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INTISARI 

 

Penelitian ini bertujuan untuk menganalisis pengaruh social media marketing activity 

terhadap brand equity, pengaruh brand equity terhadap e-WOM, pengaruh e-WOM terhadap niat 

beli, dan pengaruh social media marketing activity terhadap niat beli. Variabel social media 

marketing activity diukur melalui 5 dimensi yaitu entertainment, interaction, trendiness, 

advertisement, customization, variabel brand equity diukur melalui 4 dimensi yaitu brand 

awareness, brand associations, perceived quality, brand loyalty, dan untuk variabel e-WOM diukur 

melalui 4 dimensi yaitu intensity, positive valance, negative valance, content. 

Penelitian ini menggunakan purposive sampling dengan sampel valid berjumlah 215 

responden. Responden tersebut dipilih berdasarkan kriteria tertentu yaitu responden yang 

mengetahui sosial media Instagram Janji Jiwa dan pernah melakukan pembelian Janji Jiwa baik 

secara online maupun langsung datang ke outlet. Metode analisis yang digunakan untuk 

mengevaluasi hasil penelitian adalah Partial Least Square (SmartPLS 3.3.0) 

Hasil uji hipotesis pertama menunjukkan bahwa Social Media Marketing Activity terbukti 

memiliki pengaruh positif dan signifikan terhadap Brand Equity, Brand Equity memiliki pengaruh 

pengaruh positif dan signifikan terhadap e-WOM, selanjutnya e-WOM memiliki pengaruh 

pengaruh positif dan signifikan terhadap Niat Beli. Terakir, Social Media Marketing Activity 

memiliki pengaruh pengaruh positif dan signifikan terhadap Niat Beli. 

 

 

Kata Kunci: Social Media Marketing Activity, Brand Equity, electronic word of mouth, Niat Beli, 

Partial Least Square. 
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ABSTRACT 

 

This study aims to analyze the effect of Social Media Marketing Activity on Brand Equity, 

effect of Brand Equity on e-WOM, effect of e-WOM on Purchase Intention, and effect of Social 

Media Marketing Activity on Purchase Intention. Social Media Marketing Activity will be 

measured through 5 dimensions; entertainment, interaction, trendiness, advertisement, 

customization,  Brand Equity will be measured through 4 dimensions; brand awareness, brand 

associations, perceived quality, brand loyalty, and for e-WOM will be measured through 4 

dimensions  intensity, positive valance, negative valance, content. 

 This study used purposive sampling with 215 valid questionnaires. Respondents 

were selected based on determined criteria; respondents who know the social media of Jiwa Jiwa's 

Instagram and have purchased Janji Jiwa either online or directly to outlets. Partial Least Square 

(SmartPLS 3.3.0)  was chosen as the method of analysis to evaluate research result. 

The results of the first hypothesis test show that  Social Media Marketing Activity is proven 

to have a positive and significant effect on Brand Equity, Brand Equity has positive and significant 

effect on e-WOM, then e-WOM has positive and significant effect on on Purchase Intention. And 

Social Media Marketing Activity positive and significant effect on on Purchase Intention. 

 

Keywords : Social Media Marketing Activity, Brand Equity, electronic word of mouth, Purchase 

Intention, Partial Least Square. 
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