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BAB YV

PENUTUP

5.1. Kesimpulan
Setelah dilakukan analisis hasil pada BAB IV, maka dapat diambil

kesimpulan bahwa sebagai berikut:

1. Dari total responden yang didapatkan sebanyak 157 responden yang telah
memenuhi kriteria peneliti. Responden berjenis kelamin laki-laki sebanyak 90
responden atau sebanyak 57.3% dan responden berjenis kelamin perempuan
sebanyak 67 responden atau sebanyak 42.7%. berdasarkan usia, didominasi
oleh responden 18-24 tahun sebanyak 134 responden atau sebanyak 85,4%.
Berdasarkan pendapatan, didominasi dengan pendapatan < Rp. 1.500.000
sebanyak 64 responden atau sebanyak 40.8%.

2. Berdasarkan dari hasil penelitian yang telah diperoleh dan dijabarkan pada BAB
IV, diketahui bahwa:

a. H1 : Aktivitas pemasaran media sosial mempengaruhi kesadaran merek
kamera Sony Alpha Indonesia (Diterima).

b. H2: Aktivitas pemasaran media sosial mempengaruhi citra merek kamera
Sony Alpha Indonesia (Diterima).

c. H3: Aktivitas pemasaran media sosial mempengaruhi loyalitas merek
kamera Sony Alpha Indonesia (Diterima).

d. H4: Kesadaran merek mempengaruhi citra merek kamera Sony Alpha

Indonesia (Diterima).
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H5: Kesadaran merek mempengaruhi loyalitas merek kamera Sony Alpha
Indonesia (Diterima).
H6: Citra merek mempengaruhi loyalitas merek Kamera Sony Alpha

Indonesia (Diterima).

. H7: Citra merek memiliki efek mediasi pada hubungan kesadaran merek

terhadap loyalitas merek kamera Sony Alpha Indonesia. (Diterima).

. H8: Kesadaran merek memiliki efek mediasi pada pengaruh aktivitas

pemasaran media sosial terhadap citra merek kamera Sony Alpha Indonesia
(Diterima).

H9: Citra merek memiliki efek mediasi pada pengaruh aktivitas pemasaran
media sosial terhadap loyalitas merek kamera Sony Alpha Indonesia
(Diterima).

H10: Kesadaran merek memiliki efek mediasi pada pengaruh aktivitas
pemasaran media sosial terhadap loyalitas merek kamera Sony Alpha

Indonesia (Diterima).

Implikasi Manajerial

Hasil penelitian ini telah dilakukan, implikasi manajerial yang dapat

diberikan yaitu sebagai berikut :

1. Untuk meningkatkan kesadaran merek Sony Alpha dapat dilakukan
dengan tahap pengenalan yang dapat membangkitkan gambaran
tentang merek dan sinyal untuk komitmen terhadap merek, dan
tahap pengenalan bisa di lakukan dengan media sosial yang dimana

memberi berupa informasi teks, gambar yang menarik, audio dan
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video dengan kosumen maupun perusahan atau sebaliknya dapat
meningkatkan pemasaran.

2. Untuk dapat mencapai loyalitas konsumen terhadap Sony Alpha
adalah membangun citra merek Sony Alpha, dengan membuat
konsumen mengingat dan meyakinkan konsumen bahwa Sony
Alpha adalah produk yang baik, maka calon pembeli tentu ingin
mencoba produk yang ditawarkan Sony Alpha

Keterbatasan penelitian

Pada hasil penelitian ini memiliki beberapa keterbatasan yang

mempengaruhi hasil dari penelitian ini:

5.4

1. Lokasi yang digunakan peneliti hanya di daerah Jakarta, Daerah Istimewa

Yogyakarta, dan Kalimantan Timur. Hal ini dikarenakan peneliti kesulitan
untuk menjangkau di semua Provinsi.

Objek penelitian yang digunakan dalam penelitian ini adalah Kamera Sony
Alpha Indonesia. Hal ini dikarenakan peneliti hanya mendapatkan
responden yang menggunakan Kamera Sony Alpha Indonesia sebagai

penelitian.

. Terdapat data identitas responden yaitu gender, usia, dan pendapatan

responden yang diisi responden tidak diolah lebih lanjut. Hal ini

dikarenakan peneliti hanya mendata responden sebagai identitas.

Saran

Pada hasil penelitian yang telah didapatkan, penulis memberikan beberapa

saran untuk penelitian selanjutnya, yaitu:
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1. Penelitian selanjutnya diharapkan dapat menyeluruh Indonesia agar dapat
merata. Hal ini dikarekan agar bisa meneliti secara keseluruhan di
Indonesia.

2. Objek penelitian yang digunakan penelitian selanjutnya dapat
menggunakan produk atau merek yang berbeda atau lebih dari satu. Hal ini
dikarekan agar bisa meneliti objek yang berbeda atau lebih mendalam
mengenai produk tersebut.

3. Penelitian selanjutnya diharapkan dapat mengolah data identitas responden
yaitu jenis kelamin, usia, dan pendapatan responden lebih lanjut agar
mengetahui guna dari data yang didapatkan dari responden untuk

mengetahui karakteristik pengguna Kamera Sony Alpha Indonesia.
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Lampiran 1 KUSIONER
Yth: Bapak/Ibu/Saudara/I Responden

Ditempat.

Dengan hormat,

Perkenalkan, nama saya Gregorius Rama Veda Dikari, mahasiswa Fakultas
Bisnis dan Ekonomika Universitas Atma Jaya Yogyakarta. Saat ini saya sedang
melakukan penelitian tentang pengaruh aktivitas pemasaran media sosial terhadap
kesadaran merek, citra merek, dan loyalitas merek kamera Sony Alpha Indonesia

sebagai persyaratan tugas akhir saya.

Sehubungan dengan itu, saya mohon kepada bapak/ibu/saudara/saudari

responden untuk dapat mengisi kuisioner penelitian saya ini dengan jujur.

Perlu saya sampakan bahwa seluruh informasi yang di dapatkan dari
kuisioner ini akan dijaga kerahasiaannya dan hanya akan digunkan untuk
kepentingan akademik sebagai bagian dari tugas akhir saya saja. Atas perhatian dan

kerjasamanya, saya mengucapkan terimakasih.

Sangatta, 23 Juni 2020

Peneliti,

Gregorius Rama Veda

Dikari
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Pertanyaan Filter

Bapak/Ibu/Saudara/l dimohon untuk mengisi pertanyaan berikut ini dengan

memberikan tanda checklist (V) pada kolom yang telah disediakan.

1. Apakah saudara pernah menggunakan kamera Sony Alpha? Jika belum,

saudara boleh berhenti sampai pertanyaan ini.

Pernah
Belum

. Apakah saudara mengikuti akun sosial media Sony Alpha (Instagram,

Facebook, dan Youtube) ? jika tidak, saudara boleh berhenti sampai

pertanyaan ini.

P Ya

Tidak

Identitas Responden

Bapak/Ibu/Saudara/I dimohon untuk menginisi pertanyaan nerikut ini

dengan memberikan tanda checklist (V) pada kolom yang telah disediakan.

1.

Jenis kelamin ?

Usia ?

Laki-laki

Prempuan

18-24 tahun
25-35 tahun
36-45 tahun
46 >

Pendapatan

< Rp 1.500.000
Rp 1.500.001 — Rp 3.000.000
Rp 3.000.001 — Rp 4.500.000
> Rp 4.500.000
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Bapak/Ibu/Saudara/l dimohon untuk mengisi pertanyaan berikut ini dengan

memberikan tanda checklist (V) pada kolom yang telah disediakan dengan

keterangan :

Sangat Tidak Setuju (STS) = Bobot 1
Tidak Setuju (TS) = bobot 2
Netral (N) = bobot 3

Setuju (S) =b

Sangat Setuju

obot 4
(SS) = bobot 5

A. Aktivitas Pemasaran Media Sosial

Hiburan
No | Pertanyaan STS | TS SS
1 | Akun media sosial Sony Alpha ini
menyenangkan
2 | Konten yang dibagikan oleh media
sosial Sony alpha menyenangkan
3 | Postingan media sosial Sony Alpha
menarik
Interaksi
No | Pertanyaan STS | TS SS
1 | Berbagi informasi dapat dilakukan
di akun media sosial Sony Alpha
2 | Diskusi dan bertukar pendapat
dapat dilakukan di akun media
sosial Sony Alpha
3 |Saya dapat mengekspresikan
pendapat saya dengan mudah di
media sosial Sony Alpha

Trendi
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No | Pertanyaan STS | TS SS
1 | Informasi yang diberikan di akun
media sosial Sony  Alpha
merupakan yang terbaru
2 | Menggunakan sosial media Sony
Alpha bagi saya adalah hal yang
trendi
Iklan
No | Pertanyaan STS | TS SS
1 |Saya suka iklan yang di
publikasikan oleh akun media
sosial Sony Alpha.
2 | Iklan yang dirilis Sony Alpha di
media sosial menarik.
3 | Iklan media sosial dari Sony Alpha
secara  positif =~ memengaruhi
perhatian saya untuk merek
tersebut.
Kustomisasi
No | Pertanyaan STS | TS SS
1 | Informasi yang saya perlukan
dapat ditemukan di akun media
sosial Sony Alpha.
2 | Akun media sosial Sony Alpha
memberikan informasi yang saya
butuhkan.
3 |Saya dapat dengan mudah
memperoleh informasi yang saya
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butuhkan berkat petunjuk di akun
media sosial Sony Alpha.

B. Kesadaran Merek

No | Pertanyaan STS | TS SS
1 | Saya selalu menyadari akan merek
Sony Alpha.
2 | Saya menyadari karakteristik Sony
Alpha.
3 | Saya selalu mengenal logo dari
merek Sony Alpha dengan baik.
C. Citra Merek
No | Pertanyaan STS | TS SS
1 | Kamera Sony Alpha adalah merek

yang memimpin di industri kamera

digital.

2 Saya memiliki kenangan yang
indah ketika menggunakan merek
Kamera Sony Alpha.

3 | Kamera sony alpha adalah kamera

yang berfokus pada pelanggan

(customer centered).

D. Loyalitas Merek
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No

Pertanyaan

STS

TS

SS

Saya puas dengan merek Sony

Alpha yang tampil di media sosial.

2 Saya biasanya menggunakan Sony
Alpha sebagai pilihan pertama
saya dibandingkan dengan merek
lain.

3 Saya akan merekomendasikan

merek Sony Alpha kepada orang

lain melalui media sosial.

Lampiran 2 KUESIONER DARING
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20.11 wl LTE @)

Selesai & docs.google.com AA G

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

1. Saya selalu mengetahui merek Sony
alpha dengan baik *

12345

Sangat Tidak OCDOO Sangat

Setuju Setuju

2. Saya selalu mengetahui karakteristik
merek Sony Alpha dengan baik *

12345

sangatTidak (YOO  Sanaat

Setuju Setuju

3. Saya selalu mengenal logo dari merek
Sony Alpha dengan baik *

12345
Sangat Tidak Oom Sangat
Setuju Setuju
Kembali Berikutnya

Konten ini tidak dibuat atau didukung oleh Google.

< M )




20.11 i LTE @)

& docs.google.com

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

Kustomisasi

1. Infermasi yang saya perlukan dapat
ditemukan di akun media sosial Sony

Alpha. *
12345
Sangat Tidak OOOOO Sangat
Setuju Setuju

2. Akun media sosial Sony Alpha
memberikan informasi yang saya

butuhkan. *
12345
Sangat Tidak OOOOO Sangat
Setuju Setuju

3. Saya dapat dengan mudah
memperoleh informasi yang saya
butuhkan berkat petunjuk di akun media
sosial Sony Alpha. *

12345
Sangat Tidak OOOOO Sangat
Setuju Setuju
Kembali Berikutnya

n Konten ini tidak dibuat atau didukung oleh Google.
e

Kehiiakan Privasi

113



20.10 i LTE @)

Selesai @ docs.google.com AA G

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

Iklan

1. Saya suka iklan yang di publikasikan
oleh akun media sosial Sony Alpha. *

12345

Sangat Tidak OOOOO Sangat
Setuju Setuju

2. Iklan yang dirilis Sony Alpha di media
sosial menarik. *

12345

Sangat Tidak OOOOO Sangat
Setuju Setuju

3. Iklan media sosial dari Sony Alpha
secara positif memengaruhi perhatian
saya untuk merek tersebut. *

12345
Sangat Tidak OOOOO Sangat
Setuju Setuju
Kamhali Rarilaitnua

< h ®
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20.10 wl LTE @)
Selesai @ docs.google.com A C
Pengaruh Aktivitas
Pemasaran Media

Sosial Terhadap

Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

Trendi

1. Informasi yang diberikan di akun media
sosial Sony Alpha merupakan yang

terbaru *
12345
Sangat Tidak OOOOO Sangat
Setuju Setuju

2. Penggunaan media sosial Sony Alpha
bagi saya adalah hal yang trendi *

12345
Sangat Tidak OOOOO Sangat
Setuju Setuju
Kembali Berikutnya

< h ®
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20.10 i LTE @)

Selesai & docs.google.com AA G

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

Interaksi

1. Berbagi informasi dapat dilakukan di
akun media sosial Sony Alpha *

12345

Sangat Tidak OOOOO Sangat
Setuju Setuju

2. Diskusi dan bertukar pendapat dapat
dilakukan di akun media sosial Sony

Alpha *
12345
Sangat Tidak OOOOO Sangat
Setuju Setuju

3. Saya dapat mengekspresikan
pendapat saya dengan mudah di media
social Sony Alpha *

12345

Sangat Tidak OOOOO Sangat
Setuju Setuju

< h ®




20.09 al LTE @)

& docs.google.com

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

Hiburan

1. Akun media sosial Sony Alpha ini
menyenangkan *

12345

Sangat Tidak OOOOO Sangat

Setuju Setuju

2. Konten yang dibagikan oleh media
sosial Sony alpha menyenangkan *

12345

Sangat Tidak OOOOO Sangat
Setuju Setuju

3. Postingan media sosial Sony Alpha

menarik *
12345
Sangat Tidak OOOOO Sangat
Setuju Setuju
Kembali Berikutnya

" G

< DR ] ®
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20.08 ol LTE @)

Selesai @ docs.google.com A C

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

1. Jenis kelamin 7 *

QO Laki- laki

(O Prempuan

2.Usia?*

O 18-24tahun
O 2535tahun
(O 36-45tahun

(O 46tahun>

3. Pendapatan ? *

(O <Rp1.500.000
(O Rp1.500.001 - Rp 3.000.000
(O Rp3.000.001 - Rp 4.500.000

(O >Rp4.500.000

Karmhali Rarilaatnus
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19.57 i LTE @)

& docs.google.com

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

Apakah saudara mengikuti akun sosial
media Sony Alpha (Instagram, Facebook,
dan Youtube) ? jika tidak, saudara boleh
berhenti sampai pertanyaan ini. *

O Ya
O Tidak

Kembali Berikutnya

|
Knntan ini tidak dihniat atan didiilkiina aleh Gannle
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19.57 i LTE @)

a4 docs.google.com

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

Apakah saudara pernah menggunakan
kamera Sony Alpha? Jika belum, saudara
boleh berhenti sampai pertanyaan ini. *

Kembali Berikutnya

n Konten ini tidak dibuat atau didukung oleh Google.
Laporkan Pemsmsteivgweeesssiesspese | ayanan -
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19.57 «l LTE @)

Selesai @ docs.google.com A C

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

Perkenalkan, nama saya Gregorius Rama Veda
Dikari, mahasiswa Fakultas Bisnis dan
Ekonomika Universitas Atma Jaya Yogyakarta.
Saat ini saya sedang melakukan penelitian
tentang pengaruh aktivitas pemasaran media
sosial terhadap kesadaran merek, citra merek,
dan loyalitas merek Sony Alpha Indonesia
sebagai persyaratan tugas akhir saya.

Sehubungan dengan itu, saya mohon
kepada bapak/ibu/saudara/saudari responden
untuk dapat mengisi kuisioner penelitian saya
ini dengan jujur.

Perlu saya sampakan bahwa seluruh
informasi yang di dapatkan dari kuisioner ini
akan dijaga kerahasiaannya dan hanya akan
digunkan untuk kepentingan akademik sebagai
bagian dari tugas akhir saya saja. Atas
perhatian dan kerjasamanya, saya
mengucapkan terimakasih.

Berikutnya

Konten ini tidak P .
Laporkan Penve / Minta akses pengeditan

[ ] —

(h ©




20.12

Selesai

il LTE @)

@ docs.google.com A C

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

1. Saya puas dengan kamera Sony Alpha
yang tampil di media sosial *

123 45

Sangat Tidak (Y)Y YY)  Sangat
Setuju Setuju

1. Saya biasanya menggunakan Sony
Alpha sebagai pilihan pertama saya
dibandingkan dengan merek lain. *

123 45

Sangat Tidak moo Sangat
Setuju Setuju

3. Saya akan merekomendasikan merek
Sony Alpha kepada orang lain melalui
media sosial. *

123 45

Sangat Tidak mooo Sangat
Setuju Setuju

p Kembali
(h @
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20.12 .1/ LTE @)

Selesai @ docs.google.com A C

Pengaruh Aktivitas
Pemasaran Media
Sosial Terhadap
Kesadaran Merek,
Citra Merek, dan
Loyalitas Merek Sony
Alpha Indonesia

* Wajib

1. Kamera Sony Alpha adalah merek yang
memimpin di industri kamera digital *

12345

Sangat Tidak OOOOO Sangat
Setuju Setuju

2. Saya memiliki kenangan yang indah
ketika menggunakan merek Kamera Sony

Alpha *
123 45
Sangat Tidak Omoo Sangat
Setuju Setuju

3. Kamera Sony Alpha adalah kamera
yang berfokus pada pelanggan
(customer centered) *

12345
Sangat Tidak OOOOO Sangat
Setuju Setuju

n Kembali Berikutnya

< h ®




124

Lampiran 3 DATA RESPONDEN

K| K| K|C|C|C|L|L|L
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Lampiran 4 Data Statistik dan SEM AMOS 24

KARAKTERISTIK RESPONDEN

Jenis Kelamin

133

Frequency Percent Valid Percent Cumulative
Percent

laki-laki 90 57.3 57.3 57.3
\Valid  perempuan 67 42.7 42.7 100.0

Total 157 100.0 100.0

Usia
Frequency Percent Valid Percent Cumulative
Percent

18-24 tahun 134 85.4 85.4 85.4

25-35 tahun 20 12.7 12.7 98.1
\Valid

36-45 tahun 3 1.9 1.9 100.0

Total 157 100.0 100.0

Pendapatan
Frequency Percent Valid Percent Cumulative
Percent

< Rp 1.500.000 64 40.8 40.8 40.8

Rp 1.500.001 — Rp 3.000.000 43 274 27.4 68.2
\Valid Rp 3.000.001 — Rp 4.500.000 23 14.6 14.6 82.8

> Rp 4.500.000 27 17.2 17.2 100.0

Total 157 100.0 100.0




MODEL PATH

APMS9

APMS8

APMS7

APMS6E

APMS5

APMS3
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chi-Square=\cmin
Probabilitas=\p
RMSEA=\rmsea
GFI=\¢fi
AGFI=\adfi
CMIN/DF=\cmindf
TLI=M
CFI=\cfi

1
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21 35 25
chi-Square=259.574

. 1 1 1 Probabilitas=.052
1 KM1_|[_KM2_|[_KM3 RMSEA=.032
41 I 1|(!0 95 1.It|]1 | GFI=.883
1 e ; AGFI|=.855
e (2¢) CMIN/DF=1.159
6wl APVIST] TLI=.987
71 APMS11N o, % CFI=.988
e (e2¢)

) m-TAPmSe |\ \\ 1 .
@) ~AST 100 VT J4—2)
@ N : =Y

3 » €22

/ LM3 23
11 | APMSE I
41 | APMSS P/

(A= APvsa I

@ @ o )

31 99 Ton N\ 100

) [ cms |[ cm2 || cwi |
1 1 1

27 21 24




UJI VALIDITAS

Standardized Regression Weights: (Group number 1 - Default model)

Estimate
KM <--- APMS .770
CM <--- APMS 391
CM <--- KM .486
LM <--- APMS .233
LM <--- KM .361
LM <--- CM 423
APMS1 <--- APMS .836
APMS2 <--- APMS .825
APMS3 <--- APMS .822
APMS4 <--- APMS .838
APMS5 <--- APMS .847
APMS6 <--- APMS .719
APMS7 <--—- APMS .856
APMS8 <--- APMS .820
APMS9 <--- APMS .790
APMS10 <--- APMS .891
APMS11 <--- APMS .859
APMS12 <--- APMS .819
APMS13 <--- APMS .833
APMS14 <--- APMS .848
KM1 <--- KM .834
KM?2 <--- KM .743
KM3 <--- KM .812
CM1 <-- CM .825
CM?2 <--- CM .846
CM3 <--- CM .800
LM1 <--- LM .761
LM2 <--- LM .787
LM3 <--- LM .836
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Uji Reliabilitas

Standardized Regression Weights: (Group number 1 - Default model)

Estimate
KM <emm APMS 0.77
CM <emm APMS 0.391
CM <emm KM 0.486
LM <emm APMS 0.233
LM <emm KM 0.361
LM <—m- CM 0.423
APMS1 <-—- APMS 0.836( 11.603
APMS2 <-- APMS 0.825
APMS3 <— APMS 0.822
APMS4 < APMS 0.838
APMS5 <— APMS 0.847
APMS6  <--- APMS 0.719
APMS7  <-- APMS 0.856
APMS8  <--- APMS 0.82
APMS9  <-- APMS 0.79
APMS10 <--- APMS 0.891
APMS11 <-- APMS 0.859
APMS12 <--- APMS 0.819
APMS13 <-- APMS 0.833
APMS14 <--—- APMS 0.848
KM1 <em- KM 0.834[ 2.389
KM2 < KM 0.743
KM3 < KM 0.812
CM1 < CM 0.825 2.471
CM2 <emm CM 0.846
CM3 <emm CM 08
LM1 <emm LM 0.761[ 2.384
Lm2 <emm LM 0.787
LM3 <—mm LM 0.836

SUM(Estimate) Estimate’2

0.698896
0.680625
0.675684
0.702244
0.717409
0.516961
0.732736
0.672400
0.624100
0.793881
0.737881
0.670761
0.693889
0.719104
0.695556
0.552049
0.659344
0.680625
0.715716
0.640000
0.579121
0.619369
0.698896

0.301104
0.319375
0.324316
0.297756
0.282591
0.483039
0.267264
0.327600
0.375900
0.206119
0.262119
0.329239
0.306111
0.280896
0.304444
0.447951
0.340656
0.319375
0.284284
0.360000
0.420879
0.380631
0.301104

1-(Estimate*2) SUM(1-(Estimate’2)) SUM(Estimate)'2 J+K CR (K/L)

4.363 134.620609 138.993038 0.968606852

1.083 5.707321 6.800372 0.839265999

0.964 6.105841  7.069500 0.863687814

1.103 5.683456  6.786070 0.837518033
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Uji AVE

Standardized Regression Weights: (Group number 1 - Default model)

Estimate
KM <emm APMS 0.77
CM Semm APMS 0.391
CM <emm KM 0.486
LM <emm APMS 0.233
LM <eme KM 0.361
LM < CM 0.423
APMS1  <-- APMS 0.836
APMS2 < APMS 0.825
APMS3 <-- APMS 0.822
APMS4  <-- APMS 0.838
APMS5 < APMS 0.847
APMS6  <--- APMS 0.719
APMS7  <-- APMS 0.856
APMS8 <-—-- APMS 0.82
APMS9  <-- APMS 0.79
APMS10 <--- APMS 0.891
APMS11 <—- APMS 0.859
APMS12 <--- APMS 0.819
APMS13 <-—-- APMS 0.833
APMS14 <-—-- APMS 0.848
KM1 <emm KM 0.834
KM2 <emm KM 0.743
KM3 <emm KM 0.812
CMA1 Lemm CM 0.825
CM2 <emm CM 0.846
CM3 <emm CM 0.8
LM1 Semm LM 0.761
LMm2 <emm LM 0.787
LM3 <amm LM 0.836

G [ K
Estimate"2 SUM(Estimate"2) 1-Estimate®2 SUM(1-Estimate*2) H+J
0.698896 9.6377 0.301104 4.363 14.000000
0.680625 0.319375
0.675684 0.324316
0.702244 0.297756
0.717409 0.282591
0.516961 0.483039
0.732736 0.267264
0.672400 0.327600
0.624100 0.375900
0.793881 0.206119
0.737881 0.262119
0.670761 0.329239
0.693889 0.306111
0.719104 0.280896
0.695556 1.9077 0.304444 1.093  3.000000
0.552049 0.447951
0.659344 0.340656
0.680625 2.036” 0.319375 0.964  3.000000
0.715716 0.284284
0.640000 0.360000
0.579121 1.8977  0.420879 1.103  3.000000
0.619369 0.380631
0.698896 0.301104

AVE (H/K)
0.688327

0.635650

0.678780

0.632482



UJI NORMALITAS

Assessment of normality (Group number 1)

Variable min max skew c.r.  kurtosis C.I.
LM3 1.000 5.000 -.662 -3.387 232 .595
LM?2 1.000 5.000 -.627 -3.209 -.054 -139
LM1 1.000 5.000 -.641 -3.277 395  1.010
CM3 1.000 5.000 -.332 -1.696 -439 -1.122
CM2 1.000 5.000 -.619 -3.168 122 313
CM1 2.000 5.000 -.327 -1.672 -.501 -1.281
KM3 2.000 5.000 -419 -2.142 -.453 -1.159
KM?2 1.000 5.000 -.585 -2.991 -.081  -.206
KM1 1.000 5.000 -.495 -2.532 .195 .498
APMS14 2.000 5.000 -532 -2.720 -350 -.895
APMS13 2.000 5.000 -.566 -2.896 -339  -.866
APMS12 2.000 5.000 -.395 -2.019 -206  -.528
APMSI11 2.000 5.000 -.489 -2.501 -.717 -1.835
APMS10 1.000 5.000 -.560 -2.864 -131  -.336
APMS9 2.000 5.000 -.211 ~-1.081 -.736 -1.882
APMSS8 1.000 5.000 -.526 -2.692 -.184 -.470
APMS7 1.000 5.000 -.495 -2.530 =212 -.541
APMS6 2.000 5.000 -.261 -1.337 -492  -1.258
APMS5 2.000 5.000 -.578 -2.954 -281 -.718
APMS4 1.000 5.000 -.563 -2.879 -125  -.319
APMS3 1.000 5.000 -.706 -3.611 .009 .022
APMS?2 2.000 5.000 -.532 -2.720 -.350  -.895
APMS1 1.000 5.000 -.408 -2.086 -291  -.745
Multivariate .560 .103

139



UJI OUTLIER
CHIINY
Probability |0.001 [=] = 0.001
Deg_freedom |23 IEI = 23

= 49.72823247

This function is available for compatibility with Excel 2007 and earlier.
Returns the inverse of the right-tailed probability of the chi-squared distribution.

Deg_freedom is the number of degrees of freedom, a number between 1and 1010,
exduding 1010,

Formula result = 49.72823247

Help on this function [ oK ] [ Cancel |

Observations farthest from the centroid (Mahalanebis distance) (Group number 1)

Observation number | Mahalanobis d-squared pl p2
55 42.061 .009 .756
99 41.292 .011 .515
79 38.964 .020 .611
87 37.242  .031 .712
19 36.869 .034 .609

110 36.095 .040 .610
44 35.282 .049 .648
129 34.405 .060 .723
34 33.298 .076 .851
126 33.277 .076 .767
2 32.365 .093 .871
31 31.374 114 952
156 31.152 119 .943
95 30.623 .132 .963
111 30.621 .132 .936
136 30.534 .135 911
37 30.521 .135 .865
153 30.355 .139 .845
138 30.253 .142 .808
5 30.080 .147 .789
10 30.002 .149 .740
35 29.400 .167 .847
28 29.275 171 .824
148 29.119 .176 .809
50 28.887 .184 817
94 28.843 .186 .769
132 28.715 .190 .747
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Observation number | Mahalanobis d-squared pl p2
154 28.693 .191 .684
142 28.619 .193 .638

12 28.571 .195 .581
36 28.548 .196 .510
133 28.146 .210 .610
103 27.923 219 .632
3 27.882 220 .576
131 27.677 228 .594
60 27.615 231 .547
157 27.371 .241 .587
70 27.271 .245 .560
43 26.942 258 .643
139 26.940 .259 .573
64 26.819 .264 .560
20 26.743 .267 .525
58 26.572 .275 .538
27 26.559 275 474
30 26.438 .281 .464
33 26.404 .282 411
155 26.375 .283 .358
135 26.264 289 .346
146 26.235 .290 .297
143 26.217 291 .247
21 26.022  .300 .273
15 25.719 314 .352
32 25.717 314 292
17 25.540 .323 .315
134 25.352  .332 .345
47 25.213 339 .352
130 25.125 .344 334
74 25.053 .348 .309
61 24944 353 .303
113 24.713 365 .358
86 24.439 .380 .441
42 24438 .380 .378
128 24408 .381 .332
92 24.246 .390 .356
149 24213 .392 314
24 24.025 .402 351
114 23.638 .424 .503
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Observation number | Mahalanobis d-squared pl p2
73 23.528 .430 .502
69 23.329 442 553

144 23.319 442 495
102 23.315 443 433
38 23.266 445 .399
91 22.986 .462 497
83 22963 .463 .447
152 22.894 467 424
59 22.761 475 .439
100 22352 499 617
6 22.193 .509 .646
67 22.178 .510 .595
151 21.888 .527 .698
123 21.864 .528 .654
105 21.846 .530 .604
109 21.748 .535 .600
117 21.564 .547 .646
84 21.555 .547 .590
18 21.499 .551 .561
14 21.385 .558 .568
89 21.353 .560 .524
13 21.345 .560 .464
116 21.324 561 414
63 21.230 .567 .407
78 21.184 570 .373
141 21.157 571 .328
23 21.088 .576 .309
71 21.082 .576 .257
11 21.063 .577 .216
68 20.893 .588 .246
1 20.879 .588 .204
16 20.877 .589 .162
147 20.615 .605 .228
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DEGREE OF FREEDOM

Computation of degrees of freedom (Default model)

Number of distinct sample moments: 276
Number of distinct parameters to be estimated: 52
Degrees of freedom (276 - 52): 224



MODEL FIT

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 52 259.574 224 .052 1.159
Saturated model 276 .000 0

Independence model

23 3310.351 253 .000 13.084

RMR, GFI

Model

RMR GFI AGFI PGFI

Default model
Saturated model

Independence model

022 .883 .855 .716
.000 1.000
427 113 032 104

Baseline Comparisons

Model

NFI ~RFI IFI  TLI

Deltal rhol Delta2 rho2 Ll

Default model
Saturated model

Independence model

922 911 988 987  .988
1.000 1.000 1.000
.000 .000 .000 .000  .000

RMSEA
Model RMSEA LO90 HI90 PCLOSE
Default model .032 .000  .048 972
Independence model 278 270 287 .000
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UJI HIPOTESIS

Regression Weights: (Group number 1 - Default model)

Estimate S.E. C.R. P Label
KM <--- APMS 727 .079 9.249 ***  par_20
CM <--- APMS 381 .108 3.515  ***  par_21
CM <--- KM 501 121 4.155  ***  par_23
LM <--- APMS 199  .082 2423 .015 par_22
LM <--- KM 327 .109 3.012 .003 par_24
LM <--- CM 372 102  3.629 *** par_25
APMS1 <--- APMS 1.000
APMS2 <--- APMS 967 075 12,925 *** par_1
APMS3 <--- APMS 1.025 .080 12.830 *** par 2
APMS4 <--- APMS 1.037 .078 13.249 *** par 3
APMS5 <--- APMS 1.001 .074 13.524 *** par 4
APMS6 <--- APMS .787 075 10.516 *** par 5
APMS7 <--- APMS 1.036 .075 13.785 *** par 6
APMS8 <--- APMS 1.006 .079 12.782 *** par 7
APMS9 <--- APMS .866 .072 12.078 *** par_8
APMS10 <--- APMS 1.096 .074 14.788  *** par 9
APMS11 <--- APMS 1.079 .078 13.826 *** par_10
APMS12 <--- APMS 893 .070 12.757 *** par_11
APMS13 <--- APMS 1.015 .077 13.119 *** par_12
APMS14 <--- APMS 995 074 13.530  *** par_13
KM1 <--- KM 1.000
KM?2 <--- KM 949 094 10.055  *** par_14
KM3 <--- KM 1.009 .089 11.300 *** par_15
CM1 <--- CM 1.000
CM2 <--- CM 1.037 .085 12.195 *** par_16
CM3 <--- CM 986 .088 11.160 *** par_17
LM1 <--- LM 1.000
LM?2 <--- LM 1.135 .111 10.217 *** par_18
LM3 <--- LM 1.157 .107 10.801 *** par_19
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INDIRECT EFFECTS
Indirect Path Unstandardized Estimate | Lower | Upper | P-Value | Standardized Estimate
APMS --> KM --> CM 0.365 0.202 | 0.579 0.001 0.374%*
APMS --> KM --> CM --> LM 0.136 0.061 | 0.277 0.005 0.374%**
APMS --> KM --> CM --> LM --> LM1 0.136 0.061 0.277 0.005 0.374%**
APMS --> KM --> CM --> LM --> LM2 0.154 0.069 | 0.308 0.005 0.374**
APMS --> KM --> CM --> LM --> LM3 0.157 0.069 | 0.316 0.006 0.374%**
APMS --> KM --> CM --> CM1 0.365 0.202 0.579 0.001 0.374**
APMS --> KM --> CM --> CM2 0.378 0.205 0.586 0.001 0.374%**
APMS --> KM --> CM --> CM3 0.360 0.183 | 0.567 0.001 0.374%*
APMS --> KM --> LM 0.238 0.076 | 0.434 0.014 0.278*
APMS --> KM --> LM --> LM1 0.238 0.076 | 0.434 0.014 0.278*
APMS --> KM --> LM --> LM2 0.270 0.089 | 0.494 0.014 0.278*
APMS --> KM --> LM --> LM3 0.275 0.087 | 0.499 0.016 0.278*
APMS --> KM --> KM1 0.727 0.595 | 0.859 0.001 0.642%%*
APMS --> KM --> KM2 0.691 0.570 0.817 0.001 0.572%**
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APMS --> KM --> KM3 0.734 0.610 0.873 0.001 0.625%**
APMS --> CM --> LM 0.142 0.044 | 0.308 0.010 0.165*
APMS --> CM --> LM --> LM1 0.142 0.044 | 0.308 0.010 0.165*
APMS --> CM --> LM --> LM2 0.161 0.050 0.340 0.010 0.165*
APMS --> CM --> LM --> LM3 0.164 0.051 0.350 0.010 0.165%**
APMS --> CM --> CM1 0.381 0.176 0.612 0.005 0.322%*
APMS --> CM --> CM2 0.395 0.177 0.625 0.005 0.330%**
APMS --> CM --> CM3 0.375 0.173 0.570 0.005 0.313**
APMS --> LM --> LM1 0.199 0.045 0.363 0.045 0.177*
APMS --> LM --> LM2 0.226 0.049 0.416 0.046 0.183*
APMS --> LM --> LM3 0.231 0.047 0.424 0.048 0.194*
KM --> CM --> LM 0.186 0.083 0.362 0.007 0.206%**
KM -->CM --> LM --> LM1 0.186 0.083 0.362 0.007 0.206%**
KM --> CM --> LM --> LM2 0.212 0.095 0.404 0.006 0.206**
KM --> CM --> LM --> LM3 0.216 0.095 0.404 0.007 0.206%**
KM --> CM --> CM1 0.501 0.281 0.740 0.002 0.401%*
KM --> CM --> CM2 0.520 0.294 | 0.772 0.002 0.411**
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KM --> CM --> CM3 0.494 0.261 0.745 0.002 0.389**
KM --> LM --> LM1 0.327 0.094 | 0.574 0.017 0.275*
KM --> LM --> LM2 0.371 0.108 0.649 0.018 0.284*
KM --> LM --> LM3 0.378 0.105 0.648 0.020 0.301*
CM --> LM --> LM1 0.372 0.145 0.599 0.012 0.322*
CM --> LM --> LM2 0.422 0.167 0.688 0.012 0.333*
CM --> LM --> LM3 0.430 0.164 | 0.679 0.014 0.353*




149

Lampiran 5 JURNAL ACUAN

ResearchGate

stats, and author profiles for at {1

following this page p y Yusuf Bilgin on 30 April 2018.




150

BM1J BUSINESS & MANAGEMENT STUDIES:
ISSN: 21482586 AN INTERNATIONAL JOURNAL
Vol.: 6 Issue: 1 Year: 2018, pp. 128-148

Citation: Bilgin Y. (2018), The Effect Of Social Media Marketing Activities On Brand
Awareness, Brand Image And _ Brand. Loyalty, BMI], (2018), 6(1): 128-148 doi:
http://dx.doi.org/10.15295 /bmij.v6il.229

THE EFFECT OF SOCIAL MEDIA MARKETING ACTIVITIES ON
BRAND AWARENESS, BRAND IMAGE AND BRAND LOYALTY

Yusuf BILGIN! Received Date (Bagvuru Tarihi): 28/03/2018
Accepted Date (Kabul Tarihi): 08/04/2018
Published Date (Yayin Tarihi): 20/04/2018

ABSTRACT

The aim of this research is to examine the effect of social media marketing activities on brand awareness,

brand image and brand lovalty. In addition, it has been aimed to analy=e the effect of brand awareness and brand
image on brand lovalty in this research. The population of the research consists of the consumers who actively
Jollow five brands with the highest social score according to the Marketing Turkey social media brand
performance data on social media communication channels such as Facebook, Twitter and Instagram. In this
research, quantitative method has been used and research data has been obtained via online questionnaires shared
on social media from 547 brand followers with appling convenience sampling method. The obtained data have
been analyzed by structural equation modeling (SEM). As a result of the analysis, social media marketing activities
have been found as effective factors on brand image and brand loyvalty, besides it has been determined that the
most obvious effect seen on brand awareness. In addition, it has been found out that brand awareness and brand
image have a significant effect on brand loyalty. Furthermore, in the research, it has been achieved that the brand
awareness has a limited effect on the brand image.

Keywords: Social Media Marketing Activities, Brand Awareness, Brand Image, Brand Lovalty
JEL Codes: M31, M37

SOSYAL MEDYA PAZARLAMA AKTiVITELERININ MARKA BILINIRLIGINE, MARKA
IMAJINA VE MARKA SADAKATINE ETKiSi

oz

Bu aragtirmamn amaci, sosval medya pazarlama aktivitelerinin marka bilinirligine, marka imajina ve
marka sadakatine etkisini incelemektir. Buna ek olarak, arastrmada, marka bilinirliginin ve marka imajimn
marka sadakati iizerindeki etkisinin analiz edilmesi amaglanmaktadir. Arastrmamn evrenini, Marketing Turkey
sosyal medva marka performans verilerine gore en yiiksek sosval skor degerine sahip bes markavt Facebook,
Twitter ve Instagram sosyal medva iletigim kanallarinda aktif bir sekilde takip eden tilketiciler olugturmaktadir.
Arastirmada nicel yontem kullanmihmistir. Arastirma verileri, kolavda ornekleme yontemi kullamlarak 547 marka
takipgisinden sosyal medvada paviasilan ¢evrimici anketler yoluyla elde edilmigtir. Elde edilen veriler, yapisal
esitlik modellemesi (YEM) ile analiz edilmistir. Analiz sonucunda, sosyal medva pazarlama aktivitelerinin marka
imaji ve marka sadakati iizerinde etkili olmakla birlikte en belirgin etkisinin marka farkindahg iizerinde oldugu
saptannugtiy. Buna ek olarak, marka farkindaliginin ve marka imajinin marka sadakati tizerinde anlami bir etkive
sahip oldugu tespit edilmistir. Avrca aragnrmada, marka farkindaligimm marka imajt iizerinde simrh bir etkisinin
oldugu sonucuna ulagimstir.
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1. INTRODUCTION

In today's competitive environment, branding is an important competitiveness factor
that differentiates similar goods and services which are produced by different firms in the minds
of the consumers and makes them preferable for consumers. The brand, while reflecting an
authenticity, value and commitment to the goods and services which are introduced to
consumers for businesses, has a function ranging from reducing the risks related to goods and
services for consumers and establishing social bonds without expressing their identity. In this
regard, businesses that achieved to become a brand have been differently categorized in terms
of goods and services they offer among other businesses. They have a special position in
consumers’ mind and build a business identity. The construction of this identity is directly
proportional to the communication between the brand and the consumer. The greater the the
power of communication between the brand and the consumer, the higher the consumer's brand
preference and brand loyalty. In any case, the crucial thing about branding is that the strong
relationship that established with consumers has the power to direct choice of the consumer and
loyalty (Kotler and Armstrong, 2004: 191). Therefore, businesses are carrying out studies to
attract consumers' attention, to be permanent in their minds, to create a positive brand image
and to increase brand loyalty by applying all the commumnication channels they have in brand

communications in order to create brand value or to protect brand value.

One of the common channels of communication that companies have recently applied
in their marketing activities 1s social media. Social media can be defined as an online application
program, platform, or mass media tool that facilitates interaction, collaboration, or content
sharing between users in general (Kim and Ko, 2012). The effect of social media on consumer’s
behavior includes a wide spectrum of activities ranging from informing, sharing ideas and
attitudes to acquire awareness and understanding, and visualize post-purchase behavior without
purchasing (Tatar and Erdogmus, 2016). This leads businesses to be more interactive in
marketing communications and to find imovative applications to make products and brands
more affordable through online marketing efforts via social media communication channels.
These practices, which express social media marketing activities, include actions that encourage
consumers to choose products and brands and that target marketing messages to other

consumers online.

Thanks to social media marketing activities, businesses can perform activities such as
creating their own personal brand profiles and introducing online customer service, product

information and special offers m a simple, cheap, and continuous way (Breitsohl et al., 2015).
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In addition, with a very low cost, informing customers is very functional in terms of familiarity
and brand awareness that products and brands of businesses appear on social networks where
millions of users sign in (O'Flynn, 2017). According to McKinsey (2007), marketers are aware
of the opportunities and appealingness that social media has presented as part of its marketing
strategy. In research, it has been stated that social media marketing activities are significant
parts of branding actions for businesses (Gallaugher and Ransbotham, 2010; Tsimoms and
Dimitriadis, 2014). However, in these studies, it has been observed that social media marketing
activities generally focus on customer satisfaction and the effects on customers' behavioral

intentions (Sano, 2014; Simona and Tossan, 2018).

The objectives of this research are; (1) examining the effect of social media marketing
activities on brand awareness, brand image and brand loyalty, (2) measuring the effect of brand
awareness on brand image, and (3) analyzing the effect of brand awareness and brand image on
brand loyalty. In this respect, social media marketing activities, brand awareness, brand image
and brand loyalty concepts have been included in the literature. Then, research hypotheses have
been explamed. The population of research, sampling, data collection tools, and data analysis
techniques have been pointed out in the method part. After that, the findings obtained from the
data analysis have been included. At final part, the results of the research findings have been

explained and recommendations have been introduced for practitioners and researchers.
2. THEORETICAL FRAMEWORK
2.1. Social Media Marketing Activities

Social media is the online enviromment where people with common interests come
together to share their thoughts, comments and ideas (Weber, 2007: 4). The use of these online
communication platforms based on the usage of the Internet and mobile-based technologies in
marketing actions by businesses is critical in two aspects. The first is the effect that consumers
have on their products and brands and the share they create on other consumers (Sigala and
Dimosthenis, 2009; Chen et al., 2011). Research has shown that social media influences the
intention of trust and purchasing and facilitates sharing of knowledge and experience among
consumers (Lu and Hsiao, 2010, Hajli, 2013). Many businesses use online interactions among
their users by encouraging their customers to share their purchases (So et al., 2017) with simple
clicks using their chosen social media channel. Second, social media is utilized by businesses
as a platform through in which direct marketing actions are carried out. In this sense, social
media 1s pushing the boundaries of time and space in the mteractions of businesses with

potential consumers and promoting the feeling of closeness (Mersey et al., 2010). By means of
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social media tools, businesses have an opportunity to advertise product and brand promotions,
promotions and advertisements at low cost to their customers and receive feedback from them
(Hanna et al., 2011). In their research, Tsimonis and Dimitriadis (2014) have found that social
media is at the center of today's business strategy and popularity of social media, cost-cutting
measures and activities of competitors on social media motivate marketers to carry out social

media marketing activities.

It is only possible for social media to have a functional role in the marketing actions of
businesses with framing, defining and applying marketing activities in an effective way on
social media. One of the leading classifications of social media marketing activities has been
carried out by Kimand Ko (2012). Kim and Ko (2012) have categorized social media marketing
activities for luxurious brands as entertainment, interaction, trendiness, customization, and
word of mouth communication. Koivulehto (2017) has added the purchase intention to these
components. Seo and Park (2018) have defined social media marketing activities in airline
industry as entertamment, interaction, trendiness, customization and perceived risk. Sano
(2014) has identified the components of social media marketing in insurance services as
interaction, trendiness, customization, and perceived risk. Jo (2013) has referred to marketing
activities as events, information and advertisement on social networks. Yadav and Rahman
(2017) have categorized social media marketing activities as interaction, ftrendiness,
information, customization, and word of mouth communication. In this research. social media
marketing activities have been considered as entertainment, interaction, trendiness,

advertisement and customization.

Entertainment is a crucial component that encourages participant behavior and the
continuity of follow-up, which creates positive emotions/feelings about the brand in the minds
of followers on social media (Kang, 2005). Even if the reasons for using social media differ,
individuals emphasize that the content which arouses the attention of them who finds the
content amusing and pleasing (Manthiou et al., 2013). In this respect, with providing
entertaining shares, businesses should encourage liking and sharing of large number of
individuals and be able to turn it into advantage (Schivinski and Dabrowski, 2015). Social
media is becoming the newest and up-to-date source of information for customers (Hamid et
al., 2016) because information is simultaneously shared in real time on the social media. Unlike
traditional mass communication channels, social media facilitate the interaction, content
sharing and collaboration of businesses with their customers (Wang, 2012). By utilizing social

media as interactive communication between business and customer, it is possible to obtain
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requests and needs of customers, their opinions and suggestions on the product and brand in
real tune (Vukasovic, 2013). Trendiness as another component of social media marketing
activities means introducing the latest/current information on products for customers (Godey et
al., 2016). The advertising as a component refers to advertising and promotional campaigns that
businesses have made through social media to increase sales and develop customer portfolio.
Findings (Duffett, 2017; Alalwan et al., 2017) on the effects of social media advertisings on
perceptions and awareness of the customers have shown that advertising is one of the significant
part of social media marketing activities (Mangold and Faulds, 2009). The customization as a
component is the act of creating a customer satisfaction based on the contact of the business
with individual users (Ding and Keh, 2016; Seo and Park, 2018). Businesses on the social media
can transfer the uniqueness of the product and brand to the customers by means of peer to peer
communication. And they can deal with their individual problems and can be influential on

product and brand preferences by making touches that will make them feel important.
2.2. Brand Awareness

Brand awareness refers to the level of consumer recognition, acceptance, and recall of
a brand in any case (Percy and Rossiter, 1992; Perreault et al., 2013: 199). According to Aaker
(1991:61) brand awareness is “the ability of a potential buyer to recognize or recall that a brand
is a member of a certain product category”. Keller (2009) has stated that brand awareness is
about track or crowd power in consumers’ memories that reflect consumers' ability to remember
or recognize a brand in different conditions. Brand awareness reduces the time and risk that
consumers will spend searching for the product that they will buy (Verbeke et al., 2005: 7). In
this respect, consumers are expected to choose the brand that they have information. Aaker
(1996: 10-16) has stated that brand awareness consists of four levels: brand recognition, brand
recall, top of the mind brand and dominant brand. Brand recognition is associated with brand
familiarity of the consumer while brand recall is the thinking the brand at first when a range of
product 1s introduced (Farjam and Hongyi, 2015). Being a brand that comes to mind at first
refers to becoming the most aware of brand in product category. The level of brand dominance

refers to the level at which the brand replaces the product category (Aaker, 1996: 15).
2.3. Brand Image

Brand awareness is a reflection of a brand’s concrete indicators such as name, sign,
symbol, and slogan, while the brand image 1s brand's position in the consumer's mind beyond
these signs. Iversen and Hem (2008) have stated that the brand image represents consumers'

personal symbolism consisting of all the definitions and evaluations related to the brand. Keller
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(2009: 143) has defined brand image as "consumer perceptions of and preferences for a brand,
as reflected in various types of brand associations held in consumers' memory." The brand
image contains information and ideas that a consumer has about the different products of the
brand and the features of the product (Lee et al., 2011). The mental image that consumers have
about a brand has formed as a result of marketing communication, consumption experience and
social effects (Riezebos, 2003: 63). The effect of these factors on consumers” minds mfluence
consumers' attitude towards brand and trust (Yang et al., 2011) and the effect of brand messages

on consumers” mind (Selnes, 1993).
2.4. Brand Loyalty

The positive effect of loyal customers on business performance (Lee et al., 2003) in
competitive markets of our age (Anderson and Mittal, 2000; Perreault et al., 2013:19), in the
condition where the cost of acquiring new customers is higher than retaining current customers
(Lee et al., 2003; Kumar et al., 2011; Keisidou et al., 2013) are gradually increasing the
significance of customer lovyalty. Customer loyalty is the commitment of a customer to
repurchase a firm's products and services, despite all actions of competitor businesses and to
commit to become a client of that business on a regular basis in the future (Dick and Basu,
1994; Oliver, 1999). In parallel, brand loyalty is a repurchase behavior that reflects a conscious
decision when the consumer continues to purchase the same brand (Solomon, 2011: 646).
Schiffman et al. (2010: 468) have expressed brand loyalty as consumers who prefer to purchase

or purchase the same brand consistently in a particular product or service category.

Purchasing the same brand by customers shows the behavioral aspect of loyalty (Lam
etal., 2004; Jones and Taylor, 2007). Reichheld and Schefter (2000) have stated that customers
who demonstrate behavioral loyalty to a brand are skilled for acquiring new customers beyond
they have low price sensitivity and they purchase more. Positive sharing about the brand by
customers, recommending the brand to the potential customers and encouraging them to
purchase it can be listed as attitudinal aspect of the loyalty. Bloemer et al. (1999) have stated
that loyalty also has a cognitive aspect as well as being the first to come to mind and price
tolerance. Behavioral loyalty to the brand provides direct income to the business, while
altitudinal and cognitive loyalty enhances the tendency fo give reliable recommendations to
people in their environment and plays a crucial role in catching new customers. In this respect,
brand loyalty is a significant non-material asset for businesses (Moisescu, 2014; Jiang and
Zhang, 2016).
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3. DEVELOPMENT OF HYPOTHESES

As a marketing tool, social networks offer significant opportunities to build brand-
consumer relationships in marketing (Vukasovic, 2013). In recent years, many businesses have
seen social media as one of the most effective ways to communicate and empower consumers
to create distinctive brand identities and increase consumer-brand communications (So et al.,
2017). Hartzel et al. (2011) have noted that interactive marketing strategies which are using
social media links such as Facebook and Twitter will positively affect brand image and create
a leverage effect between brand and consumer. The viral effect among social media users allows
the brand to be discussed and widely known among a large number of users (Kumar et al., 2007;
Sharma and Verma, 2018: 20). Tsimonis and Dimitriadis (2014) have revealed that brand
awareness is one of the major outputs expected from businesses' social media marketing
activities. The findings that pointed out by Fanion (2011) have shown that social media is a
significant tool in constituting and increasing brand awareness. Seo and Park (2018) have found
out that social media marketing activities in the amline industry positively affect brand

awareness and brand image.

The ultinate goal of social media marketing activities is to acquire new customers,
increase sales, strengthen word of mouth communication and create customer loyalty (Tsimonis
and Dimitriadis, 2014). Contrary to the traditional branding paradigm (consecutive investments
and directing the image through controlled communication), social media communications
actualize on a platform where the limits are uncertain, and the businesses” chances of
mtervention are very limited (Kohli et al., 2015). The fact that these mteractions are formed
without intervention of the business has increased the level of trust of the consumers. The
sharings about a product or a brand have risk but content that created by the customers and peer
to peer communication influence other consumers' purchasing decisions (Sashi, 2012).
Moreover, finms actively utilize these kinds of content and generated information created by
customers in social media marketing actions (So et al., 2017). Hajli (2014) has found that social
media influences customers' trust sentiment and purchasing intent beyond easing interactions
among consumers. In this sense, social media is an efficient way of interacting with current and
potential customers for businesses and developing a positive brand image (Halligan and Shah,
2009; Fortezza and Pencarelli, 2015). Duffett (2017) has determined that social media
marketing communications are influential on customer attitudes. ismail (2017) has found that
social media marketing activities have an effect on brand awareness and brand loyalty. Kim

and Ko (2012) have found that social media marketing activities positively affect customers'
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repurchasing behavior. Tatar and Erdogmus (2016) have stated that social media marketing
activities in hospitality business affect customers' brand awareness, purchasing intentions and

brand loyalty. The hypotheses to be tested in this direction are as follows:
HI. Social media marketing activities affect brand awareness.
H2. Social media marketing activities affect brand image.
H3. Social media marketing activities affect brand loyalty.

Brand awareness has been seen as a tool for individuals to become aware of, to be
familiar with, and to remember, a brand (Djakeli and Tshumburidze, 2012; Barreda et al., 2015).
Brand awareness, even at recognition phase, may arouse sense of familiarity and give an idea
about the brand and a signal for commitment to the brand (Aaker, 1992). Social media
marketing activities can contribute to brand awareness and create a positive brand image as
businesses facilitate their interaction with potential customers as well as with current customers
(Seo and Park, 2018). The awareness level of a brand is directly proportionate to the advertising
spending that increases the scope and repetition of the advertising message (Gil et al., 2007).
Therefore, presence of a brand on social networks is highly functional in terms of informing
customers, familiarity and brand awareness, since it resolves time and space limitation
(O'Flynn, 2017). Once the brand has been tested by the consumer and fulfilled consumer’s
expectations, increased awareness and image level will have a strong influence on subsequent
purchasing behaviors (Koniewski, 2012). As it is, it has been expected that consumers who
already know and are familiar with the brand should prefer it again (Macdonald and Sharp,
2003). Chang (2012) and Barreda etal. (2015) have stated that mgh brand awareness contributes
to other brand factors such as brand image and brand loyalty and significantly affects the market
share of the brand. In other words, brand awareness and brand image are significant source of
brand loyalty for businesses (Baldauf et al., 2003). Perera and Dissanayake (2013) have found
that there is a high positive correlation between brand awareness and brand loyalty in their
research on foreign makeup brands in Sri Lanka. Fatema et al. (2013) have found that brand
image has a significant effect on brand loyalty in banking services. There are several findings
in the literature that point outs the interactions between brand awareness, brand image and brand
loyalty (Subhani and Osman, 2009, Ogba and Tan, 2009, Dhurup et al., 2014, Martinez et al.,
2014; Sasmita and Suki, 2015, Aberdeen et al., 2016, Chinomona, 2016). In parallel with these

studies, research hypotheses that have been determined are as follows:
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H4. Brand awareness affects brand image.
HS5. Brand awareness affects brand loyalty.
H6. Brand image affects brand loyalty.

4. METHODOLOGY

4.1. Research Model

Three objectives have been identified in this study. The first examines the effect of
social media marketing activities on brand awareness, brand image and brand loyalty. The
second is to measure the effect of brand awareness on the brand unage. The third is to analyze
the effect of brand awareness and brand image on brand loyalty. Figure 1 has shown the research
variables, correlation between variables, and the research model proposed for testing
hypotheses. Quantitative method has been applied to test the correlation between the variables

in the study and to achieve the determined objectives.
4.2. Population and Sampling

The population of this research is consisted of users who actively follow the top five
brands with the highest social score on the social media communication channels such as
Facebook, Twitter and Instagram according to social media brand performance data of the
Marketing Turkey January 2018. These brands are as follows: Madame Coco (Household
Linens Industry), Turkish Airlines (Airline Industry), Mercedes Benz (Automotive Industry),
Zen Diamond (Jewelry Industry) and Turkcell (Communication Industry). With considering
information limitation on users of the population, convenience sampling method which is one

of the sampling method that not based on probability has been applied in the research.

-
Awareness
Hs
H,
Hy
| i

Social Media
Marketing
Activities

Brand
Loyalty

Hs

Advertisement

Figure 1. Proposed Research Model

Business & Management Studies: An International Journal Vol.:6 Issue:1 Year:2018 136



Yusuf BILGIN

4.3. Measurement

Questionnaire technique has been applied in obtaining research data. The research
questionnaire consists of three parts. In the first part, there are 14 items include participants’
thoughts on social media marketing activities of the brands. Social media marketing activities
of the brands have been examined in terms of five dimensions mcluding entertainment,
interaction, trendiness, advertisement and customization. Nine items about entertainment,
interaction, trendiness and customization have been cited a research conducted by Seo and Park
(2018). Three items that form advertisement diinension have been adapted from the study
conducted by Boateng and Okoe (2015).

In the second part, there are nine items about brand image, brand awareness and brand
loyalty. Six items for measuring brand awareness and brand image have been cited the research
conducted by Seo and Park (2018), and the three items for measuring brand loyalty cited a study
carried out by Sasmita and Suki (2015). The validity of a total of twenty-one (21) item included
in the scale have been tested by consulting the opinions of three specialists in the field of
marketing and two experts in the field of translation. In line with the opinions of experts, the
item: “The sharings of this brand on social media are interesting” has been added to
entertainment dimension of the study, “I can easily obtain information that I need thanks to the
directions on social media account of the brand” as an expression has been added to

customization dimension. All of the measurement items have been shown in the Appendix.

Respondents' opinions on the expressions in the measurement model have been
measured by applying the 5-point Likert scale (5 = strongly agree, 1 = strongly disagree). At
the final part of the measurement tool there are five (5) statements about the demographic
characteristics of the respondents. Participants' demographic characteristics have been

measured by closed-ended questions.
4.4. Data Collection and Analysis

Aftermath of forming data collection tool, the data collection phase has been started. In
the data collection process, preliminary test has been applied to measure the reliability of the
research scale at the first step. The prepared questionnaire form has been sent to 500 users
(population of the research) who follow five brands. Besides, the questionnaire has been applied
to 25 brand followers in face to face form to test the validity of the measurement tool in addition
to its reliability. In this phase, reliability analysis has been applied to the data obtained from 84

brand followers. As a result of the analysis, the Cronbach's Alpha score has been found out as
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0.912 for all items on the scale indicates that the scale is quite reliable. Aftermath of applying
preliminary test, research data has been obtained via online s online questionnaires that filled
by 547 brand followers between 01-22 February 2018. The data obtained to test the research
hypotheses has been analyzed by applying SPSS 18.0 and Amos 20.0 statistical package

programs. The data applied in the pretest has not been included in the analysis.

5. FINDINGS
5.1. Demographic Characteristics

In the research, demographic characteristics of the respondents have been firstly
examined. 308 of the participants are female and 239 are male. 33.8% of participants is in the
age range of 26-35 years and 11.7% 1s 46 years of age or older. 34.9% of participants have
income of 4.500 TL and above and 23% of them have income of 2500 TL and below. The most
frequently used social media communication channel by the participants is Instagram with
62.5%. 34.7% of the participants spend 1-2 hours per day on social media. Finally, 43% of

participants are followers of more than 5 brands on social media.
5.2. Measurement Model

Before testing hypotheses between social media marketing activities, brand awareness,
brand image and brand loyalty, the coverage validity of the measurement model has been tested.
In this direction, explanatory factor analysis has been applied to the obtained data at the first
step. The conformity of the data set to factor analysis has been tested by KMO and Bartlett test.
The obtained values (KMO .861 and Barlett test y2 = 4104.919, p <.000) have indicated that
the data set 1s compatible with factor analysis. In the Explanatory Factor Analysis (EFA), the
measurement model for social media marketing activities and the measurement model for brand
variables have been tested mn an order. It has been considered that the Factor Eigen Value of
EFA 1s at least 1, the factor load is at least 0.50, and that there 1s a difference at least as .10
between the factor loads of the expressions that are under the two factors. As a result of the
analysis, social media marketing activities have been compiled under 5 factors which explain
77.487 % of the total variance. The factor loadings of all items in the factor structure are
between .702 and .871. The items related to brand variables have been collected under 3 factors
which explain 72.803 % of the total variance. The factor loadings of items which form three
factors are between .729 and .858. The reliability level of all dimensions included in the
measurement model of EFA varies between .70 and .91. The results of the EFA has shown that

the measurement model is compatible with the structure that carried out.
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After this phase, Confirmatory Factor Analysis (CFA) has been applied to the data set
according to the EFA results in order to test and validate what was pointed out in the EFA. In
the measurement model, social media marketing activities have been considered as a latent
variable in five sub-dimensions. Therefore, second order CFA has been applied to the obtained
data. Factors (first-level factors) obtained from the observed variables in the second-level CFA

have been defined as endogenous variables, and the structure formed by these factors (second-

level factors) has been defined as exogenous variable. Table 1 has shown CFA results.

Table 1. Results of the confirmatory factor analysis

Latent variable/Measured variable f:;’:l‘: I‘Se'l’;‘_s C""“:‘“"" CR AVE Lﬁ:;'l‘:gs
Social Media Marketing Activities
Entertainment Entertainmentl 3.78 .890 .873 821 713 728
Entertainment2 3.50 934 914
Entertainment3 344 958 881
Inferaction Interactionl 3.25 972 .763 37 523 674
Interaction2 3.52 959 129
Interaction3 3.78 897 764
Trendiness Trendinessl 411  .689 714 518 545 802
Trendiness2 435 B3 669
Advertisement Advertisement1 352 974 .806 .786 .587 794
Advertisement2 3588 Lol 818
Advertisement3 353 1.02 .680
Customization Customization] 358 957 .901 853 788 886
Customization2 3.61 911 934
Customization3 369 845 841
Brand Awareness
Brand awareness] 3.94 M1 811 956 .685 811
Brand awareness2 3.98 .653 844
Brand awareness3 - - == = = s
Brand Image
Brand imagel 3.73 900 847 955007651 761
Brand image2 373 976 858
Brand image3 3.84 .898 .799
Brand Loyalty
Brand loyaltyl 3.99 724 826 933 .617 812
Brand loyalty2 395 743 .820
Brand loyalty3 395 .760 722

Goodness of fit: x’=444.064, df=198, CMIN/DF=2.43, p=0.000, GFI= 934, AGFI= 915, NFI=.933,

IFI= 961, CFI= 961, RMR= 033, RMSEA= 048

Cronbach's alpha has been applied to test the reliability of each structure and to test the
validity of all variables forming the measurement model with CFA. However, it has been seen

that an item (Brand awareness3) which measures brand awareness as latent variable included
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in measurement model that proposed in CFA has low factor loading. This item has been
removed from the analysis and the measurement model has been retested. Following this
procedure, the compliance values have been examined and the measurement model has shown
a satisfactory compliance (32 / df = 2.43, p = .000, AGFI = 0.91, GFI = 0.93, NFI = 0.93, IFI =
0.96, CFI = 0.96, RMSEA = 0.048). As shown in Table 1, the factor load of each observed
variable in the measurement model ranges from .674 to .934. Moreover, the AVE values for the
variables in the model are above the 0.50 level proposed by Hair, Black, Babin, and Anderson
(2009). The reliability levels of the variables included in the measurement models (> 0.7) are
quite high. In addition, the correlation between the research's latent variables has been examined
by applying Pearson correlation analysis, and it has been verified that the latent variables
became idifferent to each other. Table 2 has shown the comelation results between the

variables.

Table 2. Correlation Matrix Among Each Construct

Construct il 2 i 4 Mean S.D.
1. Brand awareness 1.00 396 .682
2. Brand image 412 1.00 376 .924
3. Brand loyalty 636 .491 1.00 396 742
4. Social media marketing activities .718 .438 .639 1.00 3.69 913
p<0.01.

5.3. Structural Model

After confirming the model fit in confirmatory factor analysis, research hypotheses have
been tested with structural equation model. The adaptive values which have been obtained by
path analysis (2 / df = 2.4, p <.001, AGFI = 0.91, GFI = 0.92, NFI = 0.93, IFI = 0.96, CFI =
0.96, TLI = 0.95, RMR = 0.033 and RMSEA = 0.04) have indicated that the structural model
has a good fit. Figure 2 has shown the results of structural model. According to the path analysis
results, the effect of social media marketing activities on brand awareness 1s significant at high
level (B =.718, CR = 11.549, p <.001). In addition, social media marketing activities have been
seen as they have a significant effect on brand image (p =.293, CR = 3.483, p <.001) and brand
loyalty (B =.331, CR = 4.108, p <.001). Therefore, the hypotheses proposed H1, H2 and H3
have been accepted. Otherwise, the analysis results have shown that the most important social

media marketing component is consumer customization.
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This component is followed by entertainment, advertisement, interaction and trendiness
respectively. In addition, the analysis results have shown that brand awareness (= .321, CR =
4.427, p <.001) and brand image (f = .222, CR = 4.667, p <.001) have a significant effect on
brand loyalty. In this direction, alternative hypotheses have been rejected and H5 and H6
hypotheses have been accepted. Finally, brand awareness has a significant effect on brand
image (B = .201, CR = 2.458, p <.01). At this point, the proposed H4 hypothesis has been
accepted. However, this value has pointed out the lowest effect level among the latent variables

included in path analysis.

Entertainment

I

Brand
Awareness

0.740™"

0.673

oy

0.293
Advertisement

0.750"" Brand
Image
Customization

Note: *** p<0.001, * p< 0.01

Figure 2. The Results of Structural Model

6. CONCLUSION AND RECOMMENDATIONS

In today's information age, social media has become an integral part of daily life as a
communication channel in which consumers reflect their consumption habits, preferences,
opinions, likes and experiences in their own eyes and interact with other users. This widespread
communication area where consumers interact with each other and with other users, offer
significant opportunities for product and brand communication actions, such as cost, time and
ease of reaching large consumer masses. For this purpose, many businesses create their own
brand profiles on social media communication channels and develop activities that will engage
consumers with content sharing such as onlne product information, discounts, advertisements

and promotions. This research has been conducted to determine whether marketing activities
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on social media are effective in consumers' brand awareness, brand image perceptions and

brand loyalty.

When the components that form social media marketing activities are examined, the
most significant social media marketing activities are found out as customization and
entertainment. Social media marketing activities which have been valued as the lowest by the
consumers are trendiness and interaction. It can be considered that components such as
trendiness and interaction have been attached importance at a low level by the consumers, since
these components are regarded as requisites of social media communication. These results have
indicated that businesses that intend to establish and maintain a successful brand
communication on social media attach importance to individual communication with customers
and paying strict attention to content sharing about the brand with considering being interesting
and entertaining rather than regarding currentness, advertisement, and content of promotion. In
researches conducted by Kim and Ko (2012) and Seo and Park (2018), 1t has been revealed that
entertainment is a significant component of social media marketing activities. However, the
finding claimed by Seo and Park (2018) has pointed out that trendiness 1s the most considered
component for the consumers in social media marketing activities the result obtained in this

research has differed from this finding.

Analysis results have shown that social media marketing activities have a significant
effect on consumers' brand awareness, brand image and brand loyalty. This result has been
complied with the results of the researches conducted by Godey et al. (2006), Kim and Ko
(2012), Duffett (2017) and Seo and Park (2018). Furthermore, the effect that social media
marketing activities have on customers is mostly appears in brand awareness. In other words,
social media marketing activities are significant awareness tools in terms of reminding
consumers and staying in their minds. Nevertheless, findings have shown that brand awareness
does not reflect on brand image and brand loyalty that perceived by the consumers who are at
similar level. The limited effect of brand awareness on the brand image has obviously
established this result. Beyond this, it has been determined that the level of effect is lower in
the research, although brand awareness and brand image are significant for consumers' brand

loyalty.

It is an interesting and remarkable result that profound effect of social media marketing
activities on brand awareness does not reflect on the brand image and brand loyalty. It has been
thought that the reason behind that the consumers follow the brands that they are already

familiar with on social media. In other words, as consumers follow a brand in the social media,
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they create brand-related content, or share their experiences and it means that they reflect brand
image and brand loyalty in their minds. Moreover, since consumers have a certain image in
their minds or follow brands that they are loyal, social media marketing activities may not be
effective enough to create a positive brand image and brand loyalty in consumers’ minds. In
this respect, it has proposed that social media marketing activities should be considered as
activities that support the brand value and social media marketing activities should be integrated
to traditional brand communication studies by businesses which plan to start up social media

marketing activities.

The results of this rescarch have been obtained from consumers who follow five brands
from five different sectors with the highest social score as of January 2018 on Facebook, Twitter
and Instagram according to social media brand performance data of Marketing Turkey. In
researches that will be carried out, reflections of social media marketing activities of the brands
belong to similar product groups on the consumers can be focused on. Furthermore, the effects
of interactions of consumers about a product group or a brand that exist (independently of
business) on brand awareness, brand image, and brand loyalty on social media can be examined.
In addition, the researches that will be conducted can include social media channels such as
WhatsApp, Google+, YouTube, and LinkedIn thus, the effect of social media on consumers'

brand preferences can be studied on a wide scale.
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APPENDIX

MEASUREMENT OF INSTRUMENTS

Social Media Marketing Activities
Entertainment
The social media account of this brand is enjoyable.
The content shared by social media of this brand is enjoyable.
The sharings of this brand on social media are interesting.
Interaction
Information sharing is possible on social media of this brand.
The discussion and exchange of opinions is possible on social media page of this brand.
The expression of opinions is easy on social media of this brand.
Trendiness
The information shared on social media of this brand is up to date.
The use of social media by this brand is trendy.
Advertisement
1 like the ads that this brand has published on social media.
The ads that this brand has released on social media are interesting.
Social media ads of this brand positively affect my attention for the brand.
Customization
The information that I need can be found on social media account of this brand.
The social media of this brand provided the information that I needed.
I can easily obtain information that I need thanks to the directions on social media account of this brand.
Brand Awareness
I am always aware of this brand.
I am aware of the characteristics of this brand.
I can always remember the logo of this brand.
Brand Image
This brand is a leader in its sector.
T have fond memories regarding this brand.
This brand is customer-centered.
Brand Loyalty
I am satisfied with brand that appeared on social media.
T usually use this brand as my first choice in comparison with the other brand.

I would recommend this brand to others through the social media.
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