BAB 5
PENUTUP

51 Kesimpulan
Berdasar hasil analisis yang diperoleh dan sudah di jelaskan pada bab IV,

maka diambil kesimpulan sebahai berikut:

1. Aktivitas pemasaran media sosial Instagram Avoskin memengaruhi

kesadaran merek Avoskin.

2. Aktivitas pemasaran media sosial Instagram Avoskin memengaruhi
citra merek Avoskin.

3. Aaktivitas pemasaran media sosial Instagram Avoskin mempengaruhi
loyalitas merek Avoskin.

4. Kesadaran merek mempengaruhi citra merek Avoskin.
5. Kesadaran merek tidak mempengaruhi loyalitas merek Avoskin.
6. Citra merek mempengaruhi loyalitas merek Avoskin.

7. Kesadaran merek memediasi pengaruh antara aktivitas pemasaran

media sosial pada citra merek Avoskin.

8. Citra merek memediasi pengaruh antara aktivitas pemasaran media

sosial pada loyalitas merek Avoskin.

9. Kesadaran merek tidak memediasi pengaruh antara aktivitas

pemasaran media sosial pada loyalitas merek Avoskin.

10. Citra merek memediasi pengaruh kesadaran merek pada loyalitas

merek Avoskin.
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5.2 Implikasi Manajerial

Berdasarkan hasil penelitian yang telah dilakukan, berikut merupakan
implikasi manajerial yang dapat di berikan:

1. Untuk meningkatkan kesadaran merek, Avoskin dapat melakukan
tahap pengenalan terlebih dahulu yang mana memberikan gambaran
kepada konsumen mengenai merek, dan karakteristik dari Avoskin.
Pengenalan dapat dilakukan menggunakan media sosial instagram
dengan cara membagikan informasi berupa gambar maupun teks,
gambar, video, dan konten yang menarik sehingga dapat meningkatkan

pemasaran.

2. Agar dapat mendapat loyalitas konsumen, Avoskin perlu memiliki
citra merek yang baik. Citra merek dapat dicapai ketika konsumen
mendapat pengalaman yang baik saat menggunakan produk avoskin
dan pengalaman tersebut sama dengan yang ditampilkan pada
Instagram sehingga konsumen merasa puas, menjadikan avoskin
sebagai pilihan pertama serta merekomendasikan produk avoskin

kepada orang lain.

3. Avoskin perlu memperhatikan mungkinnya berbagi informasi di
Instagram Avoskin baik seputar produk maupun rekomendasi produk
dengan antar konsumen maupun dengan pihak Avoskin. Hal tersebut
menujukkan bahwa Instagram Avoskin berfokus pada pelanggan.

4. Avoskin perlu memperhatikan konsumen agar memiliki pengalaman
yang baik pada Instagram Avoskin dikarenakan informasi yang
disediakan mudah untuk dicari dan dibutuhkan orang - orang sehingga

konsumen dapat merekomendasikan instagram avoskin ke orang lain.
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5.3 Keterbatasan Penelitian dan Saran

Pada penelitian ini memiliki beberapa keterbatasan yang mempengaruhi
hasil penelitian ini. Adapun keterbatasan pada penelitian yaitu dimensi aktivitas
pemasaran media dijadikan menjadi satu yang menyebabkan tidak bisa meneliti
secara lebih mendalam.

Berdasarkan keterbatasan yang ada di atas penulis memberikan saran untuk
penelitian di masa mendatang agar dimensi aktivitas pemasaran media sosial tidak
di jadikan satu agar dapat meneliti secara lebih mendalam. Dengan demikian maka
keterbatasan yang ada pada penelitian ini mampu diperbaiki atau dikembangkan

secara lebih mendalam oleh peneliti selanjutnya.

52



53

DAFTAR PUSTAKA

Aaker. (2018). Manajemen Ekuitas Merek.
https://lib.ui.ac.id/detail?id=20161868&lokasi=lokal

Almohaimmeed, B. M. A. (2019). The Effects of Social Media Marketing
Antecedents on Social Media Marketing, Brand Loyalty and Purchase
Intention: A Customer Perspective. Journal of Business & Retail
Management Research, 13(04).
https://doi.org/10.24052/JBRMR/V131S04/ART-13

Arikunto, S. (2019). Prosedur Penelitian Suatu Pendekatan Praktik (Ed. Rev. VI,
Cet. 14). Jakarta : Rineka Cipta 2011.

Artur  Baldauf. (2003). Performance consequences of brand equity
management: evidence from organizations in the value chain. Journal of
Product & Brand Management, 220-236.

Barreda, A. A., Bilgihan, A., Nusair, K., & Okumus, F. (2015). Generating brand
awareness in Online Social Networks. Computers in Human Behavior, 50,
600-609. https://doi.org/10.1016/j.chb.2015.03.023

Bilgin, Y. (2018). The Effect Of Social Media Marketing Activities On Brand
Awareness, Brand Image And Brand Loyalty. Business & Management
Studies: An International Journal, 6(1), 128-148.
https://doi.org/10.15295/bmij.v6il1.229

Bloemer, J., de Ruyter, K., & Wetzels, M. (1999). Linking perceived service quality
and service loyalty: a multi-dimensional perspective. European Journal of
Marketing, 33(11-12), 1082-1106.
https://doi.org/10.1108/03090569910292285

Bramantya, Y. B., & J. M. (2016). Pengaruh Celebrity Endorser Dan Brand Image
Terhadap Keputusan Pembelian Yamaha Jupiter MX DI Kota Denpasar. E-
Jurnal Manajemen Unud, Vol.5.

Breitsohl, J., Kunz, W. H., & Dowell, D. (2015). Does the host match the content?

A taxonomical update on online consumption communities. Journal of

53



54

Marketing Management, 31(9), 1040-1064.
https://doi.org/10.1080/0267257X.2015.1036102

Chinomona, R., & Maziriri, E. T. (2017). The influence of brand awareness, brand
association and product quality on brand loyalty and repurchase intention:
A case of male consumers for cosmetic brands in South Africa. Journal of
Business and Retail Management Research, 12(1), 143-154.
https://doi.org/10.24052/jbrmr/v12is01/tiobabaapgoblariacomcfcbisa

Dikari, G. R. V. (2021). Pengaruh Aktivitas Pemasaran Media Sosial Terhadap.

Ding, Y., & Keh, H. T. (2016). A re-examination of service standardization versus
customization from the consumer’s perspective. Journal of Services
Marketing, 30(1), 16-28. https://doi.org/10.1108/JSM-02-2015-0088

Dissanayake, R., Perera, W. L. M. V, & Dissanayake, D. M. R. (2015). The Impact
Of Brand Aawareness, Brand Association And Brand Perceived Quality On
Female Consumers’ Purchase Decision Of Foreign Makeup Product (A
Study On Youth Segment) Entrepreneurial Celebrity Endorsement and
Brand Personality Congruity: A Review on Concepts and Practical
Perspectives View project Social Cohesion View project The Impact Of
Brand Awareness, Brand Association And Beand Perceived Quality On
Female Consumers’ Purchase Decision Of Foreign Makeup Product
(A STUDY ON Youth Segment).
https://www.researchgate.net/publication/279025432

Djakeli, K. (2012). Brand Awareness Matrix in Political Marketing Area. In
Journal of Business (Vol. 1, Issue 1).
https://www.researchgate.net/publication/352349449

Duffett, R. G. (2017). Influence of social media marketing communications on
young consumers’ attitudes. Young Consumers, 18(1), 19-39.
https://doi.org/10.1108/YC-07-2016-00622

Fanion, R. (2011). Social media brings benefits to top companies. 76-77.

Fatema, M., Azad, Md. A. K., & Masum, A. K. M. (2015). Impact of Brand Image
and Brand Loyalty in Measuring Brand Equity of Islami Bank Bangladesh
Ltd. Asian Business Review, 2(1), 42. https://doi.org/10.18034/abr.v2i1.314

54



55

Fernanda Muniz. (2016). Consumer based brand equity in the 21st century: an
examination of the role of social media marketing. 243-255.

Ghozali, Imam & Latan, Hengky. (2015). Partial Least Squares Konsep, Teknik dan
Aplikasi Menggunakan Program SmartPLS 3.0. Badan Penerbit,
Universitas Diponegoro Semarang.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh,
R. (2016). Social media marketing efforts of luxury brands: Influence on
brand equity and consumer behavior. Journal of Business Research, 69(12),
5833-5841. https://doi.org/10.1016/j.jbusres.2016.04.181

Hamid, S., Bukhari, S., Ravana, S. D., Norman, A. A., & ljab, M. T. (2016). Role
of social media in information-seeking behaviour of international students:
A systematic literature review. In Aslib Journal of Information Management
(Vol. 68, Issue 5, pp. 643-666). Emerald Group Publishing Ltd.
https://doi.org/10.1108/AJIM-03-2016-0031

Hanna, R., Rohm, A., & Crittenden, V. L. (2011). We’re all connected: The power
of the social media ecosystem. Business Horizons, 54(3), 265-273.
https://doi.org/10.1016/j.bushor.2011.01.007

Hasbun, B., & Ruswanty, E. (2016). Komperasi Antara Kelompok Yang Melihat
Iklan dan Tidak Melihat Iklan Dengan Moderasi Brand Awareness
Terhadap Niat Beli (Studi Pada Commuter Line). In Journal Of Business
Studies (Vol. 2, Issue 1).

Ismail, A. R. (2017). The influence of perceived social media marketing activities
on brand loyalty: The mediation effect of brand and value consciousness.
Asia Pacific Journal of Marketing and Logistics, 29(1), 129-144.
https://doi.org/10.1108/APIJML-10-2015-0154

Jo, S. A. (2013). SNS marketing activities as a sustainable competitive advantage
and traditional market equity.

Kevin Lane Keller. (2009). Building strong brands in a modern marketing
communications environment.

Kim, A.J., & Ko, E. (2012). Do social media marketing activities enhance customer

equity? An empirical study of luxury fashion brand. Journal of Business

55



56

Research, 65(10), 1480-1486.
https://doi.org/10.1016/j.jbusres.2011.10.014

Koivulehto. (2017). Do Social Media Marketing Activities Enhance Customer
Equity?

Lee, H. M., Lee, C. C., & Wu, C. C. (2011). Brand image strategy affects brand
equity after M&A. European Journal of Marketing, 45(7), 1091-1111.
https://doi.org/10.1108/03090561111137624

Lu, H. P.,, & Hsiao, K. L. (2010). The influence of extro/introversion on the
intention to pay for social networking sites. Information and Management,
47(3), 150-157. https://doi.org/10.1016/j.im.2010.01.003

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of
the  promotion  mix. Business  Horizons, 52(4), 357-365.
https://doi.org/10.1016/j.bushor.2009.03.002

Manthiou, A., C. L.and T. L. R. (2013). Identifying and Responding to Customer
Needs on Facebook Fan Pages.

Margareta, B., Wijaya, A., & Junaedi, S. (2021). Prosding Seminar Nasional
Ekonomi Dan Bisnis 2021 Pengaruh Aktivitas Pemasaran Media Sosial
Terhadap Loyalitas Merek: Kesadaran Merek Dan Citra Merek Sebagai
Mediasi.

Mersey, R. D., Malthouse, E. C., & Calder, B. J. (2010). Engagement with online
media. Journal of Media Business Studies, 7(2), 39-56.
https://doi.org/10.1080/16522354.2010.11073506

Moisescu, O. I. (2014). Assessing Customer Loyalty: A Literature Review
Sustainability-Tourism in Romania View project.
https://www.researchgate.net/publication/269405391

Nisrina, M. (2015). Bisnis Online, Manfaat Media Sosial Dalam Meraup Uang.

O’Flynn, A. (2017). Using social media to increase sales and brand awareness.

Pratama, H., & Suprapto, B. (2017). Global Journal of Business and Social Science
Review The Effect of Brand Image, Price, and Brand Awareness on Brand
Loyalty: The Rule of Customer Satisfaction as a Mediating Variable.

www.gatrenterprise.com/GATRJournals/index.html

56



S7

Rialti, R., Zollo, L., Pellegrini, M. M., & Ciappei, C. (2017). Exploring the
Antecedents of Brand Loyalty and Electronic Word of Mouth in Social-
Media-Based Brand Communities: Do Gender Differences Matter? Journal
of Global Marketing, 30(3), 147-160.
https://doi.org/10.1080/08911762.2017.1306899

Sano. (2014). Do Social Media Marketing Activities Enhance Customer
Satisfaction, Promote Positive WOM and Affect Behavior Intention?

Schivinski, B., & Dabrowski, D. (2015). The impact of brand communication on
brand equity through Facebook. Journal of Research in Interactive
Marketing, 9(1), 31-53. https://doi.org/10.1108/JRIM-02-2014-0007

Sekaran, Uma. (2013). Research Methods for Business (R. Bougie, Ed.). Salemba
Empat.

Seo, E. J., & Park, J. W. (2018). A study on the effects of social media marketing
activities on brand equity and customer response in the airline industry.
Journal of Air Transport Management, 66, 36—41.
https://doi.org/10.1016/j.jairtraman.2017.09.014

So, K. K. F., Wu, L., Xiong, L., & King, C. (2018). Brand Management in the Era
of Social Media: Social Visibility of Consumption and Customer Brand
Identification. Journal of Travel Research, 57(6), 727-742.
https://doi.org/10.1177/0047287517718354

Tatar, S. B., & Eren-Erdogmus, 1. (2016). The effect of social media marketing on
brand trust and brand loyalty for hotels. Information Technology and
Tourism, 16(3), 249-263. https://doi.org/10.1007/s40558-015-0048-6

Tsimonis, G., & Dimitriadis, S. (2014). Brand strategies in social media. Marketing
Intelligence and Planning, 32(3), 328-344. https://doi.org/10.1108/MIP-
04-2013-0056

Vukasovi¢, T. (2013). Journal of Media and Communication Studies Building
successful brand by using social networking media. 5(6), 56-63.
https://doi.org/10.5897/JIMCS2013

Wang, H. (2012). Six P’s of youth social media from a young consumer’s

perspective.Young Consumers, 13(3), 303-317.

57



58

https://doi.org/10.1108/17473611211261674

Wibowo, A., Chen, S. C., Wiangin, U., Ma, Y., & Ruangkanjanases, A. (2021).
Customer behavior as an outcome of social media marketing: The role of
social media marketing activity and customer experience. Sustainability
(Switzerland), 13(1), 1-18. https://doi.org/10.3390/su13010189

Yadav, M., & Rahman, Z. (2018). The influence of social media marketing
activities on customer loyalty: A study of e-commerce industry.
Benchmarking, 25(9), 3882-3905. https://doi.org/10.1108/BI1J-05-2017-
0092

Zainal Arifin. (2014). Penelitian pendidikan: Metode dan paradigma baru.
Bandung : Remaja Rosdakarya.

Zhao, X., Lynch, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: Myths
and truths about mediation analysis. Journal of Consumer Research, 37(2),
197-206. https://doi.org/10.1086/65125

58



LAMPIRAN 1
Kuisioner

Kuisioner penelitian

Nama: Harja Wardhana
NPM: 190324765

Berikut adalah kuesioner penelitian saya yang berjudul “Pengaruh Aktivitas

Pemasaran Media Sosial Terhadap Kesadaran Merek, Citra Merek, dan

Loyalitas Merek Avoskin”

Petunjuk Pengisian

Berilah tanda centang () pada jawaban yang akan dipilih pada kolom yang

tersedia. Keterangan:

1.

2
3
4,
5. Sangat Setuju (SS)

Sangat Tidak Setuju (STS)

. Tidak Setuju (TS)

Netral (N)
Setuju (S)

IDENTITAS RESPONDEN

Buget belanja skincare dalan sebulan

[1 <Rp500.000

[1 Rp500.000 — Rp. 1.000.000

1 >RP1000.000

Jenis kelamin

[1Perempuan

OLaki-laki
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PERTANYAAN FILTER

60

PERTANYAAN FILTER

YA

TIDAK

Apakah anda mengetahui avoskin?

Apakah anda pernah membeli salah satu produk dari Avoskin?

Apakah anda memiliki akun Instagram?

Apakah anda mengikuti akun Instagram milik Avoskin?

Pertanyaan Kuisioner

HIBURAN

Instagram Avoskin menyenangkan.

Konten yang dibagikan di  Instagram  Avoskin
menyenangkan.

Konten yang dibagikan di Instagram Avoskin menarik.

INTERAKSI

Terdapat kemungkinan bahwa konsumen dapat berbagi
informasi di Instagram Avoskin.

Terdapat kemungkinan bahwa konsumen dapat bertukar
pendapat dan berdiskusi di Instagram Avoskin.

Konsumen dapat dengan mudah bertukar pendapatnya di
Instagram Avoskin.

TREN

Informasi yang dibagikan di Instagram Avoskin up to date.

Instagram merupakan media yang digunakan Avoskin
karena sesuai dengan perkembangan zaman

Saya membeli produk avoskin karena instagram avoskin
menunjukkan informasi produk terbaru

IKLAN

Saya menyukai iklan yang ditampilkan oleh Instagram
Avoskin

Iklan yang dirilis di Instagram Avoskin menarik

Iklan yang ada di Instagram Avoskin menarik perhatian saya
terhadap merek tersebut

KUSTOMISASI

Informasi yang saya butuhkan dapat ditemukan di Instagram
Avoskin.

Instagran Avoskin menyediakan informasi yang saya
butuhkan.

Dengan adanya Instagram Avoskin, saya dapat dengan
mudah mendapatkan informasi yang saya butuhkan

KESADARAN MEREK

—

Saya selalu mengingat merek Avoskin.

Saya selalu mengingat karakteristik Avoskin.

Saya selalu mengingat logo Avoskin.
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CITRA MEREK

Avoskin adalah merek pelopor di bidang skincare

Saya memiliki pengalaman baik terhadap Avoskin

Avoskin berfokus pada pelanggan

LOYALITAS MEREK

Saya puas dengan Avoskin karena sesuai seperti yang
ditampilkan pada Instagram

Saya biasanya menggunakan Avoskin sebagai pilihan
pertama dibandingkan dengan merek lain

Saya akan merekomendasikan Avoskin kepada orang lain
melalui Instagram atau sosial media lainnya
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YOUR SKIN BAE
fi
1l|

| ,m(.

Pengaruh Aktivitas Pemasaran Media
Sosial Terhadap Kesadaran Merek, Citra
Merek, dan Loyalitas Merek Avoskin

Halo

Perkenalkan nama saya Harja Wardhana mahasiswa program studi Manajemen Fakultas
Bisnis dan Ekonomika Universitas Atma Jaya Yogyakarta sedang melakukan penelitian
mengenai "Pengaruh Aktivitas Pemasaran Media Sosial Terhadap Kesadaran Merek, Citra
Merek, dan Loyalitas Merek Avoskin® untuk menyelesaikan tugas akhir sebagai syarat
kelulusan jenjang S1. Berkaitan dengan hal tersebut, saya meminta kesediaan saudara/i
untuk dapat mengisi kuesioner ini.

Adapun kriteria responden yang dibutuhkan dalam penelitian ini:
1. Mengetahui produk Avoskin

2. Pernah membeli salah satu produk Avoskin

3. Memiliki akun Instagram

4. Mengikuti akun Instagram milik Avoskin

Identitas dan data responden akan digunakan untuk kepentingan penelitian saja.
Terimakasih atas bantuannya.
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£% Mot shared

* Indicates required guestion

Apakah anda mengetahui avoskin? *

OYa

O Tidak

Apakah anda pernah membeli salah satu produk dari Avoskin? *

Next

Clear form
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Pertanyaan Identitas Responden

Pengaruh Aktivitas Pemasaran Media
Sosial Terhadap Kesadaran Merek, Citra
Merek, dan Loyalitas Merek Avoskin

kingzz9gg@gmail.com Ganti akun L
B3 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Identitas responden

Jenis kelamin *

O Lakilaki

O Perempuan

Budget belanja skincare dalam sebulan *

(O <Rp500.000
(O Rp500.000 - Rp1.000.000

(O >Rp1.000.000

Kembali Berikutnya Kosongkan formulir

Konten ini tidak dibuat atau didukung oleh Google. Laporkan Penyalahgunaan - Persyaratan Layanan - Kebijakan

Privasi

Google Formulir
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Kuisioner

Petunjuk pengisian kuesioner

65

1 = Sangat Tidak Setuju (3TS)
2 = Tidzk Setuju (TS)

3 = Mertal (N)

4 = Setuju (5)

5 = Sangat Setuju (55)

Instagram Avoskin menyenangkan. *

1 2 3 4 5

Sangat tidak setuju O O O O O Sangat setuju

Konten yang dibagikan di Instagram Avoskin menyenangkan *

1 2 3 4 3

Sangat tidak setuju O O O O O Sangat setuju

Konten yang dibagikan di Instagram Avoskin menarik *

Sangat tidak setuju 'C:' 'C:' 'C:' 'C:' 'C:' Sangat setuju

Terdapat kemungkinan bahwa konsumen dapat berbagi informasi di Instagram
Avoskin

Sangat tidak setuju O O O O O Sangat setuju
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Terdapat kemungkinan bahwa konsumen dapat bertukar pendapat dan berdiskusi *
di Instagram Avaoskin

1 2 3 4 5

Sangat tidak setuju O O O O O Sangat setuju

Konsumen dapat dengan mudah bertukar pendapatnya di Instagram Avoskin. *

1 2 3 4 5

Sangat tidak setuju O O O O O Sangat setuju

Informasi yang dibagikan di Instagram Avoskin up to date *

1 2 3 4 5

Sangat tidak setuju O O O O O Sangat setuju

Instagram merupakan media yang digunakan Avoskin karena sesuai dengan *
perkembangan zaman

1 2 3 4 5

Sangat tidak setuju O O O O O Sangat setuju
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Saya membeli produk avoskin karena instagram avoskin menunjukkan informasi
produk terbaru

Sangat tidak setuju O O D D D Sangat setuju

Saya menyukai iklan yang ditampilkan oleh Instagram Avoskin *

Sangat tidak setuju O O O O O Sangat setuju

Iklan yang dirilis di Instagram Avoskin menarik *

1 A 3 4 5

Sangat tidak setuju O O O O O Sangat setuju

Iklan yang ada di Instagram Avoskin menarik perhatian saya terhadap merek
tersebut

1 2 3 4 3

Sangat tidak setuju O O D D D Sangat setuju

Back Next Clear form

Thiz content is neither created nor endorsed by Google. Report Abuse - Terms of Service - Privacy, Policy

Google Forms

&
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Informasi yang saya butuhkan dapat ditemukan di Instagram Avoskin *

1 2 3 4 5

Sangat tidak setuju O O O O O Sangat setuju

Instagran Avoskin menyediakan informasi yang saya butuhkan *

1 2 3 4 ]

Sangat tidak setuju O O O O O Sangat setuju

Dengan adanya Instagram Avoskin, saya dapat dengan mudah mendapatkan "
informasi yang saya butuhkan

Sangat tidak setuju O O O O O Sangat setuju

Saya selalu mengingat merek Avoskin *

Sangat tidak setuju O O O O O Sangat setuju
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Saya selalu mengingat karakteristik Avoskin *

Sangat tidak setuju

1 2 3 4

o O O O

Saya selalu mengingat logo Avoskin *

Sangat tidak setuju

1 2 3 4

o O O O

Avoskin adalah merek pelopor di bidang skincare *

Sangat tidak setuju

1 2 3 4

O O O O

Saya memiliki pengalaman baik terhadap Avoskin *

Sangat tidak setuju

1 2 3 4

o © O O
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Sangat setuju

Sangat setuju

Sangat setuju

Sangat setuju
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Avoskin berfokus pada pelanggan *

Sangat tidak setuju O O O O O Sangat setuju

Saya puas dengan Avoskin karena sesuai seperti vang ditampilkan pada "
Instagram

Sangat tidak setuju O O O O O Sangat setuju

Saya biasanya menggunakan Avoskin sebagai pilihan pertama dibandingkan "
dengan merek lain

1 2 3 4 3

Sangat tidak setuju C' O O O O Sangat setuju

Saya akan merekomendasikan Avoskin kepada orang lain melalui Instagram atau *
sosial media lainnya

1 2 3 4 5

Sangat tidak setuju O O O O O Sangat setuju

Back Mext Clear form

This content is neither crested nor endorsed by Google. Report Abuse - Terms of Service - Privacy Policy

Google Forms
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LAMPIRAN 11

Data Responden dan Jawaban Responden

Apakah Apakah anda Apakah anda
anda pernah membeli | Apakah anda | mengikuti akun
mengetahui | salah satu produk | memiliki akun | Instagram milik Jenis Budget belanja skincare
No | Timestamp avoskin? dari Avoskin? Instagram? Avoskin? kelamin dalam sebulan
1]3/26/2023 17:13:17 | Ya Ya Ya Ya Laki-laki < Rp500.000
2| 3/27/2023 13:44:32 | Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
31 3/27/2023 15:43:29 | Tidak Tidak Ya Tidak
4 3/27/2023 15:53:04 | Ya Ya Ya Tidak
513/27/2023 16:12:57 | Ya Tidak Ya Tidak
6| 3/27/2023 16:25:17 | Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
71 3/27/2023 18:57:55 | Ya Tidak Ya Tidak
8| 3/27/2023 20:00:18 | Ya Tidak Ya Tidak
93/27/2023 21:13:03 | Ya Ya Ya Ya Perempuan | >Rp1.000.000
10 | 3/28/2023 13:18:27 | Ya Ya Ya Ya Laki-laki Rp500.000 — Rp1.000.000
11 3/28/2023 13:20:41 | Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
12| 3/28/2023 13:27:37 | Ya Ya Ya Ya Perempuan | <Rp500.000
13 | 3/28/2023 16:22:14 | Ya Tidak Ya Tidak
14 | 3/28/2023 16:28:17 | Ya Ya Ya Tidak
15| 3/28/2023 18:35:37 | Ya Tidak Ya Tidak
16 | 3/29/2023 9:17:13 Ya Ya Ya Tidak
17 | 3/29/2023 9:17:33 Ya Tidak Ya Tidak
18 | 3/29/2023 9:18:13 Ya Tidak Ya Tidak
19 3/29/2023 10:02:31 | Ya Ya Ya Ya Perempuan | <Rp500.000
20| 3/29/2023 10:07:14 | Ya Ya Ya Tidak
21 3/29/2023 10:21:33 | Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
22| 3/29/2023 12:06:45 | Tidak Tidak Ya Tidak
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Apakah Apakah anda Apakah anda

anda pernah membeli | Apakah anda | mengikuti akun

mengetahui | salah satu produk | memiliki akun | Instagram milik Jenis Budget belanja skincare
No | Timestamp avoskin? dari Avoskin? Instagram? Avoskin? kelamin dalam sebulan
23| 3/29/2023 13:32:52 | Ya Ya Ya Ya Perempuan | < Rp500.000
24| 3/29/2023 13:50:28 | Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
251 3/29/2023 13:53:40 | Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
26| 3/29/2023 17:26:37 | Ya Ya Ya Ya Perempuan | <Rp500.000
27| 3/29/2023 18:24:26 | Ya Ya Ya Ya Perempuan | < Rp500.000
28| 3/29/2023 20:21:31 | Ya Ya Ya Ya Perempuan | >Rpl.000.000
29| 3/29/2023 20:24:26 | Tidak Tidak Ya Tidak
30 ( 3/30/2023 8:10:10 Ya Ya Ya Tidak
31| 3/30/2023 10:58:23 | Ya Ya Ya Ya Perempuan | < Rp500.000
32 3/30/2023 22:32:20 | Ya Ya Ya Ya Perempuan | < Rp500.000
33| 4/1/2023 7:02:36 Ya Ya Ya Ya Perempuan | < Rp500.000
34 | 4/1/2023 7:44:14 Ya Ya Ya Ya Perempuan | <Rp500.000
35| 4/1/2023 7:46:13 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
36| 4/1/2023 7:47:03 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
37| 4/1/2023 17:28:19 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
38| 4/1/2023 17:30:06 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
39| 4/1/2023 17:30:44 Ya Ya Tidak Ya Perempuan | Rp500.000 — Rp1.000.000
40| 4/1/2023 17:31:22 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
41| 4/1/2023 17:32:11 Ya Ya Ya Ya Perempuan | Rp500.000 — Rpl1.000.000
42 | 4/1/2023 17:32:48 Ya Ya Ya Ya Perempuan | < Rp500.000
43| 4/1/2023 17:33:30 Ya Ya Ya Ya Perempuan | <Rp500.000
44 | 4/1/2023 17:34:05 Ya Ya Ya Ya Perempuan | < Rp500.000
45| 4/1/2023 17:34:58 Ya Ya Ya Ya Perempuan | < Rp500.000
46 | 4/1/2023 17:35:47 Ya Ya Ya Ya Perempuan | < Rp500.000
47| 4/1/2023 17:36:31 Ya Ya Ya Ya Perempuan | <Rp500.000
48 | 4/1/2023 17:37:05 Ya Ya Tidak Ya Perempuan | < Rp500.000
49| 4/1/2023 17:37:51 Ya Ya Tidak Ya Perempuan | <Rp500.000
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Apakah Apakah anda Apakah anda

anda pernah membeli | Apakah anda | mengikuti akun

mengetahui | salah satu produk | memiliki akun | Instagram milik Jenis Budget belanja skincare
No | Timestamp avoskin? dari Avoskin? Instagram? Avoskin? kelamin dalam sebulan
50| 4/1/2023 17:39:25 Ya Ya Ya Ya Perempuan | <Rp500.000
51| 4/1/2023 17:40:08 Ya Ya Ya Ya Perempuan | <Rp500.000
52| 4/1/2023 17:41:47 Ya Ya Ya Ya Perempuan | <Rp500.000
53| 4/1/2023 17:42:25 Ya Ya Ya Ya Perempuan | < Rp500.000
54| 4/1/2023 17:44:10 Ya Ya Ya Ya Perempuan | < Rp500.000
55| 4/1/2023 17:45:58 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
56| 4/1/2023 17:48:33 Ya Ya Ya Ya Perempuan | < Rp500.000
57| 4/1/2023 17:50:13 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
58| 4/1/2023 17:55:45 Ya Ya Ya Ya Perempuan | < Rp500.000
59| 4/1/2023 17:59:28 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
60 | 4/1/2023 18:00:06 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
61| 4/1/2023 18:48:44 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
62| 4/1/2023 18:49:21 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
63 | 4/1/2023 19:50:11 Ya Ya Ya Ya Perempuan | < Rp500.000
64 | 4/1/2023 19:50:50 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
65| 4/1/2023 20:51:33 Ya Ya Ya Ya Perempuan | <Rp500.000
66 | 4/2/2023 08:52:10 Ya Ya Ya Ya Perempuan | <Rp500.000
67| 4/2/2023 09:58:55 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
68 | 4/2/2023 10:43:33 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
09| 4/2/2023 11:54:16 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
70| 4/2/2023 11:59:52 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
71| 4/2/2023 12:08:40 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
72| 4/2/2023 12:09:19 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
73| 4/2/2023 13:06:56 Ya Ya Ya Ya Perempuan | <Rp500.000
74| 4/2/2023 14:42:30 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
75| 4/2/2023 15:53:18 Ya Ya Ya Ya Perempuan | <Rp500.000
76 | 4/2/2023 16:58:02 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
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Apakah Apakah anda Apakah anda
anda pernah membeli | Apakah anda | mengikuti akun
mengetahui | salah satu produk | memiliki akun | Instagram milik Jenis Budget belanja skincare
No | Timestamp avoskin? dari Avoskin? Instagram? Avoskin? kelamin dalam sebulan
77 | 4/2/2023 16:59:23 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
78 | 4/2/2023 17:46:48 Ya Ya Ya Ya Perempuan | <Rp500.000
79| 4/2/2023 17:57:36 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
80 | 4/2/2023 18:17:11 Ya Ya Ya Ya Perempuan | < Rp500.000
81 | 4/2/2023 18:28:55 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
82 | 4/2/2023 18:39:30 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
83 | 4/2/2023 18:40:17 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
84 | 4/2/2023 19:40:55 Ya Ya Ya Ya Perempuan | <Rp500.000
85 | 4/2/2023 20:31:45 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
86 | 4/2/2023 20:42:23 Ya Ya Ya Ya Perempuan | < Rp500.000
87 | 4/2/2023 20:55:08 Ya Ya Ya Ya Perempuan | < Rp500.000
B8 | 4/2/2023 21:23:41 Ya Ya Ya Ya Perempuan | <Rp500.000
89 | 4/2/2023 21:35:33 Ya Ya Ya Ya Perempuan | <Rp500.000
90 | 4/2/2023 21:42:43 Ya Ya Ya Ya Perempuan | >Rpl.000.000
91 | 4/2/2023 21:56:03 Ya Ya Ya Ya Perempuan | <Rp500.000
92| 4/2/2023 21:59:01 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
93 | 4/2/2023 22:11:41 Ya Ya Ya Ya Perempuan | >Rpl.000.000
94 | 4/2/2023 22:24:19 Ya Ya Ya Ya Perempuan | >Rpl.000.000
95 | 4/2/2023 22:32:57 Ya Ya Ya Ya Perempuan | >Rpl.000.000
96 | 4/2/2023 22:38:36 Ya Ya Ya Ya Perempuan | >Rpl.000.000
97 | 4/2/2023 22:44:23 Ya Ya Ya Ya Perempuan | >Rp1.000.000
98 | 4/2/2023 23:05:01 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
99 | 4/2/2023 23:15:40 Ya Ya Ya Ya Perempuan | >Rpl.000.000
100 | 4/2/2023 23:36:28 Ya Ya Ya Ya Perempuan | >Rpl.000.000
101 | 4/3/2023 10:07:02 Ya Ya Ya Ya Perempuan | >Rpl.000.000
102 | 4/3/2023 10:27:37 Ya Ya Ya Ya Perempuan | < Rp500.000
103 | 4/3/2023 10:29:10 Ya Ya Ya Ya Perempuan | < Rp500.000
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Apakah Apakah anda Apakah anda
anda pernah membeli | Apakah anda | mengikuti akun
mengetahui | salah satu produk | memiliki akun | Instagram milik Jenis Budget belanja skincare
Timestamp avoskin? dari Avoskin? Instagram? Avoskin? kelamin dalam sebulan
4/3/2023 11:18:54 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 11:29:35 Ya Ya Ya Ya Perempuan | <Rp3500.000
4/3/2023 11:40:09 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 12:28:36 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
4/3/2023 12:34:27 Ya Ya Ya Ya Perempuan | < Rp500.000
4/3/2023 13:10:05 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 13:23:40 Ya Ya Tidak Ya Perempuan | <Rp500.000
4/3/2023 13:31:17 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 13:51:58 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 15:12:36 Ya Ya Ya Ya Perempuan | < Rp500.000
4/3/2023 15:33:14 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 15:53:54 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 15:59:37 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 16:35:14 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 16:45:51 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 16:53:36 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
4/3/2023 16:59:20 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
4/3/2023 18:18:01 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 18:28:39 Ya Ya Ya Ya Perempuan | < Rp500.000
4/3/2023 18:39:15 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 18:43:55 Ya Ya Ya Ya Perempuan | < Rp500.000
4/3/2023 18:49:05 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 18:59:45 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 19:32:22 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 19:39:38 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 19:45:29 Ya Ya Ya Ya Perempuan | <Rp3500.000
4/3/2023 19:54:17 Ya Ya Ya Ya Perempuan | <Rp500.000




Apakah Apakah anda Apakah anda
anda pernah membeli | Apakah anda | mengikuti akun
mengetahui | salah satu produk | memiliki akun | Instagram milik Jenis Budget belanja skincare
Timestamp avoskin? dari Avoskin? Instagram? Avoskin? kelamin dalam sebulan
4/3/2023 20:13:03 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 20:33:40 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 20:44:23 Ya Ya Tidak Ya Perempuan | <Rp500.000
4/3/2023 20:49:04 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 20:57:47 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
4/3/2023 20:59:24 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 21:17:01 Ya Ya Ya Ya Perempuan | >Rpl1.000.000
4/3/2023 21:27:46 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 21:38:26 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
4/3/2023 21:45:07 Ya Ya Ya Ya Perempuan | =Rpl1.000.000
4/3/2023 21:48:43 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 21:55:23 Ya Ya Ya Ya Perempuan | < Rp3500.000
4/3/2023 21:59:01 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
4/3/2023 22:11:50 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 22:17:28 Ya Ya Ya Ya Perempuan | < Rp500.000
4/3/2023 22:23:08 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 22:26:51 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 22:33:29 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 22:45:13 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 22:51:49 Ya Ya Ya Ya Perempuan | <Rp500.000
4/3/2023 22:54:26 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
4/3/2023 23:18:47 Ya Ya Ya Ya Laki-laki < Rp500.000
4/3/2023 23:49:25 Ya Ya Ya Ya Laki-laki <Rp500.000
4/4/2023 6:13:59 Ya Ya Ya Ya Laki-laki < Rp500.000
4/4/2023 7:21:41 Ya Ya Ya Ya Laki-laki < Rp500.000
4/4/2023 8:15:24 Ya Ya Ya Ya Laki-laki <Rp500.000
4/4/2023 9:56:03 Ya Ya Ya Ya Laki-laki < Rp500.000
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Apakah Apakah anda Apakah anda

anda pernah membeli | Apakah anda | mengikuti akun

mengetahui | salah satu produk | memiliki akun | Instagram milik Jenis Budget belanja skincare
No | Timestamp avoskin? dari Avoskin? Instagram? Avoskin? kelamin dalam sebulan
186 | 5/7/2023 2:23:20 Ya Ya Ya Ya Laki-laki Rp500.000 — Rp1.000.000
187 | 5/7/2023 17:37:34 Ya Ya Ya Ya Perempuan | =Rp1.000.000
188 | 5/8/2023 18:49:31 Ya Ya Ya Ya Perempuan | < Rp500.000
189 | 5/8/2023 19:19:06 Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
190 | 5/10/2023 16:20:00 | Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
191 | 5/13/2023 19:20:01 | Ya Ya Ya Ya Perempuan | Rp500.000 — Rp1.000.000
192 | 5/14/2023 17:01:37 | Ya Ya Ya Ya Laki-laki < Rp500.000
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LAMPIRAN I11
HASIL OLAH DATA

Outer Loading
5] Matriks Salin ke Clipboard: | Format Excel | | FormatR ]
Citra Merek Kegiatan Pema... Kesadaran Mer... Loyalitas Merek ol
ADL 0.821
AD2 0.803
AD3 0.823
BAl 0.865
BAZ 0.865
BA3 0.842 c
BIL 0.793
BI2 0.859
BI3 0.832
BL1 0.828
BL2 0.814
BL3 0.891 | 4
col 0.816
coz2 0.802
Co3 0.782
EM1 0.731
ENZ 0.793 Il
Validitas dan Reliabilitas Konstruk
[Z] Matriks |{i% Cronbach's Alpha |li% rho_A ||if Reliabilitas Komposit ||ji Rata-rata Varians Diekstrak... Salin ke Clipboard: [ Format Excel ] [ Format R ]
Cronbach's Al... rho_A _ Reliabilitas Ko... Rata-rata Varia...
Citra Merek 0.771 0.773 0.868 0.686
Kegiatan Pema... 0.960 0.961 0.964 0.639
Kesadaran Merek 0.820 0.820 0.893 0.735
Loyalitas Merek 0.799 0.803 0.882 0.714
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Validitas Diskriminan

86

|| Kriteria Fornell-Larcker | =] Cross Loadings

|| Rasio Heterotrait-Monot...| |1 Rasio Heterotrait-Monot...

Salin ke Clipboard: l Format E"‘dl [ Fo,matR]

Citra Merek 0828
Kegiatan Pema... 0.486
Kesadaran Merek 0818
Loyalitas Merek 0670

0.800
0418
0.708

Citra Merek  Kegiatan Pema... Kesadaran Mer..  Loyalitas Merek

0.858
0.584 0.845

Validitas Diskriminan

| -] Kriteria Fornell-Larcker ||| CrossLoadings ||| Rasio Heterotrait-Monot...| 1% Rasio Heterotrait-Monot... Salin ke Clipboard: l Format Excel } [ Format R J
Citra Merek Kegiatan Pema... Mer...  Loyalitas Merek it

AD1 0.458 0821 0.409 0.608

AD2 0.339 0.803 0316 0.498

AD3 0.365 0823 0323 0.565

BAL 0.701 0415 0.865 0.501

BA2 0.716 0314 0.865 0479

BA3 0687 0343 0.842 0.522 =

Bl 0.793 0.409 0.684 0.557

B2 0.859 0.465 0.674 0613

BB 0.832 0.327 0.674 0.488

BL1 0.505 0.588 0.447 0828

BL2 0.586 0.582 0.486 0814

BL3 0.604 0.624 0.544 0.891 L4

Cco1 0334 0.816 0.271 0.559

Cco2 0.441 0.803 0.395 0.560

Cco3 0.391 0.782 0327 0.577

EN1 0.439 0731 0.369 0519

EN2 0412 0.793 0.325 0612 4

R Square

|=] Matriks |i% RSquare |{i Adjusted R Square

Salin ke Clipboard: [ Format Excel ] [ Format R ]

R Square
Citra Merek 0.694
Kesadaran Merek 0174
Loyalitas Merek 0.642

Adjusted R Sq...
0.691
0169
0.635
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Koefisien Jalur

87

=] Mean, STDEV, T-Values, P-Valu...| | =] KeyakinanInterval ||| Keyakinan Interval Bias-Dikor... | ] Sampel | Salin ke Clipboard: | Format Excel ] 1 Format R ]
Sampel Asli (O)  Rata-rata Sam... Standar Devias... T Statistik (| O/... P Values
Citra Merek -> Loyalitas Merek 0.363 0.355 0.099 3.660 0.000
Kegiatan Pemasaran Media Sosial -> Citra Merek 0175 0.181 0.057 3.060 0.002
Kegiatan Pemasaran Media Sosial -> Kesadaran Merek 0418 0423 0102 4.087 0.000
Kegiatan Pemasaran Media Sosial -> Loyalitas Merek 0.498 0.503 0113 4421 0.000
Kesadaran Merek -> Citra Merek 0.745 0.739 0.057 13.056 0.000
Kesadaran Merek -> Loyalitas Merek 0.079 0.083 0.097 0.812 0.417

Efek Tidak Langsung Spesifik

| =] Mean, STDEV, T-Values, P-Valu... | | ] KeyakinanInterval | | Keyakinan Interval Bias-Dikor...

=] sampel | SalinkeClipboard: | Format Excel l | Format R l

Kegiatan Pemasaran Media Sosial -> Kesadaran Merek -> Citra Merek 0311
Kegiatan Pemasaran Media Sosial -> Citra Merek -> Loyalitas Merek 0.064
Kesadaran Merek -> Citra Merek -> Loyalitas Merek 0.270
Kegiatan Pemasaran Media Sosial -> Kesadaran Merek -> Citra Merek -... 0113
Kegiatan Pemasaran Media Seosial -> Kesadaran Merek -> Loyalitas Merek 0.033

Sampel Asli (O)  Rata-rata Sam...

0.308
0.063
0.263
0.109
0.034

Standar Devias... T Statistik (| O/... P Values
0.062 4.990 0.000
0.025 2519 0.012
0.079 3425 0.001
0.037 3.025 0.003
0.041 0.806 0.421
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ABSTRACT

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

brand image and brand lovaltv. In addition, it has been aimed to analyze 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 applyving convenience sampling method. The obtained data have
been analvzed by structural equation modeling (SEM). As a result of the analysis, social inedia marketing activities
have been foumd as effective factors on brand image and brand loyalty, 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 Loyalty
JEL Codes: M31, M37

SOSYAL MEDYA PAZARLAMA AKTIVITELERININ MARKA BILINIRLIGINE, MARKA

IMAJINA VE MARKA SADAKATINE ETKIST

oz

Bu arastirmamn amaci, sosval medyva pazarlama aktivitelerinin marka bilinirligine, marka imajina ve
marka sadakatine etkisini incelemektir. Buna ek olarak, arastirmada, marka bilinirliginin ve marka imajinm
marka sadakati iizerindeki etkisinin analiz edilmesi amaglanmaktadir. Arastirmanin evrenini, Marketing Turkey
sosval medva marka performans verilerine gire en yiiksek sosyal skor degerine sahip beg markayi Facebook,
Twitter ve Instagram sosval medva iletisim kanallarinda aktif bir sekilde takip eden tiiketiciler olusturmaktadir.
Aragtirmada nicel yontem kullaminustir. Arastirma verileri, kolavda érnekleme vontemi kullamlarak 547 marka
takipgisinden sosval medyada paylagilan ¢evrimici anketler yoluvia elde edilmistir. Elde edilen veriler, vapisal
esitlik modellemesi (YEM) ile analiz edilmistir. Analiz sonucunda, sosyal medva pazarlama aktivitelerinin marka
imajt ve marka sadakati iicerinde etkili olmakla birlikte en belirgin etkisinin marka farkmdaligt iizerinde oldugu
saptannugtir. Buna ek olarak, marka farkindalgmin ve marka imajinn marka sadakati iizerinde anlamh bir etkive
sahip oldugu tespit edilmistir. Ayrica arastirmada, marka farkindaligmm mavka imajt tizevinde sinwh bir etkisinin
oldugu sonucuna ulagiinsti.
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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 1image
and to increase brand loyalty by applying all the communication 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 is 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 innovative 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 in 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; Tsimonis 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 explained. The population of research, sampling, data collection tools, and data analysis
techniques have been pomted 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 environment 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 m which direct marketing actions are carried out. In this sense, social
media 1s pushing the boundaries of time and space in the interactions 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 Kim and 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 entertainment, interaction, trendiness, customization and perceived risk. Sano
(2014) has identified the components of social media marketing in insurance services as
mteraction, 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, trendiness,
mformation, customization, and word of mouth communication. In this research, social media
marketing activities have been considered as entertamnment, interaction, trendmess,

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 inreal 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 time (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
1s 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 is 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 1mage 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 influence
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 loyalty. 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 to 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
aleverage 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 airline industry positively affect brand

awareness and brand image.

The ultimate goal of social media marketing activities is to acquire new customers,
increase sales, strengthen word of mouth communication and create customer loyalty (Tsimonis
and Dimutriadis, 2014). Contrary to the traditional branding paradigm (consecutive mvestments
and directing the image through controlled communication), social media communications
actualize on a platform where the limits are uncertain, and the businesses’ chances of
intervention are very limited (Kohli et al., 2015). The fact that these interactions 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, firms 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:
HI1. Social media marketing activities affect brand awareness.
2. 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 etal., 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 conftribute 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
(OFlynn, 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 et al. (2015) have stated that high 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 loyally.
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 1s to measure the effect of brand awareness on the brand image. The third 1s to analyze
the effect of brand awareness and brand image on brand loyalty. Figure 1 has shown theresearch
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.

Entertai t
Awareness
Hs
H;
Hy

Social Media
Marketing
Activities

Brand
Lovalty

Advertisement

Figure 1. Proposed Research Model
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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 including entertainment,
mteraction, 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 dimension 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' opmions on the expressions 1n 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.

S.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% is 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 2 = 4104.919, p <.000) have indicated that
the data set is 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 in an order. It has been considered that the Factor Eigen Value of
EFA is at least 1, the factor load is at least 0.50, and that there is 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 2?:115 1;1:1]1;1. s Cl‘onZar:h’s CR AVE Lﬁ:fiti'l)ll,-‘;s
Social Media Marketing Activities
Entertainment Entertainmentl 378 .890 873 821 713 728
Entertainment2 350 934 914
Entertainment3 344 958 .881
Interaction Interactionl 325 972 763 737523 674
Interaction2 352 959 729
Tnteraction3 3.78 .897 764
Trendiness Trendinessl 4.11 .689 714 518 545 .802
Trendiness2 4.35 773 669
Advertisement Advertisement] 352 974 .806 786  .587 794
Advertisement2 3.53 1.01 .818
Advertisement3 353 1.02 .680
Customization Customization1 3.58 957 901 .853 788 .886
Customization2 361 911 934
Customization3 369  .845 841
Brand Awareness
Brand awareness1 394 711 811 956 685 811
Brand awareness2 398 653 844
Brand awareness3 -- -- -- -- -- -
Brand Image
Brand imagel 373 .900 847 955 651 761
Brand image2 3.73 .976 .858
Brand image3 384 898 .799
Brand Loyalty
Brand loyaltyl 399 724 826 933 617 812
Brand loyalty2 395 743 .820
Brand loyalty3 3.95 760 722

Goodness of fit: y>=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, [FI=
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 indifferent to each other. Table 2 has shown the correlation results between the

variables.

Table 2. Correlation Matrix Among Each Construct

Construct 1 2 3 4 Mean S.D.
1. Brand awareness 1.00 396 .682
2. Brand image 412 1.00 3.76 924
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 (32 / 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.

Business & Management Studies: An International Journal Vol.:6 Issue:1 Year:2018 140

100



Yusuf BILGIN

101

This component is followed by entertainment, advertisement, interaction and trendiness
respectively. In addition, the analysis results have shown that brand awareness (B=.321, CR =
4.427, p <001) and brand image ( = .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 (p = .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

mcluded in path analysis.

Entertainment

!

Brand

0.740™" Awareness

Interaction

!

Social Media
Marketing
Activities

Trendiness

Advertisement

0.750""" Brand
Image
Customization

!

s

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 online 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), it 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 is the most considered
component for the consumers in social media marketing activities the result obtamed 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 research 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 mclude 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
I 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.
I have fond memories regarding this brand.
This brand is customer-centered.
Brand Loyalty
T am satisfied with brand that appeared on social media.
I 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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