GMT+7 

1 17 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

110 
2021/04/26 

2:42:04 PM 

GMT+7 

2 21 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Lebih dari 6 

hari sekali 

111 2021/04/26 

11:37:27 

PM 

GMT+7 

2 25 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

112 
2021/04/27 

3:16:28 PM 

GMT+7 

2 20 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

113 2021/04/27 

10:48:21 

PM 

GMT+7 

2 32 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Lebih dari 6 

hari sekali 

114 
2021/04/29 

8:45:35 PM 

GMT+7 

2 22 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

115 
2021/04/29 

8:58:37 PM 

GMT+7 

2 21 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Lebih dari 6 

hari sekali 

 

 



123  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

116 
2021/04/29 

8:58:55 PM 

GMT+7 

1 20 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

117 
2021/05/01 

7:24:45 PM 

GMT+7 

2 22 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

118 2021/05/03 

11:04:07 

AM 

GMT+7 

2 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

119 2021/05/03 

11:03:50 

PM 

GMT+7 

1 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Lebih dari 6 

hari sekali 

120 2021/05/03 

11:18:58 

PM 

GMT+7 

2 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

121 2021/05/03 

11:22:44 

PM 

GMT+7 

1 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

122 2021/05/04 

12:13:03 

AM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

123 2021/05/04 1 23 Ya DI Ya Ya Ya Mencari 4 - 6 hari 

 

 



124  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

12:14:52 

AM 

GMT+7 

Yogyakarta  Informasi 

suatu 

Produk 

sekali 

124 2021/05/04 

12:16:21 

AM 

GMT+7 

2 24 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

125 2021/05/04 

12:17:45 

AM 

GMT+7 

1 25 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Lebih dari 6 

hari sekali 

126 2021/05/04 

12:19:14 

AM 

GMT+7 

2 20 Ya Banten Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

127 2021/05/04 

9:02:52 

AM 

GMT+7 

2 21 Ya Banten Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

128 2021/05/04 

10:10:53 

AM 

GMT+7 

2 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

129 2021/05/04 

10:13:13 

AM 

GMT+7 

2 22 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

130 2021/05/04 

10:16:44 
2 22 Ya 

Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

4 - 6 hari 

sekali 

 

 



125  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

AM 

GMT+7 

suatu 

Produk 

131 2021/05/04 

10:18:44 

AM 

GMT+7 

2 22 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Lebih dari 6 

hari sekali 

132 
2021/05/04 

2:42:28 PM 

GMT+7 

2 21 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

133 
2021/05/04 

2:45:12 PM 

GMT+7 

1 22 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

134 
2021/05/04 

2:47:35 PM 

GMT+7 

2 20 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

135 
2021/05/04 

4:40:04 PM 

GMT+7 

2 22 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

136 
2021/05/04 

4:42:40 PM 

GMT+7 

2 21 Ya Banten Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

137 2021/05/04 

5:24:15 PM 

GMT+7 

2 21 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Informasi 

suatu 

2 - 3 hari 

sekali 

 

 



126  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

Produk 

138 
2021/05/04 

5:25:35 PM 

GMT+7 

1 22 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

139 
2021/05/04 

5:25:46 PM 

GMT+7 

2 20 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

140 2021/05/04 

5:27:20 PM 

GMT+7 

1 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Sebagai 

Hiburan 

4 - 6 hari 

sekali 

141 
2021/05/04 

5:28:15 PM 

GMT+7 

2 24 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Setiap hari 

142 
2021/05/04 

5:28:25 PM 

GMT+7 

1 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

143 
2021/05/04 

5:29:30 PM 

GMT+7 

1 20 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

144 
2021/05/04 

5:30:06 PM 

GMT+7 

2 21 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Lebih dari 6 

hari sekali 

 

 



127  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

145 
2021/05/04 

7:23:27 PM 

GMT+7 

1 34 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

146 
2021/05/04 

7:30:10 PM 

GMT+7 

2 35 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

147 
2021/05/04 

7:30:44 PM 

GMT+7 

2 35 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

148 
2021/05/04 

7:33:18 PM 

GMT+7 

2 34 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

149 
2021/05/04 

8:07:53 PM 

GMT+7 

1 33 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

150 
2021/05/04 

8:43:18 PM 

GMT+7 

2 22 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

151 
2021/05/04 

8:58:34 PM 

GMT+7 

1 26 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

152 2021/05/04 2 28 Ya DKI Ya Ya Ya Mencari Setiap hari 

 

 



128  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

8:59:28 PM 

GMT+7 

Jakarta  Promo 

suatu 

Produk 

153 
2021/05/04 

9:27:32 PM 

GMT+7 

2 23 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Lebih dari 6 

hari sekali 

154 
2021/05/04 

9:30:25 PM 

GMT+7 

2 33 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

155 
2021/05/04 

9:31:03 PM 

GMT+7 

1 26 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

156 
2021/05/04 

9:37:34 PM 

GMT+7 

2 25 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Setiap hari 

157 
2021/05/04 

9:58:04 PM 

GMT+7 

2 21 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

158 2021/05/04 

10:42:49 

PM 

GMT+7 

1 32 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

159 2021/05/04 

10:45:17 
1 22 Ya 

DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 
Setiap hari 

 

 



129  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

PM 

GMT+7 

suatu 

Produk 

160 2021/05/04 

10:47:32 

PM 

GMT+7 

1 34 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

161 2021/05/04 

10:49:31 

PM 

GMT+7 

2 35 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

162 2021/05/04 

10:51:42 

PM 

GMT+7 

2 32 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

163 2021/05/04 

10:52:28 

PM 

GMT+7 

2 22 Ya Banten Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

164 2021/05/04 

10:53:35 

PM 

GMT+7 

1 27 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

2 - 3 hari 

sekali 

165 2021/05/04 

10:55:42 

PM 

GMT+7 

2 18 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

166 2021/05/04 

10:56:41 

PM 

1 24 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

2 - 3 hari 

sekali 

 

 



130  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

GMT+7 Produk 

167 2021/05/04 

10:57:47 

PM 

GMT+7 

1 17 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

168 2021/05/04 

10:59:19 

PM 

GMT+7 

2 24 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

169 2021/05/04 

10:59:47 

PM 

GMT+7 

1 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

170 2021/05/04 

11:01:54 

PM 

GMT+7 

1 22 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

171 2021/05/04 

11:03:17 

PM 

GMT+7 

1 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Setiap hari 

172 2021/05/04 

11:04:02 

PM 

GMT+7 

1 23 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

173 2021/05/04 

11:05:37 

PM 

GMT+7 

2 25 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Setiap hari 

 

 



131  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

174 2021/05/04 

11:06:47 

PM 

GMT+7 

2 24 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Cuma 

follow aja 
Setiap hari 

175 2021/05/04 

11:07:30 

PM 

GMT+7 

2 21 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

176 2021/05/04 

11:09:42 

PM 

GMT+7 

2 26 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

Setiap hari 

177 2021/05/04 

11:09:48 

PM 

GMT+7 

2 24 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

178 2021/05/04 

11:11:57 

PM 

GMT+7 

2 18 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

179 2021/05/04 

11:14:32 

PM 

GMT+7 

2 23 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

2 - 3 hari 

sekali 

180 2021/05/04 

11:14:35 

PM 

GMT+7 

2 17 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

181 2021/05/04 2 24 Ya Jawa Barat  Ya Ya Ya Mencari Setiap hari 

 

 



132  

 

 

No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

11:18:42 

PM 

GMT+7 

Informasi 

suatu 

Produk 

182 2021/05/04 

11:23:01 

PM 

GMT+7 

2 25 Ya Jawa Barat  Ya Ya Ya Iseng  Setiap hari 

183 2021/05/04 

11:26:45 

PM 

GMT+7 

2 24 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Setiap hari 

184 2021/05/04 

11:31:23 

PM 

GMT+7 

2 23 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

4 - 6 hari 

sekali 

185 2021/05/04 

11:40:37 

PM 

GMT+7 

2 25 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

2 - 3 hari 

sekali 

186 2021/05/04 

11:47:12 

PM 

GMT+7 

2 24 Ya 
DI 

Yogyakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

187 2021/05/04 

11:52:30 

PM 

GMT+7 

2 28 Ya 
Jawa 

Timur 
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

188 2021/05/05 

12:00:41 
1 18 Ya 

Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Informasi 
Setiap hari 
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No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

AM 

GMT+7 

suatu 

Produk 

189 2021/05/05 

7:08:11 

AM 

GMT+7 

2 24 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Sebagai 

Hiburan 
Setiap hari 

190 2021/05/05 

10:34:59 

AM 

GMT+7 

2 22 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

191 2021/05/05 

10:37:51 

AM 

GMT+7 

2 24 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Setiap hari 

192 2021/05/05 

10:40:13 

AM 

GMT+7 

2 23 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

Produk 

Setiap hari 

193 2021/05/05 

10:42:57 

AM 

GMT+7 

2 21 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Informasi 

suatu 

Produk 

4 - 6 hari 

sekali 

194 2021/05/05 

10:45:09 

AM 

GMT+7 

2 22 Ya 
Jawa 

Tengah  
Ya Ya Ya Follow aja 

2 - 3 hari 

sekali 

195 2021/05/05 

10:47:52 

AM 

2 24 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Ulasan 

suatu 

2 - 3 hari 

sekali 
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No Timestamp 
Jenis 

Kelamin 

Usia 

(berupa 

angka) 

Apakah 

Anda 

berdomisili 

di Pulau 

Jawa, 

Indonesia? 

Domisili  

di Pulau 

Jawa 

Apakah 

Anda 

memiliki 

akun 

Instagram? 

Apakah 

Anda 

mengetahui 

akun 

Instagram 

Sociolla? 

Apakah 

Anda 

mengikuti 

akun 

Instagram 

Sociolla? 

Tujuan 

Anda 

mengikuti 

akun 

Instagram 

Sociolla:  

Seberapa 

sering Anda 

Mengakses 

Instagram 

Sociolla? 

GMT+7 Produk 

196 2021/05/05 

10:51:54 

AM 

GMT+7 

2 25 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

197 2021/05/05 

10:53:47 

AM 

GMT+7 

2 23 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

198 2021/05/05 

10:55:54 

AM 

GMT+7 

2 22 Ya 
Jawa 

Tengah  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

Setiap hari 

199 2021/05/05 

11:00:37 

AM 

GMT+7 

2 19 Ya 
DKI 

Jakarta  
Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

200 2021/05/05 

11:00:37 

AM 

GMT+7 

2 19 Ya Jawa Barat  Ya Ya Ya 

Mencari 

Promo 

suatu 

Produk 

4 - 6 hari 

sekali 

 

No Karakteristik Kepribadian Pengguna Instagram Sociolla 
 NEU1 NEU2 NEU3 EKS1 EKS2 EKS3 KTB1 KTB2 KTB3 PSJ1 PSJ2 PSJ3 KHT1 KHT2 KHT3 KHT4 

1 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 

2 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

3 4 4 4 4 4 3 3 3 4 3 4 3 3 3 3 3 
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No Karakteristik Kepribadian Pengguna Instagram Sociolla 
 NEU1 NEU2 NEU3 EKS1 EKS2 EKS3 KTB1 KTB2 KTB3 PSJ1 PSJ2 PSJ3 KHT1 KHT2 KHT3 KHT4 

4 3 4 3 4 3 3 3 4 4 4 4 4 4 4 4 4 

5 2 3 3 2 2 2 2 3 2 2 3 2 2 3 2 2 

6 4 3 2 3 4 4 4 4 3 4 4 4 4 3 4 4 

7 3 3 4 3 3 3 4 4 3 3 3 4 4 4 4 4 

8 4 4 4 4 5 4 5 4 4 4 5 4 4 5 4 4 

9 4 4 5 4 5 4 4 4 4 4 5 4 5 4 4 4 

10 4 4 5 4 4 4 4 4 4 5 4 4 5 5 5 4 

11 4 4 4 4 4 4 4 4 3 4 3 4 3 3 4 3 

12 4 5 4 4 4 5 4 4 5 5 5 4 4 4 4 5 

13 5 5 5 4 4 3 4 4 4 4 4 3 4 4 4 4 

14 4 4 4 4 4 4 4 4 4 4 3 4 3 4 4 4 

15 4 5 4 4 3 4 4 4 4 4 4 4 4 5 4 4 

16 4 3 4 4 4 5 4 4 4 4 4 4 4 4 4 4 

17 4 4 4 4 3 4 3 4 3 3 4 4 3 4 4 4 

18 4 5 4 5 4 5 5 5 4 4 4 4 4 5 4 5 

19 4 4 4 4 4 4 5 4 3 4 4 4 4 3 4 5 

20 4 4 4 4 4 4 5 4 3 4 4 4 4 3 4 5 

21 4 4 4 4 5 4 3 4 3 4 3 3 4 4 3 4 

22 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

23 4 5 5 4 3 4 5 5 5 4 4 3 4 5 3 4 

24 3 3 3 2 4 4 4 4 4 4 4 4 4 4 4 3 

25 5 5 5 4 4 4 4 4 4 3 3 4 4 4 5 5 

26 4 4 4 5 5 5 5 4 4 5 5 5 4 4 4 3 

27 3 3 3 3 3 4 4 4 2 4 4 4 4 4 2 3 

28 4 4 4 5 5 5 5 4 4 5 5 5 4 4 4 3 

29 4 4 4 5 5 5 5 4 4 5 5 5 4 4 4 3 

30 4 4 4 4 3 4 3 4 4 4 3 4 4 4 4 4 
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No Karakteristik Kepribadian Pengguna Instagram Sociolla 
 NEU1 NEU2 NEU3 EKS1 EKS2 EKS3 KTB1 KTB2 KTB3 PSJ1 PSJ2 PSJ3 KHT1 KHT2 KHT3 KHT4 

31 4 4 4 4 5 4 5 5 5 5 5 5 5 5 5 5 

32 5 4 3 4 5 3 5 4 3 4 5 5 5 4 4 5 

33 4 4 4 4 4 4 5 5 3 3 3 3 4 4 4 4 

34 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

35 4 4 4 4 4 3 4 4 4 3 4 4 4 4 2 3 

36 4 4 3 4 3 4 4 4 4 3 3 4 4 4 4 4 

37 3 2 3 2 2 2 2 3 2 3 3 3 2 2 2 3 

38 5 5 5 5 5 5 5 5 5 4 3 5 5 5 5 5 

39 3 3 3 4 4 4 4 4 3 4 4 3 4 4 4 4 

40 3 4 3 4 4 4 4 3 4 4 4 5 4 5 5 4 

41 4 4 3 3 2 3 4 4 4 4 4 3 4 4 4 4 

42 3 4 4 4 4 4 4 4 3 4 4 4 3 4 4 4 

43 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

44 4 4 4 4 4 4 5 4 4 5 4 5 4 5 4 5 

45 5 5 5 5 5 5 5 5 5 4 3 5 5 5 5 5 

46 3 3 4 3 4 3 4 4 3 4 4 4 4 4 4 4 

47 3 3 3 4 3 3 3 3 3 3 3 3 3 3 3 3 

48 3 4 4 4 4 4 5 5 5 4 4 5 5 5 4 5 

49 4 4 4 4 4 4 4 4 4 5 4 4 4 5 4 4 

50 4 4 4 5 5 5 4 3 5 5 5 4 5 5 4 4 

51 2 3 2 2 2 3 2 2 2 3 2 2 3 2 2 3 

52 4 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

53 3 3 3 5 5 5 4 4 4 3 3 3 3 4 4 4 

54 3 4 4 3 3 3 4 4 5 4 5 1 4 5 5 5 

55 4 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

56 3 4 3 4 5 5 3 3 4 3 3 4 4 4 3 5 

57 4 4 4 4 4 5 4 4 3 5 3 4 3 5 5 5 
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No Karakteristik Kepribadian Pengguna Instagram Sociolla 
 NEU1 NEU2 NEU3 EKS1 EKS2 EKS3 KTB1 KTB2 KTB3 PSJ1 PSJ2 PSJ3 KHT1 KHT2 KHT3 KHT4 

58 4 3 3 4 5 4 4 5 5 5 4 4 4 5 5 4 

59 3 3 3 3 3 4 4 4 3 5 3 4 3 5 5 5 

60 3 4 4 4 3 3 4 4 4 5 5 4 5 5 4 4 

61 3 4 3 4 4 5 5 4 4 5 4 4 4 5 4 5 

62 4 4 4 4 4 4 5 4 4 4 4 4 4 4 4 4 

63 3 4 3 5 4 4 4 5 4 4 5 4 5 4 4 5 

64 4 4 3 4 3 4 4 5 5 5 4 3 4 5 4 4 

65 3 3 4 4 4 5 5 2 3 4 5 5 4 4 4 5 

66 4 4 4 4 5 5 4 5 4 4 4 5 4 5 5 4 

67 4 3 4 3 4 4 4 4 4 5 4 4 5 5 4 5 

68 4 3 3 5 4 4 4 4 5 4 5 4 4 4 5 4 

69 4 4 4 4 4 4 5 4 4 4 5 3 5 4 4 4 

70 3 4 3 5 5 4 4 4 4 5 4 4 4 5 4 5 

71 4 5 4 5 4 5 4 4 5 4 5 5 4 4 4 5 

72 4 5 4 4 3 3 5 4 4 4 3 4 3 4 4 4 

73 3 4 3 3 5 5 5 5 5 5 5 5 5 5 4 4 

74 3 4 4 3 3 4 2 4 5 4 5 2 5 5 5 3 

75 4 4 3 4 5 5 5 5 5 5 5 4 5 5 5 5 

76 5 3 4 3 4 3 4 4 3 4 4 4 2 2 4 4 

77 4 4 4 3 4 4 3 4 3 4 4 2 4 4 4 4 

78 3 3 3 3 4 4 3 4 4 4 3 4 3 4 4 4 

79 4 3 4 4 3 3 4 4 4 4 5 5 5 5 5 5 

80 4 4 5 4 5 4 4 3 3 3 4 3 5 4 5 5 

81 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

82 2 3 2 2 2 3 2 2 2 2 3 2 2 2 3 2 

83 3 4 3 3 2 3 3 2 2 2 3 2 3 2 3 3 

84 4 4 4 4 4 4 4 4 4 4 5 5 5 5 5 5 
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No Karakteristik Kepribadian Pengguna Instagram Sociolla 
 NEU1 NEU2 NEU3 EKS1 EKS2 EKS3 KTB1 KTB2 KTB3 PSJ1 PSJ2 PSJ3 KHT1 KHT2 KHT3 KHT4 

85 4 3 3 4 4 4 4 4 4 5 4 4 4 3 4 3 

86 4 3 4 4 3 3 4 3 4 4 3 4 3 3 4 4 

87 4 4 5 4 3 3 5 4 4 4 4 4 4 3 4 4 

88 3 3 3 4 3 4 3 3 3 3 3 3 3 3 3 3 

89 3 3 3 3 3 4 4 4 4 4 4 4 4 4 4 4 

90 2 2 3 2 2 3 2 2 2 3 2 2 2 3 2 2 

91 4 4 4 4 4 4 4 4 5 4 4 4 4 5 4 3 

92 4 4 4 5 4 5 4 4 5 4 5 4 4 4 5 3 

93 4 4 3 3 3 3 3 3 3 4 4 4 4 4 5 4 

94 4 4 5 4 4 4 5 5 5 4 4 2 4 5 3 3 

95 1 1 1 1 1 2 2 1 2 2 2 2 2 2 2 2 

96 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

97 4 2 2 3 2 3 3 3 3 3 4 3 3 4 3 4 

98 4 4 3 3 4 3 2 3 4 3 4 5 4 4 4 4 

99 4 4 5 4 4 5 5 4 4 4 3 3 4 4 3 3 

100 2 2 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

101 3 3 2 3 2 3 2 3 2 2 2 3 2 2 3 2 

102 3 4 4 5 5 5 5 5 5 5 4 2 5 4 3 4 

103 4 3 5 4 4 4 4 4 5 4 5 4 4 4 5 4 

104 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

105 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

106 3 3 3 4 5 4 4 4 4 4 5 4 4 5 4 5 

107 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

108 2 3 2 2 2 2 2 2 3 2 2 2 2 2 2 3 

109 3 3 3 4 4 3 3 3 3 3 4 4 3 3 3 4 

110 4 4 4 4 3 4 4 4 4 4 4 4 4 4 4 4 

111 3 3 3 3 3 4 4 4 4 4 4 4 3 3 3 4 
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No Karakteristik Kepribadian Pengguna Instagram Sociolla 
 NEU1 NEU2 NEU3 EKS1 EKS2 EKS3 KTB1 KTB2 KTB3 PSJ1 PSJ2 PSJ3 KHT1 KHT2 KHT3 KHT4 

112 4 4 4 4 4 5 4 4 3 4 4 4 4 4 4 4 

113 3 4 4 4 3 3 2 2 3 3 3 3 2 2 2 2 

114 2 2 2 2 3 2 2 2 3 2 2 2 3 2 3 2 

115 3 3 4 3 4 4 5 4 3 3 4 3 3 4 5 4 

116 3 3 4 2 4 5 4 4 3 5 3 4 3 5 5 5 

117 4 4 4 4 4 4 4 4 3 5 5 5 5 5 5 4 

118 2 3 2 2 3 2 2 2 2 3 2 3 2 2 3 2 

119 4 4 5 5 4 4 5 3 3 4 4 4 4 4 4 4 

120 3 3 4 4 3 4 4 4 4 4 4 3 4 4 3 3 

121 2 2 2 2 2 2 2 2 2 3 2 2 2 2 2 3 

122 4 5 4 4 4 4 4 5 4 5 4 4 4 4 4 5 

123 4 4 4 3 3 3 4 4 3 4 4 4 4 4 4 4 

124 3 3 3 2 3 2 2 2 2 2 3 2 3 2 3 2 

125 4 4 4 4 4 4 4 4 4 5 4 4 4 4 4 4 

126 3 3 3 3 3 2 3 2 2 3 2 2 3 2 2 2 

127 3 3 3 4 4 5 4 4 4 4 4 4 4 4 4 4 

128 3 3 3 3 2 2 3 2 2 3 2 3 2 2 3 2 

129 3 3 3 3 3 3 4 4 4 4 4 4 4 4 4 4 

130 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

131 2 3 2 2 2 2 3 2 2 2 3 2 2 3 2 2 

132 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

133 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

134 5 4 4 4 4 5 4 4 4 5 5 5 4 4 4 4 

135 4 4 4 4 4 5 4 4 4 5 5 5 5 5 5 5 

136 4 5 4 4 5 5 4 4 4 4 4 4 5 5 5 5 

137 4 4 5 4 4 5 4 4 4 4 4 4 5 5 4 5 

138 4 4 5 4 4 4 4 5 4 4 4 4 4 4 5 4 
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No Karakteristik Kepribadian Pengguna Instagram Sociolla 
 NEU1 NEU2 NEU3 EKS1 EKS2 EKS3 KTB1 KTB2 KTB3 PSJ1 PSJ2 PSJ3 KHT1 KHT2 KHT3 KHT4 

139 3 2 3 2 2 2 3 2 2 3 2 2 3 2 3 2 

140 5 4 5 5 4 5 5 5 4 4 4 5 5 4 4 5 

141 4 4 5 4 4 4 5 4 4 4 4 4 4 4 4 4 

142 4 4 4 5 5 4 4 5 5 5 4 5 5 4 5 5 

143 4 4 4 4 5 4 4 4 4 4 5 4 4 4 4 4 

144 5 4 5 5 5 4 4 4 5 4 5 5 5 5 5 4 

145 5 5 5 5 5 4 5 4 4 5 5 4 4 4 4 5 

146 5 5 5 5 5 4 5 4 4 4 4 4 4 5 5 5 

147 3 3 5 4 3 4 4 4 3 5 5 3 5 5 5 5 

148 4 4 3 5 5 5 4 4 4 3 3 3 4 4 5 5 

149 3 3 3 3 4 5 5 5 5 5 5 4 5 5 5 5 

150 2 2 2 3 2 2 3 2 3 2 2 3 2 2 2 2 

151 4 5 4 4 5 5 5 4 5 5 5 4 5 5 2 5 

152 4 3 3 3 3 3 4 4 3 4 4 4 4 5 3 3 

153 3 3 3 3 3 3 3 3 3 4 3 4 4 4 4 4 

154 3 3 3 3 3 3 3 3 3 3 3 3 3 3 4 4 

155 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

156 3 4 4 4 3 3 3 4 4 4 4 4 4 4 4 4 

157 2 3 2 2 2 3 2 2 2 3 2 2 2 2 3 2 

158 3 4 3 4 4 4 4 3 3 4 3 2 4 4 5 5 

159 4 4 4 4 4 4 4 4 4 4 4 5 5 5 5 5 

160 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

161 3 3 4 4 3 3 4 3 3 4 4 3 4 3 3 4 

162 4 4 4 4 4 4 4 4 4 4 4 4 4 5 5 4 

163 2 3 2 2 3 2 3 2 3 2 2 3 2 3 2 2 

164 5 5 5 5 5 5 5 5 5 5 4 4 4 4 4 3 

165 5 5 5 5 5 5 5 5 5 5 5 4 4 4 4 5 
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No Karakteristik Kepribadian Pengguna Instagram Sociolla 
 NEU1 NEU2 NEU3 EKS1 EKS2 EKS3 KTB1 KTB2 KTB3 PSJ1 PSJ2 PSJ3 KHT1 KHT2 KHT3 KHT4 

166 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

167 4 4 3 3 4 4 4 4 4 4 3 3 4 3 4 4 

168 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 3 

169 2 3 2 2 3 2 2 2 3 2 2 2 3 2 2 2 

170 4 4 4 4 4 4 4 4 4 4 4 4 5 5 5 5 

171 4 4 5 5 5 5 5 5 5 5 5 5 5 5 4 4 

172 3 3 4 4 3 3 4 3 3 5 4 3 4 5 4 4 

173 4 5 5 5 5 4 5 4 4 5 4 5 5 5 5 5 

174 4 4 4 5 4 4 4 4 5 5 4 4 5 4 3 4 

175 5 5 5 4 4 4 5 4 4 4 4 4 4 5 5 5 

176 4 4 5 5 4 4 5 4 3 3 4 5 4 3 3 4 

177 4 5 4 4 5 4 4 4 4 4 5 4 4 5 4 4 

178 2 3 2 2 3 2 2 2 3 2 2 2 3 2 2 3 

179 3 3 3 3 4 3 4 3 3 3 4 4 4 4 4 3 

180 5 4 4 4 5 4 4 4 4 4 5 4 4 4 3 3 

181 4 3 5 4 4 4 4 5 5 4 5 3 4 4 5 4 

182 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

183 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

184 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

185 3 3 3 3 4 4 4 4 4 4 4 4 4 4 4 4 

186 4 3 3 3 3 4 4 4 4 4 4 4 4 4 4 4 

187 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

188 4 3 3 3 3 3 3 3 4 4 4 4 4 4 4 4 

189 3 3 3 4 4 4 4 4 4 4 4 4 4 4 4 4 

190 4 4 4 4 4 3 3 3 3 3 3 3 4 4 4 4 

191 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

192 2 3 2 2 3 2 3 2 2 2 3 2 2 2 2 2 
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No Karakteristik Kepribadian Pengguna Instagram Sociolla 
 NEU1 NEU2 NEU3 EKS1 EKS2 EKS3 KTB1 KTB2 KTB3 PSJ1 PSJ2 PSJ3 KHT1 KHT2 KHT3 KHT4 

193 2 2 3 2 2 2 3 2 2 2 2 3 2 2 3 2 

194 4 4 4 4 4 4 4 4 4 4 4 4 4 5 4 3 

195 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

196 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

197 4 4 4 4 3 3 4 5 5 5 5 5 5 5 5 5 

198 4 5 4 4 4 4 5 4 3 3 4 4 4 4 5 4 

199 4 5 4 5 4 4 4 4 4 4 5 4 4 5 5 4 

200 4 4 4 4 4 4 4 4 4 4 4 4 4 5 4 3 
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LAMPIRAN 5  

HASIL OLAH DATA SMARTPLS 

 

1. Model Diagram Jalur 
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2. Nilai Outer Loadings 

 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Citra Merek Karakteristik Informasi Penggunaan Media SosialKarakteristik Kepribadian Penggunaan Media SosialKarakteristik Sosial Penggunaan Media SosialKepercayaan Kesadaran Merek e-WOM

BOSC1 0,842

BOSC2 0,840

BOSC3 0,839

BOSC4 0,798

BRSC1 0,793

BRSC2 0,785

BRSC3 0,824

BRSC4 0,706

CM1 0,884

CM2 0,886

CM3 0,890

EKS1 0,823

EKS2 0,807

EKS3 0,823

KHT1 0,852

KHT2 0,836

KHT3 0,749

KHT4 0,778

KLI1 0,877

KLI2 0,810

KLI3 0,884

KM1 0,929

KM2 0,906

KM3 0,912

KNI1 0,870

KNI2 0,844

KNI3 0,905

KPR1 0,913

KPR2 0,893

KPR3 0,878

KTB1 0,829

KTB2 0,864

KTB3 0,799

KTI1 0,824

KTI2 0,805

KTI3 0,856

NEU1 0,772

NEU2 0,712

NEU3 0,744

PSJ1 0,829

PSJ2 0,801

PSJ3 0,735

WOM1 0,888

WOM2 0,922

WOM3 0,902

Outer Loadings
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3. Konstruk Reliabilitas dan Validitas  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4. Path Coefficients 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE)

Citra Merek 0,864 0,864 0,917 0,786

Karakteristik Informasi Penggunaan Media Sosial0,953 0,956 0,960 0,728

Karakteristik Kepribadian Penggunaan Media Sosial0,962 0,970 0,966 0,637

Karakteristik Sosial Penggunaan Media Sosial0,922 0,928 0,936 0,647

Kepercayaan 0,875 0,876 0,923 0,800

Kesadaran Merek 0,904 0,905 0,940 0,839

e-WOM 0,888 0,890 0,931 0,818

Construct Reliability and Validity
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5. Nilai Cross Loading 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Cross Loadings

Citra Merek Karakteristik Informasi Penggunaan Media SosialKarakteristik Kepribadian Penggunaan Media SosialKarakteristik Sosial Penggunaan Media SosialKepercayaan Kesadaran Merek e-WOM

BOSC1 0,442 0,484 0,115 0,842 0,456 0,331 0,518

BOSC2 0,411 0,476 0,174 0,840 0,429 0,304 0,478

BOSC3 0,403 0,473 0,074 0,839 0,383 0,292 0,465

BOSC4 0,356 0,443 0,038 0,798 0,293 0,263 0,408

BRSC1 0,395 0,491 0,132 0,793 0,337 0,294 0,378

BRSC2 0,311 0,462 0,144 0,785 0,374 0,302 0,364

BRSC3 0,326 0,488 0,096 0,824 0,329 0,318 0,407

BRSC4 0,244 0,357 0,073 0,706 0,219 0,203 0,381

CM1 0,884 0,558 0,170 0,445 0,655 0,650 0,658

CM2 0,886 0,443 0,085 0,365 0,671 0,570 0,603

CM3 0,890 0,481 0,079 0,397 0,638 0,620 0,599

EKS1 0,103 0,091 0,823 0,117 0,117 0,158 0,263

EKS2 0,145 0,159 0,807 0,209 0,115 0,176 0,298

EKS3 0,178 0,133 0,823 0,133 0,153 0,139 0,259

KHT1 0,115 0,165 0,852 0,136 0,119 0,189 0,312

KHT2 0,090 0,154 0,836 0,101 0,107 0,162 0,239

KHT3 0,063 0,128 0,749 0,089 0,043 0,140 0,222

KHT4 0,089 0,117 0,778 0,075 0,055 0,098 0,217

KLI1 0,468 0,877 0,100 0,451 0,466 0,460 0,498

KLI2 0,499 0,810 0,051 0,532 0,466 0,416 0,480

KLI3 0,525 0,884 0,084 0,509 0,504 0,491 0,508

KM1 0,633 0,469 0,169 0,299 0,673 0,929 0,605

KM2 0,596 0,473 0,137 0,318 0,673 0,906 0,581

KM3 0,670 0,531 0,192 0,370 0,712 0,912 0,638

KNI1 0,525 0,870 0,089 0,443 0,479 0,467 0,498

KNI2 0,510 0,844 0,079 0,466 0,485 0,493 0,524

KNI3 0,510 0,905 0,133 0,507 0,454 0,481 0,501

KPR1 0,671 0,475 0,092 0,366 0,913 0,684 0,582

KPR2 0,618 0,454 0,058 0,418 0,893 0,656 0,555

KPR3 0,690 0,493 0,167 0,410 0,878 0,671 0,629

KTB1 0,126 0,099 0,829 0,095 0,138 0,214 0,286

KTB2 0,088 0,064 0,864 0,113 0,092 0,140 0,251

KTB3 0,032 0,091 0,799 0,140 0,088 0,138 0,197

KTI1 0,351 0,824 0,122 0,512 0,356 0,414 0,422

KTI2 0,382 0,805 0,183 0,514 0,382 0,408 0,410

KTI3 0,480 0,856 0,200 0,471 0,456 0,479 0,524

NEU1 0,004 0,005 0,772 0,035 0,000 0,051 0,179

NEU2 0,094 0,086 0,712 0,083 0,087 0,092 0,172

NEU3 0,039 0,044 0,744 0,101 0,042 0,124 0,175

PSJ1 0,166 0,139 0,829 0,118 0,155 0,190 0,352

PSJ2 0,117 0,103 0,801 0,101 0,116 0,152 0,299

PSJ3 0,058 0,050 0,735 -0,033 -0,016 0,056 0,201

WOM1 0,595 0,510 0,325 0,434 0,546 0,583 0,888

WOM2 0,659 0,517 0,284 0,531 0,612 0,623 0,922

WOM3 0,643 0,523 0,259 0,481 0,629 0,596 0,902
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6. Model Struktural SmartPLS Algorithm 
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7.  R-Square  

 

 

 

 

 

 

 

 

8.  Q- Square  

R Square R Square Adjusted

Citra Merek 0,626 0,622

Kepercayaan 0,435 0,432

Kesadaran Merek 0,613 0,609

e-WOM 0,442 0,434

Quality Criteria

R Square

  SSO SSE Q² (=1-SSE/SSO) 

Brand Awareness 600.000 297.243 0.505 

Brand Image 600.000 308.600 0.486 

Information Characteristics 1800.000 1800.000   

Personality Characteristics 3200.000 3200.000   

Social Characteristics 1600.000 1600.000   

Trust 600.000 393.658 0.344 

WOM 600.000 388.727 0.352 
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Abstract: Brand equity is a valuable intangible asset for companies, yet is increasingly 

difficult in managing in an era with hard to control social media. The purpose of this 

study was to investigate the effect of social media usage characteristics on electronic 

word-of-mouth (e-WOM), trust, and brand equity by dividing the characteristics to 
personality,  social,  and information.  A survey  was administered to 430 respondents 
who had experience of using airline social media and the collected data was analyzed 
using structural equation modeling. The results showed that the personality and 

informational characteristics from social media usage had statistically significant effects 

on e-WOM. It was found that the e-WOM had significant effects on trust and also on 

brand awareness. The trust was shown to have a statistically significant effect on brand 
awareness and brand image. Therefore, this study categorizes social media usage 
characteristics into three characteristics: personality characteristics, social 
characteristics, and information characteristics, and each of these usage characteristics 
present a strategy to improve actual brand equity of airline through e-WOM and trust in 
empirical methods. The findings of this study are expected to provide fundamental data 
for the development of strategies related to airline social media. In addition, this study 
has implications for suggesting to improve brand equity through e-WOM and trust. 
 
Keywords: social media usage characteristics; Big Five personality traits; personality 
characteristics; social characteristics; information characteristics; e-WOM; trust; brand 
equity; brand awareness; brand image 
 

 

1. Introduction 

Social media is a space that allows consumers to discuss freely exchanged opinions. These 
interactions between consumers in social media are fundamentally changing the 
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communication between brands and customers [1,2]. Social media has dramatically 
changed the process for how brand contents is created distributed and consumed, and has 
made it possible for the brand images created by marketers to be delivered online via 
consumers [2–4]. Social media is also fundamentally changing the way consumers acquire 
the information they want, how they buy products, and how they discuss social issues and 
pursue social change. 

 

In the past, the public mostly relied on the service of travel products offered by travel 
agencies for overseas trips, but nowadays, the range of choices for travel destinations, 
hotel reservations, and flight ticket purchases have become diversified and subdivided 
through social media and the Internet. There has been a rapid increase in the number of 
cases where travel plans are set up, flight tickets are purchased, and hotel rooms are 
reserved through various travel information delivered through social 

media. In addition, information can be viewed and shared at any time or place so people 
are making faster decisions while preparing for overseas trips. 

 
According to Socialbakers’ statistics on usage levels of social media in the aviation industry 
based on Facebook fans as of June 2019, Qatar Airways has the world’s largest number of 
fans, at 14 million followed by KLM with about 13 million. Compared to foreign cases, the 
usage of social media in marketing and the awareness of its importance in Korean airlines 
seem to be very low, considering the small size of fans (Asiana Airlines 570,000, Jeju Air 
500,000, and Eastar Airlines 470,000). Thus, the use of social media by airlines in Korea is 

limited compared to that of overseas airlines. Major Korean airlines have official social 
media accounts, but their activities and marketing are less active than overseas. The use 
of airline social media by passengers is likely to increase continuously and so will the 
importance of social media in airline marketing. 
 
Unlike other industries, the products of the airline industry consist of seats and service, 
which are material and intangible as comprehensive service ones, so there are no leftover 
stocks and the produced amount cannot be controlled. Even if products are not made or 
sold, it carries a unique characteristic where a definite amount of expense is spent, so it 

is important to attract potential customers through different marketing activities and, in 
the long term, enhance brand values. Seo and Park [5] examined the influence of corporate 
social media activities on customer response through brand equity in the social media 
marketing aspect of the airline industry. Studies on social media have been being actively 
conducted, however few studies have been conducted that systematically characterize the 
use of social media [6–10]. In particular, there is still a lack of research on how the use of 

social media can have an effect on corporate performance. This study shows that the 
characteristics of personality, social, and information characteristics in terms of users of 
social media examined the impact on companies through electronic word-of-mouth (e-
WOM). The studies to identify the factors in characteristics    of airline social media usage 

and how those characteristics affect airlines are likely to provide very important 
implications for developing strategies related to airline social media. The purpose of this 

study was, therefore, to analyze empirically the effects of the characteristics of airline 
social media usage on electronic word-of-mouth (e-WOM), trust, and brand equity. 
 

2. Theoretical Background 

“Media” is a collective term for tools that mediate human communication [11]. Social 
media is a concept that encompasses social network services (SNSs) such as Facebook, 
Twitter, and LinkedIn that share the connections formed through registered personal 
profiles [12] and is one of the interactive media that has enhanced the function of 
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producing and sharing contents, in addition to the network function of existing SNS [13]. 
Richter and Koch [14] defined social media as “an online application, platform, and media 
that facilitate the interaction, collaborative work, and contents sharing”. The marketing 
activities using social media provide companies with the opportunities to build individual 
relationships with consumers and to reach closer to them [15]. Social media studies in the 
tourism industry may be divided, by their perspectives, into consumer and supplier ones, 
or, by the variables, into ones to identify the prerequisites for using social media and the 
impact of social media [16,17]. The e-WOM in social media varies depending on the 
personality characteristics of individual users, social networks, and information 
characteristics provided. This study, following the findings of previous studies, defines 
social media usage characteristics as personality, social, and information ones. 

 
The study of personality characteristics centers on predictions of consumer reactions and 
behaviors in specific consumption situations and has been actively performed in the field 
of consumer behaviors and consumer psychology [18]. In the field of personality 
psychology, researchers have studied to discover universal and important characteristics 

that can distinguish individual differences in human personality, and there are various 
theories of physiological and developmental aspects of personality characteristics [19,20]. 
Although the theoretical and methodological underpinnings of the Big Five model are not 
completely without dispute [21], it is regarded as acknowledging at least some of the 
essential aspects of personality [22]. 
 

Neuroticism is defined as a “measurement of controlling emotion and feeling” [22]. A low 
level of neuroticism indicates easy control of feelings, while a high level includes acute 
sensitivity, nervousness, and concern [23]. Extroversion is the positive emotions and 
feelings that occur in social situations. Those who have low Extroversion (Introversion) 
tend to be shy and respond in an introversive fashion when meeting or socializing with 
people [18]. Openness to Experience is an attitude to novel experiences. Those who have 
a high level of openness are curious, creative and innovative, while those who have a low 
level show a clear preference for being customary and consistent, and practical and 
traditional [24,25]. Agreeableness is a concept meaning trust, concern, and generous 
sentiment toward others or the degree of maintaining a comfortable and harmonious 
relationship with others. This trait is expressed as trust, empathy, and is contrasted with 
cynicism, disrespect, and hostility [26]. Conscientiousness refers to the individual 
tendency to keep rules, norms, principles, and others of the organization. Higher 
Conscientiousness is associated with stronger self-restraint, ambition, and hard-work 
[27], and a stronger willingness to complete a task [28]. 

 
All members of society may build trust within relationships with their families, work 
colleagues, neighborhoods, and community groups, and through these social networks, 
increase their quality of life and reach social achievement. Social capital is formed through 
these interpersonal or intergroup relationships, a concept that has been studied in many 
disciplines related to social networks, trust, mutual cognition, and emotional support [29–
32]. Bridging social capital refers to a human network created through voluntary 

engagement in relationships between individuals from different backgrounds and enables 
connections between employers regardless of race, gender, occupation, income, and 
religion [31]. Structural holes are created between members who are not tangled with each 
other based on interest. Such members do not have a direct relationship and provide a 
variety of non-overlapping information to each other, and are thus likely to acquire useful 
new information and knowledge [33]. In contrast, a social network composed of people 
with similar backgrounds and characteristics, such as family and friends, is referred to as 
bonding social capital. This relationship is closely linked by sticky emotion, providing 
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emotional support and practical assistance to each other [34]. In this kind of relationship, 
members are linked by strong internal ties, deep trust, mutual dependence, and active 
emotion [35]. Bridging social capital is helpful for smooth social activities, while bonding 
social capital strengthens one’s identity and is essential for complementary relationships 
[36]. Information can be defined as data where analyzed or contextualized messages are 

conveyed and differences follow depending on the recognition of the recipients [37], and 
due to the recent development of social media, the public can approach information more 
freely so it results in the production and delivery of information that is incomparably 
massive in quantity compared to the past [38]. The information quantity signifies the actual 
amount of information [39,40], and it has mostly been researched in two aspects, including 
the number of choices or the amount of information that is provided for each decision 
[41]. The information credibility is the most fundamental element of the personal 
persuasion process [42] and can be defined as the extent to which the recipients recognize 
that the origin of information has knowledge, skills, and experience related to the product 
or service and will provide unbiased opinions and objective information [43]. The 
information quality is the extent to which the corresponding information helps a decision 
maker in evaluating a product or service and defined as the usefulness of the information 
in decision-making [44]. 
 
e-WOM has long been regarded as an influential marketing tool [45] and social media is 
recognized as the best platform for e-WOM [46,47]. E-WOM is similar to the traditional 

offline WOM in that it is an interactive communication process for exchanging 

experiences and information about products or services, while differing from offline 
WOM in that it is based on the Internet [48]. e-WOM is generally defined as the act of 
meeting and sharing opinions with each other on the Internet and exchanging the ratings 
for services [49–51], which provide usability, accessibility, and persistence for information 

that were unavailable in traditional offline WOM [52]. Consumers search for information 
posted by people who have used a product or service they are planning to purchase in 
attempts to reduce fear or anxiety about failures by verifying relevant information [53]. 
The information disseminated through these 
 

WOMs tends to be accepted as fair and unexaggerated one [54]. WOM is very important 
because it shapes consumers’ attitudes toward brands [55]. e-WOM considers positive 
WOM as expressed in customers’ willingness to recommend the product to others in this 
study. 

 
Trust is a concept that plays an important role in social and economic interactions in which 
uncertainty and dependence exist and have been widely studied in various social sciences 
[56]. Robinson [57] argued that trust is the expectation and belief future behaviors of others 
will be favorable or, at least, non-hostile. In contrast with these definitions of trust in terms 
of emotion or psychological state, there are other definitions from the behavioral 
perspective. Mishra [58] defined trust as a party’s willingness to be vulnerable to another 
party based on the belief that the other party is competent, open, concerned, and reliable. 
Trust is basically defined as taking risks, and in some situations, choosing one option in spite 
of the possibility of loss by others [59]. Consequently, trust has two components as the 
confident expectations of the brand’s reliability and good intentions to the brand even in 
unexpected problems [60]. Trust in service providers is an essential factor in determining 
the quality of successful relationships [61] and is an important variable in forming 
relationships with customers [62]. 
 
The groundwork for customer-based brand equity (CBBE) was set in the early 1990s by 

Aaker [63] and Keller [64,65] and has received ample attention in many different fields. 
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Keller [64] insisted that customer-based brand equity occurs when the customer is 

familiar with the brand, and this gives the customers a favorable, powerful, and/or unique 
memory about the brand image. Keller [64], accordingly, defined brand equity as the 
customer’s response to brand knowledge and presented the components of brand equity 
as brand awareness including brand recall, brand recognition, and brand image including 
the type, preference, strength, and uniqueness associated with the brand. Brand equity 
may be, therefore, defined as a measure of the favorable outcome in a market that would 
not have occurred if the product or service had no such brand. Brand equity is formed when 
customers are aware of the brand and have a unique and positive image associated with 
the brand [63]. Therefore, brand equity is an important intangible asset of a company and 
is a higher level of concept than other concepts related to the brand, such as brand love 
or brand loyalty. In previous studies [66,67], the influence of brand love and brand loyalty 
on brand equity as parameters were conducted. 
 
Brand awareness is often regarded as a fundamental concept of brand equity because it 
is an important starting point and the basis of forming brand loyalty by familiarity with a 
brand generated by brand awareness [68]. Aaker [69] defines brand awareness as a 

concept that represents the degree to which consumers perceive a brand differently from 
other brands, and Keller et al. [70] explained that brand awareness is the ability of 
potential customers to recognize and recall a particular brand in a product category. Brand 

awareness refers to the consumer’s ability to identify a brand under different 
environmental conditions, that is, the ability to remember a brand [71], which forms the 
basis for building an image, attitude, and trust in the brand and is a very important concept 
in that it is the first step in the purchase where a product or service is included in the 
consumer’s consideration sets. Brand awareness, therefore, plays a role in providing 
consumers with confidence in the quality of products with the brand [72]. 
 
Brand image is a positive or negative feeling that a consumer has about a brand, confidence 
in the brand, or a psychological structure of the consumer, and is defined as a set of beliefs 
that the consumer has about the brand [73]. Low and Lamb [74] insisted that brand image 
is a belief about the function and symbol of a brand’ and is composed of a symbolic, social, 
and psychological image. Dobni and Zinkhan [75] defined brand image as logical or 
emotional perception reflecting the brand association of the consumer. The positive 
brand image is made possible by a marketing program that connects strong, favorable, 
and unique associations with the brand in the memory of the consumer and may be 
generated by, in addition to the information controlled by the marketing manager, various 
channels such as the direct experiences of consumers, opinions, and WOM of other 
consumers [65]. Brand image is composed of a combination of physical, emotional, and 
psychological elements of the consumer, and is created by combining associations with the 
brand [64]. 
 

Consumers with different personalities may respond differently to an identical product 
or service [76]. Noh et al. [77] examined the influence of WOM by inputting personality 
traits of users using online in their 20–30s as situation variables. Ju and Suh [78] examined 

consumer commitment to an online shopping-mall and its effects on WOM intention and 

reported that the Big Five Personality traits (excluding Openness) had a significant effect 
on WOM intention through commitment. Bachrach et al. [79], in their study on Facebook 
and personality factors, investigated the personality, Facebook profile, network size, 
photos, and number of events and reported that Extroversion was the strongest predictor 
of WOM intention and followed by Neuroticism, Openness, Conscientiousness, and 
Agreeableness. This study, based on these previous studies, developed the following 

hypothesis about the effect of personality characteristics of social media usage of 
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consumers. 
 
Hypothesis 1 (H1). The personality characteristics of social media usage have a 

significant positive effect on e-WOM. 

The management of e-WOM through social media has a complicated structure inevitably 
because the users as consumers simultaneously produce the value and meaning of 
marketing information [80]. It was also suggested that this variable should be measured 
and expanded at the individual and social levels because the consumers, in e-WOM 
processes, jointly produce and share social capital [81]. Ellison et al. [12] investigated 

whether offline social capital is generated also through online tools and demonstrated 
that SNS plays a role in shaping and maintaining social capital accumulated through 
relationships between people. Lee [82] studied, focusing on the comparison between 
Facebook and Twitter, the e-WOM behaviors and demonstrated that the bridging and 

bonding social capitals had  a significant effect on e-WOM where the former had a 

stronger effect. This study, based on these previous studies on social characteristics, 

developed the following hypotheses about the effect of social characteristics of social 
media usage of consumers. 
 
Hypothesis 2 (H2). The social characteristics of social media usage have a significant 
positive effect on e-WOM. 
 

Information and consumers have significant effects on e-WOM [83]. As has already been 
demonstrated in several studies, greater amounts of online reviews lead to more 
information that consumers acquire about the product or service, resulting in more 
pervasive e-WOM and higher sales [83–86]. Wen [87] set online information 

characteristics as accuracy, vividness, and neutrality in the study on the effect of e-WOM 
information characteristics on WOM acceptance, WOM spread, and purchase intention by 

product type, and reported that the accuracy of the information had effects on WOM 
acceptance, and consequently on WOM spread and purchase intention. In a study 

measuring the effect of tourism e-WOM information quality and reliability and 

community interaction on the usefulness of WOM and the WOM effect, it was found that 

the information quality and information reliability had a positive effect on WOM [88]. This 
study, based on these previous studies, developed the following hypothesis about the 

effect of the information characteristics of social media usage    of consumers. 

 
Hypothesis 3 (H3). The information characteristics of social media usage have a 

significant positive effect on e-WOM. 

WOM forms the attitude of consumers toward a brand [55] and the information 
disseminated through WOMs tends to be accepted as fair and unexaggerated [54]. e-

WOM may have a stronger effect compared to offline WOM in some situations. e-WOM 
is regarded as a reliable and fair source of information, shaping consumer expectations, 

affecting attitudes, purchasing decisions, and post-evaluation [89]. Ladhari and Michaud 
[90] studied the influence of e-WOM on hotel booking intentions, attitudes, trust, and 
website rating, and demonstrated that more positive WOM for hotels has an association 
with higher trust in hotels. Cha [91] studied the development of a communication 
paradigm model for the e-WOM of restaurant information and argued that positive e-
WOM builds confidence in the sender. Bickart and Schindler [45] investigated Internet 
forums and reported that Power Blogs act as leaders in online oral communication and that 
consumers trust information gained from Power Blogs more compared to those from 
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typical company websites, resulting in some effect on brand evaluation. 

The most important feature of social media is that users, without constraint on time and 
place, directly produce and consume desired content. This means that more active and 
vigorous participation of consumers than company-led one-way communication is 

possible, and such participation is likely to have strong effects on consumers’ awareness 
and attitudes toward the brand. The recommendation to other consumers about their 
experiences after online purchasing or using products or services is a typical process of e-
WOM in this digital age and has been continuously expanded [92]. The studies on the 
relationship between e-WOM and brand equity factors have been performed continued 

in the service field. Yim [93] demonstrated that e-WOM had a significant effect on brand 
awareness in a study of family restaurant brands. Kim [94] confirmed that positive WOM 
activities of marketing communication in the relationship between marketing 

communication and service brand equity factors had a positive effect on brand awareness 
and brand image. Godey et al. [6] investigated luxury brands’ social media marketing 

efforts and demonstrated that e-WOM influenced brand awareness and brand image by 
classifying the e-WOM as a social media marketing factor. In the aviation industry field, 
Lee [95] conducted a study on the influence of WOM activities on brand image and brand 
awareness. This study, based on these previous studies, developed the following 

hypothesis about the effect of e-WOM. 
 
Hypothesis 4 (H4). The e-WOM has a significant positive effect on trust. Hypothesis 5 

(H5). The e-WOM has a significant positive effect on brand awareness. Hypothesis 6 

(H6). The e-WOM has a significant positive effect on brand image. 

According to Forunier et al. [96], as with people engaging with each other in everyday life, 
consumers engage in personal relationships with the brands they purchase. The trust is 
part of the brand and consumer relationship and is one of the most influential factors in 
actual online consumption. Trust is the willingness to trust in, rely on, and exchange with 
others and, in the situation of dangerous and uncertain services, is a valuable factor for 
successful long-term relationships [97]. Consumers have a rigid characteristic of not 
participating in behaviors that they consider to be worthless [98]. Trust  is formed through 
the entire process of recognizing, purchasing, using, and experiencing the brand and is an 
interaction between consumer and brand at equal positions. Kim et al. [99], in their study 
on hospital service, argued that brand equity could be formed through customer 

satisfaction, trust, and commitment, and had a positive effect on improving the overall 
image of the hospital. Han et al. [100] studied brand equity, brand reputation, and brand 

trust, and reported that brand awareness had a positive effect on brand trust through 
brand reputation. Fatma et al. [101], in a study of company reputation and brand equity 

through company social responsibility activities, found a significant effect of trust on brand 
equity. Loureiro [102] investigated the brand equity and demonstrated that trust has a 

positive effect on brand awareness. This study, based on these previous studies, 

developed the following hypothesis about the effect of trust. 

 
Hypothesis 7 (H7). The trust has a significant positive effect on brand awareness. 
 
Hypothesis 8 (H8). The trust has a significant positive effect on brand image.  

 
3. Methodology 
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The purpose of this study was to identify the influence of personality, social, and 
information characteristics of social media usage on brand equity through e-WOM and 
trust. For the purpose, the empirical analysis method using structural equations was 
performed and, as shown in Figure1, the research model is presented. 

 

Figure 1.  Research model. 

 
The questionnaire used in this study was prepared by conducting a preliminary survey 
based on existing literature studies, supplementing, and revising. The items of the 
questionnaire were classified into personality characteristics (15), social characteristics 
(8), information characteristics (9), e-WOM (3), trust (3), brand awareness (3), and brand 
image (3). A total of 44 items were asked. Royse [103] compared the pros and cons of 
quantitative research and qualitative research, and while quantitative research secures 
objectivity through theory-based research results, qualitative research overly depends on 
subjective judgment and the research results show a lack of objectivity. Therefore, this 
study started research about social media characteristics and the theoretical background 
of e-WOM and gathered structured questionnaires as the data in order to identify a 
universal law. In addition, the demographic characteristics and airline usage were also 
asked. The survey scale was the Likert five-point scale, with five being very true and one 
being not at all. The survey was conducted on Koreans who had experience of using 
airlines using the convenience sampling method, from Aug. 11 to Sep. 15, 2017. In this 
study, non-probabilistic sampling was used. This is a common technique in social science  
and statistical research. Based on the probability sampling method, there are advantages 

including how it is relatively easy to carry out a very difficult investigation and useful to 

quickly comprehend certain trends [104]. Sampling was difficult to investigate because 
we chose a specific target. The investigation took about a month. The statistical analysis 
method of this study is considered very appropriate. Non-probability sampling methods 
have been used in various fields for longer than probability sampling, and the use of non-
probability sampling methods is increasing. Non-probability sampling methods are widely 
used in research and research fields [105]. 
 
The random sampling method was applied in this study to ensure internal consistency 
and 
solve sample selection bias-related issues. In order to obtain a genuine response, the 
researcher collected a sample with data by conducting a face-to-face survey. Through this 
process, a total of 450 questionnaires were distributed and 442 of them were collected. 
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After excluding twelve ones with missed or inappropriate data, 430 questionnaires were 
used in the final analysis. This is because when the data is systematically lost due to 

omission, the results may not characterize the population and also be affected by validity 
and reliability [106]. The items of the questionnaire are shown in Table 1. 

 
  

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Characteristics 
of Social Media 
Usage 

 

 
 
 

Bonding Social Capital 
Airline social media is a good candidate to be 

recommended for airline usage and travel 
information. 

Airline social media advises me in making 
important decisions about airline usage and 

travel information 
Airline social media is helpful in solving 

problems related to airline usage and travel 
information. 

Airline social media is helpful when airline 
usage and travel information are sought in a 

hurry. 

(2017). [8]; 
Kim, B., and Kim, Y. (2017). [9] 

 
 

 Table 1. Questionnaire items.  

Variable Item Related Studies 

 Neuroticism 
I have calm characteristics. 

I am emotionally stable. 

I do not become angry easily. 

 

 Extroversion 
I am extroversive. 
I am enthusiastic. 

 

Personality 
Characteristics 

I am active. 

Openness 

 

Alan, A. K., and Kabadayı, E. 

of Social 

Media Usage 
I like new kinds of experience. 

I like change. 
 I am 

creative. 

T. (2016) [7] 

 Agreeableness 
I am kind. 

I am generous. 

I like emotional interaction with others. 

 

 Conscientiousness 
I am sincere. 

I am trustworthy. 

I have habits of readiness and strict. 

 

 
 
 
 
 
 

Social 

Bridging Social Capital 
Airline social media makes me to be 

interested in news, 
Airline social media makes me to be curious 

about another world. 
Airline social media makes me to want to try 

something new. 
Airline social media makes me to be 

attention to people who think differently 
from me. 

 
 
 
 
 

Su, C. C., and Chan, N. K 

 

. 
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Table 1. Cont. 

Variable  Item Related Studies 

Information Quantity 
media.Airline social media has a high amount 

of information. 
Social media has high amount of information 

about airlines. 
Many people post much information about 

airline on social 

Information Reliability 

Information 
Characteristics 

of Social Media 
Usage 

I think that the information on airline social 
media is credible. 

I think that the information on airline social 
media is accurate. 

I think that the information on airline social 
media is influential. 

Information Quality 
I think that the information on airline social 

media is easy to understand. 
I think that the information on airline social 

media is certain. 
I think that the quality of information on 

airline social media is excellent in general. 

I will post positive comments about this 

 
Erkan, I., and Evans, C. 

(2016). [10] 

airline on my social media. 
Goyette, I., Ricard, L.,

 

e-WOM 
I will recommend to use this airline through my 

social media. 
I will recommend to use this airline to my 

social media acquaintances. 

Bergeron, J., and Marticotte, F. 
(2010). [107] 

 
 

This airline is reliable. 
Delgado–Ballester, E., and 

Trust 

 
 
 
 

Brand Equity 

I think that this airline does not hide the 
important information I needs to know. 

I believe this airline respects its promises. 

Brand Awareness 
I can always recognize this airline brand. I am 

familiar with this airline characteristic. 

I remember this airline logo certainly. 

Brand Image 
This airline is a leading one in their industry. I 

have an impressive experience of this airline. 
The airline is a customer-centered company. 

 

 

 

 
 

Munuera–Alemán, J. L. 
(2005). [60] 

 
 
 

Godey, B., Manthiou, A., 
Pederzoli, D., Rokka, J., 

Aiello, G., Donvito, R., and 
Singh, R. (2016). [6] 
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This study, to identify characteristics of passengers who have experience using airline 
social media, analyzed data using the SPSS 21.0 program and AMOS 20.0 program, which 
have been widely used as statistical packages of social sciences. The frequency analysis 
was conducted to identify the characteristics of the sample, and confirmatory factor 
analysis was performed to further analyze the validity of the measurement model. The 
secondary forms of concepts that are composed of sub-factors were each analyzed by 
confirming factor analysis to verify the internal validity and then converted to the primary 
form. In addition, Using Cronbach’s α, by scales, the refinement of the scale was carried 
out. The concentration and discriminant validity were verified, and the hypothesis of this 
study model was verified through structural equations. 
 

4. Empirical Analysis 

The valid samples of this study are 430 subjects, and Table2shows the demographic 

characteristics of the subjects. The females were somewhat higher, with n = 235(54.7%) 

and males were n = 195 (45.3%). The most frequent age group was n = 159 (37.0%) for 

31–40 years old and followed by n = 149 (34.6%) for 21–30, n = 75 (17.4%) for 41–50 years 

old, n = 30 (7.0%) for 51 years old or older, and n = 17 (4.0%) for younger than 20 years 
old. This confirmed that those in their 20s and 30s who are active in social and economic 
activities are the main generations of using social media. The distribution of airlines that 

subjects have experience of using social media showed n = 188 (43.7%) for Korean Air, n = 

154 (35.8%) for Asiana Airlines, n = 72 for low-cost domestic airlines (16.7%), n = 11 for 

foreign airlines (2.6%), and n = 5 (1.2%) for foreign low-cost airlines (1.2%), indicating that 
major airlines are focusing on SNS as part of their marketing strategy. 
 

Table 2. Demographic characteristics of subjects. 
 

Variable Frequency (n)              
Percentage (%) 

      Gender                                        
Male                                             195                                     45.3 

 
 
 
 
 
 
 
 
 
 
 

 Female 235 54.7 

 Under 21 17 4.0 

 21–30 149 34.6 

Age 31–40 159 37.0 

 41–50 75 17.4 

 51 and Over 30 7.0 

 Work or Business 34 7.9 

 Tour and Vacation 367 85.3 

Purpose of Using Airline Education and Meeting 9 2.1 

 Visiting Friend and Relatives 15 3.5 

 Others 5 1.2 

 Asiana Airlines 154 35.8 

 Korean Air 188 43.7 

Social Media Usage Foreign Airlines 11 2.6 

 Domestic Low-Cost Airlines 72 16.7 

 Foreign Low-Cost Airlines 5 1.2 

 1 149 34.6 

 2–3 163 37.9 

Frequency of Using 4–5 77 17.9 

Airlines per Year 6–7 14 3.3 

 8–9 7 1.6 

 10 and Over 20 4.7 
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Total Respondents                                 430                                   100% 

 

As the results of confirmatory factor analysis to verify the single-dimensionality, 
conceptual validity and reliability of the measurement items are shown in Table3. The 

Squared Multiple Correlations (SMC) value of all the measured items except Image 2 
appeared to be 0.5 or more, and the standardized factor loadings of the measured items 
were 0.7 or more, ensuring the concentration validity [108]. In addition, all Cronbach’ α 

values were more than 0.7, ensuring content validity. For the result of confirmatory factor 
analysis for each item, χ2 = 552.814, df = 168, CMIN/DF = 3.291, p =0.000, GFI = 0.889, 
NFI = 0.890, IFI = 0.920, CFI = 0.920, RMR = 0.04, and RMSEA = 0.073, indicating 
that the research model of this study is fit. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

To test the hypotheses of this study, the structural equation model analysis was 
performed. The estimated fit and path coefficient of the structural model were χ2 = 
688.229, df = 178, CMIN/DF = 3.866, p < 0.001, GFI = 0.863, AGFI = 0.822, RMR = 0.062, 
CFI = 0.894, TLI = 0.875, and RMSEA = 0.082, indicating a satisfactory level of fitness when 
compared with the general criteria. The structural model presented in this study is 
considered as appropriate, and the hypothesis testing results are presented in Figure2. 

 

Among the characteristics of social media usage, only personality and information 

Table 3. Results of confirmatory factor analysis. 

 
 
 
 
 
 
 
 

social Media 

 
 
 

 
Construct 

 
s 

 
Variable 

 
SMC 

Regression 
Coefficient 

 
S.C.R 

 
α 

    (C.R.)   

  Neu. 0.417 1.357(6.287) 0.553  

  Ext. 0.535 1.489(5.971) 0.657 0.734 
 Personality Ope. 0.420 1.000(Fix) 0.561  

Characteristics  Agr. 0.711 1.997(6.955) 0.843  

     of  Con. 0.601 1.765(6.897) 0.775  

 
Social Bridging 0.624 0.939(16.688) 0.79 0.830 

  Bonding 0.809 1.000(Fix) 0.899  

  Quantity 0.446 0.799(15.351) 0.668  

 Information Reliability 0.787 1.000(Fix) 0.887 0.828 

  Quality 0.72 0.941(21.416) 0.848  

  Trust 1 0.519 1.000(Fix) 0.72  

Trust  Trust 2 0.674 1.294(15.689) 0.821 0.834 

  Trust 3 0.735 1.25(16.178) 0.857  

  e-WOM1 0.681 1.000(Fix) 0.825  

e-WOM  e-WOM2 0.875 1.163(23.663) 0.935 0.908 

  e-WOM3 0.75 1.051(21.767) 0.866  

  Awe. 1 0.617 1.000(Fix) 0.786  

 Awareness Awe. 2 0.553 1.096(14.985) 0.743 0.820 

Brand Equity  Awe. 3 0.654 1.204(16.135) 0.809  

 Image Image 1 0.461 0.929(12.91) 0.729 0.663 
  Image 3 0.532 1.000(Fix) 0.679  
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characteristics are showed significant influence on e-WOM. In particular, it was confirmed 
that the information characteristics showed more influence than the personality 
characteristics because the information characteristics were β = 0.472 and C.R. = 5.598 (p 
< 0.001). In other words, if the information quantity, reliability, and quality of airline social 
media are good, it can be seen that they leave a positive review online. However, social 
characteristics were found to have no significant effect on e-WOM. The relationship 
between e-WOM and brand equity (brand awareness, brand image) yielded different 
results. The e-WOM had a significant effect on brand awareness, but not on the brand 
image. The hypothesis that e-WOM has a significant effect on trust was supported with β 
= 0.562 and C.R. = 10.036 (p < 0.001). The relationship between trust and brand equity 
was found to be statistically significant. 

 

The influence of trust on brand awareness amongst brand equity was β = 0.492, CR = 7.241 
(p < 0.001), and it was displayed as β = 0.91 and CR = 12.263 (p < 0.001) for brand image, 
supporting both H7 and H8. Accordingly, this shows that brand image is built through 
trust. The explanatory power was 38.8% and 77.6%, respectively. 

 
Figure 2. Results of testing hypotheses. * p < 0.05, *** p < 0.01. 
 
5. Conclusions 
The purpose of this study was to investigate the influence of social media usage 
characteristics on brand awareness and brand image of brand equity through e-WOM and 
trust. Through previous studies, social media usage characteristics were derived into 
personality characteristics (Openness, Conscientiousness, Extroversion, Agreeableness, 
and Neuroticism), social characteristics (bridging social capital and bonding social capital), 
and information characteristics (information quantity, Reliability, and quality). The results 
of this study are consistent with the previous studies in a large context [90,101,109], but 
the differences are shown according to the characteristics of the samples and the market 
situation [7,82,88]. 

 
In order to present the empirical results, a survey of 430 passengers with experience using 
airline social media was analyzed. First, personality characteristics among social media 
usage characteristics were found to have a significant effect on e-WOM. Airlines should 
apply customers’ social media activities and online conversations to understand customer 
preferences and also manage customer data. Protection of personal information is an 
important issue for this, but the future lies in ensuring that airlines can use social media 
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data and convert them into actionable insights that will yield closer relationships with 
customers through greater personalization. For this to be achieved, airlines are required 
to make a significant investment in resources and professional training, especially with 
regards to the application of social media data. Second, the social characteristics of social 
media did not have a significant effect on e-WOM. This means that the personality or 
disposition of the individual affects the e-WOM, but the social connection or cohesion 
does not affect the e-WOM in relation to the characteristics of the airline’s use of social 
media. It may be interpreted that any distortions or intentions due to social relationships 
have no effects on the e-WOM. Third, the information characteristics of social media have 
a significant effect on e-WOM. Contrary to social characteristics, and information 
characteristics have a close effect on e-WOM. This indicates that the higher quality, 
reliability, and amount of information are associated with a more active role of e-WOM. 
Accordingly, the airlines should reinforce the functions of the links for the information in 
the technical aspect and also deliver news through various social media channels and 
constantly provide events in order to attract interest from potential customers. 
 
Plenty of high quality and reliable information should be provided to customers, both 
quickly and actively, to strengthen the sales strategies of direct sales without distributors. 
Fourth, e-WOM has a significant effect on trust, suggesting that the more positive WOM 
about the airline in social media is associated with higher trust in that airline. Many studies 
have already demonstrated how important trust is to brands and consumer relationships, 
which gives directions on how airlines should use social media marketing. Fifth, e-WOM 
had a significant effect on brand awareness, but not on brand image, indicating that the 
e-WOM does not directly change the image of airline brands, but has a direct effect on 
brand awareness. It was also found that the building of trust using e-WOM may have an 
effect on brand image. Lastly, trust has a significant effect on both brand awareness and 
brand image of brand equity. Trust has already been shown to be a decisive factor in 
boosting brand equity and that brand equity has a direct bearing on consumer purchase 
intentions. This shows that e-WOM generated through the use of social media has a 
significant impact on airline brand equity through trust. 
 
The airline industry is a part of the service division that plays an important role in the 
tourism and air transport industry and shows consistent growth through technological 
and economic development. However, the emergence of a mega carrier due to the 
merger between former airlines and the market share of low-cost carriers is causing fierce 
competition in the industry. Airlines need new ways to create competitive advantage and 
various strategies are required in order for the airlines to attract and maintain more 
customers. Based on the circumstances, the following is the significance of this study. This 
study focused on investigating the application of social media in the airline industry in 
regard to how this particular field turned to the researches done by other industries due 
to the lack of research about social media targeted on the airline industry. This study 
analyzed the influence of the users’ personality characteristics, social characteristics, and 
information characteristics on e-WOM, trust, and brand equity in respect of social media 
application. The study provides an academic base on social media in the airline industry 
henceforward. 
 
The following is a suggestion for the specific practice. First, the importance of social media 
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marketing should be recognized and dedicated personnel and division should be 
designated to focus on social media marketing. Second, social media marketing that 
customers can join should be implemented and attention should be provided to the data 
collection and management of the users. Third, various reliable information should be 
provided and marketing activities should be executed to activate e-WOM and create 
differentiation that is worthy of gaining trust as well as construct brand equity that can 
make way for cognitive and emotional experiences to the consumers. 
 
As a result, this study suggests that companies should consider customers’ personality 
characteristics for social media marketing activities and also apply the information 
quantity, reliability, and quality to make e-WOM active and gain trust. The marketing 
manager and decision maker should make investments to consistently collect and analyze 
data in order to learn customers’ personal tastes and preferences, and if sufficient amount 
of information and credible data are provided to the customers through social media, 
then significant synergy effect can be expected to construct advanced brand equity. 
Therefore, the result of this study provides support to establish operational strategies as 
to how airline companies should give attention to social media marketing activities and 
conduct research about the strategies of the application measures along with the 
methods that should be applied to build positive word-of-mouth online and reliability 
about the company. 

 
The limitations of this study and future research subjects are as follows. First, the survey 
was conducted only on Korean passengers of domestic airlines and lacked 
representativeness of the sample. That 7.9% of the surveys were included using foreign 
airline social media is insignificant. In the future, comprehensive studies should be 
conducted on foreign cases and airlines. Second, the definition of e-WOM was studied as 
a positive meaning, so it could display preponderance in the research. It is anticipated for 
future research to consider the directivity of e-WOM and the differences that follow the 
varied characteristics. Third, although empirical studies demonstrated that social media 
marketing activities have a significant effect on e-WOM or trust, there is a lack of studies 
on how these results affect to make the actual profit or management performance of 
companies. The overcome of these 
 
limitations in future studies is expected to be greatly helpful not only to aviation 
companies but also to marketers in all areas concerned with social media marketing 
strategies and decision-making. The results of this study confirm how social media usage 
characteristics affect brand equity through e-WOM and trust, and demonstrate the 
importance of using social media in corporate activities of airlines. Despite the limitations 
of this study, it theoretically and statistically was confirmed that results will have great 
significance in future social media research directions, and proposals for airline operation 
strategies will be of practical help to management. 
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