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ABSTRACT
The purpose of this research is to examine the process of how enjoyable and original
Somethinc's posts on Instagram influence customer behavior through their internal
responses, namely affective customer engagement, based on the stimulus-organism-response
(S-O-R) framework. In this study, a sample of 175 respondents was selected using quota
sampling technique. The author employed the Structural Equation Modeling (SEM) method
to test the hypotheses. The findings of this study provide evidence that factors such as
perceived enjoyment, perceived originality, affective customer engagement, positive eWOM
(electronic word-of-mouth), and intention to follow recommendations have a positive
influence on repurchase intentions, indicating the importance of consumer emotional
engagement and positive reviews in influencing consumer purchasing behavior.

Keywords: Affective Customer Engagement, Stimulus-Organism-Response, Structural
Equation Modeling

ABSTRAK
Tujuan dari penelitian ini adalah untuk menguji proses bagaimana unggahan Somethinc yang
menyenangkan dan orisinal di Instagram memengaruhi perilaku pelanggan melalui respons
internal mereka, yaitu, affective customer engagement yang muncul, berdasarkan kerangka
kerja stimulus-organism-response (S-O-R). Dalam penelitian ini, sampel yang diambil
sebanyak 175 responden yang dipilih menggunakan teknik quota sampling. Penulis
menggunakan metode Structural Equation Modeling (SEM) untuk melakukan pengujian
hipotesis. Hasil penelitian ini memberikan bukti bahwa faktor-faktor seperti perceived
enjoyment, perceived originality, affective customer engagement, positive eWOM, dan niat
untuk mengikuti saran memiliki pengaruh positif terhadap repurchase intentions, yang
menunjukkan pentingnya keterlibatan emosional konsumen dan ulasan positif dalam
mempengaruhi perilaku pembelian konsumen.

Kata Kunci: Affective Customer Engagement, Stimulus-Organism-Response, Structural
Equation Modeling
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