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Kuesioner

A. Pertanyaan Filter
1. Apakah Anda termasuk dalam kelompok Generasi Z dengan tahun

kelahiran 1997-2012
2. Apakah Anda aktif menggunakan Instagram?

3. Apakah Anda merupakan followers instagram Fore Coffee?
B. Demografi Responden
1. Jenis Kelamin
a. Laki-laki
b. Perempuan
2. Usia
a. 13-18 tahun
b. 19-24 tahun
c. 25-28 tahun

3. Pendidikan

a. SMP/SMA
b. DI-D3

c. Sl

d. S2

e. Lainnya

4. Pekerjaan
a. Pelajar / Mahasiswa

b. Wirausaha
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d.

f.

Guru/Dosen
Pegawai Negeri Sipil
Freelancer

Lainnya

Menurut Anda apa yang menjadi daya tarik dari Fore Coffee?

Tampilan toko

Konsep sosial media

Menu dan rasa minuman/makanan
Suasana toko

Merchandise

Lainnya

C. Interaction / Interaction

No

Pernyataan

Skala

STS

TS | N

SS

Saya dapat dengan mudah berbagi informasi tentang
produk Fore Coffee dengan pengguna lain melalui akun
Instagram mereka

Saya merasa mudah menyampaikan pendapat atau
masukan tentang Fore Coffee melalui fitur komentar atau
DM di Instagram mereka

Akun instagram Fore Coffee menyediakan banyak
kesempatan untuk berbagi informasi tentang produk
mereka (melalui fitur repost, story)

Saya lebih memilih menggunakan Instagram untuk
membagikan pengalaman saya tentang Fore Coffee kepada
teman-teman

D. Trendiness / Kekinian
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Skala
No Pernyataan STS | TS | N SS

1 | Konten yang dibagikan di Instagram Fore Coffee selalu

menampilkan informasi terbaru tentang produk dan promo
2 | Berinteraksi dengan akun Instagram Fore Coffee

(seperti like, comment, atau share) terasa kekinian dan

sesuai tren
3 | Media sosial Fore Coffee membantu saya

mendapatkan update tentang produk baru atau event terbaru

mereka
4 | Membagikan konten Fore Coffee di media sosial membuat

saya merasa mengikuti tren terkini

E. Advertisement / Iklan
Skala
No Pernyataan STS | TS | N S8

1 | Iklan Fore Coffee di Instagram berhasil menarik perhatian

saya terhadap merek ini
2 | Konten pemasaran Fore Coffee di media sosial memberikan

informasi lengkap tentang produk mereka
3 | Iklan Fore Coffee di media sosial berhasil membuat saya

tertarik untuk mencoba produk mereka

F. Customization / Penyesuaian Konten
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Skala
No Pernyataan STS | TS | N SS
1 | Akun Instagram Fore Coffee menyediakan informasi yang
sesuai dengan kebutuhan saya
2 | Saya dengan mudah mendapatkan informasi tentang Fore
Coffee berkat konten yang jelas dan terarah di Instagram
mereka
3 | Saya senang membagikan postingan Fore Coffee yang saya
sukai di media sosial pribadi
G. Brand Awareness / Brand Awareness
Skala
No Pernyataan STS | TS | N SS
1 | Instagram Fore Coffee membuat saya lebih mengenal merek
ini
2 | Melalui instagram, saya mendapatkan informasi lebih
lengkap tentang karakteristik produk-produk Fore Coffee
3 | Saya bisa langsung mengenali merek Fore Coffee ketika
melihat kontennya di instagram
4 | Saya dapat dengan jelas membedakan Fore Coffee dengan
brand kopi lainnya di instagram
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PENGARUH DIMENSI
PEMASARAN MEDIA
SOSIAL TERHADAP
KESADARAN MEREK
PADA INSTAGRAM
FORE COFFEE

Perkenalkan, saya Michelle Caroline dari
Program Studi Manajemen, Fakultas Bisnis dan
Ekonomika, Universitas Atma Jaya Yogyakarta.
Saat ini, saya sedang menyel ikan tugas akhir
sebagai salah satu persyaratan kelulusan dengan
melakukan penelitian tentang "PENGARUH
DIMENSI PEMASARAN MEDIA

SOSIAL TERHADAP KESADARAN MEREK PADA
INSTAGRAM FORE COFFEE". Penelitian ini
bertujuan untuk mengetahui apakah terdapat
pengaruh dari interaksi, trendiness (kekinian),
iklan, dan customization (penyesuaian konten)
dalam

social media maketing instagram terhadap
kesadaran merek, dengan objek penelitian yaitu
Fore Coffee.

Oleh karena itu, saya membutuhkan kesediaan
dari Saudara/Saudari yang termasuk kedalam
kategori di bawah ini untuk bisa mengisi
kuisioner ini.

Kriteria responden:

1. Generasi Z dengan rentang tahun kelahiran
1997-2012

2. Pengguna aktif media sosial instagram

3. Follow instagram Fore Coffee

Saya sangat mengharapkan kesediaan
Saudara/Saudari untuk dapat meluangkan waktu
untuk berpartisipasi dalam mengisi kuisioner ini.
Dalam mengisi kuisioner ini hanya membutuhkan
5-10 menit saja. Setiap informasi atau jawaban
yang diberikan hanya digunakan untuk
kepentingan penelitian ini saja dan akan dijamin
kerahasiannya. Terima kasih atas waktu yang
diluangkan untuk berpartisipasi dalam penelitian
ini.

Apabila terdapat pertanyaan mengenai kuisioner
ini, dapat menghubungi saya melalui email:

210325960@students.uajy.ac.id

Hormat saya,
Michelle Caroline

mcrline12@gmail.com Ganti akun

538 Tidak dibagikan
(<)

Berikutnya Kosongkan formulir

Jangan pernah mengirimkan sandi melalui Google Formulir.

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

f ini ? Laporkan

Google Formulir Z
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A Y

PENGARUH DIMENSI
PEMASARAN MEDIA
SOSIAL TERHADAP
KESADARAN MEREK
PADA INSTAGRAM
FORE COFFEE

mcerline12@gmail.com Ganti akun
@ Tidakdibagikan

yang wajib diisi

Mohon untuk dapat mengisi pertanyaan berikut

Apakah Anda termasuk dalam kelompok  *
Generasi Z dengan tahun kelahiran 1997-
2012

O va

O Tidak '
F—._ /

A\ |

Apakah Anda aktif menggunakan % ’

Instagram?

O va

(O Tidak

-—

Apakah Anda merupakan followers *

instagram Fore Coffee?

O va

(O Tidak

Kembali Berikutnya Kosongkan
formulir

g h sandi me Google Formulir.

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

\pakah ini tampak Laporkan

Google Formulir {/
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PADA INSTAGRAM
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PEMASARAN MEDIA
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PADA INSTAGRAM
FORE COFFEE
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A \] |

PENGARUH DIMENSI
PEMASARAN MEDIA
SOSIAL TERHADAP
KESADARAN MEREK
PADA INSTAGRAM
FORE COFFEE

merline12@gmail.com Ganti akun

Iklan Fore Coffee di Instagram berhasil -

= saya ke ini

Setuju

900004

Konten pemasaran Fore Coffee di media =

:

|

|

|

i
A\ \ N

Ikian Fore Coffee di media sosial berhasil s
membuat saya tertarik untuk mencoba
produk mereka

Sangat Tidak Setuju

Kembali Berikutnya Kosongkan




PENGARUH DIMENSI
PEMASARAN MEDIA
SOSIAL TERHADAP
KESADARAN MEREK
PADA INSTAGRAM
FORE COFFEE

mcorliine12@gmail.com Ganti akun

-

Saya w
informasi temang Fore Coffee berkat
konten yang jelas dan terarah di instagram

=
i e

Sangat Tidak Setuju

Saya mer Fore -
Coffee yang saya sukai di media sosial

pribadi
Sangat

]

§

OOOOO§

?
f

il Coagie

== Google Formulir Z

—
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Lampiran 3: Hasil Pengisian Kuesioner
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BA3 | BA4

TR2 | TR3 | TR4 | ADI1 | AD2 | AD3 | CS1 | CS2 | CS3 | BAI | BA2

IN3 | IN4 | TRI

IN2

IN1
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Outer Loadings

Advertisement Brand Awareness Customization |Interaction Trendiness
A1 0.829
AD2 0.761
AD3 0.821
BA1 0.775
BA2 0771
BA3 0.737
BA4 0.766
Ccs1 0.832
€82 0.800
CS3 0.696
IN1 0.803
IN2 0.716
IN3 0.696
IN4 0.654
TR1 0.745
TR2 0.690
TR3 0.743
TR4 0.745
Construct Reliability and Validity
Cronbach's Alpha rho_A [+ i il Average Variance Extracted (AVE)
0.726 0.728 0.846 0.646
3rand Awareness 0.760 0.761 0.847 0.581
E lizati 0.676 0.694] 0.821 0.606
nteraction 0.686 0.691 0.810 0.517
Trendiness 0.710 0.713 0.821 0.535
Cross Loadings
Brand C Ir It Tren:
BD1 0.667 0.554 0.536 0597
ADZ 0.617 0.550 0.565 0515
AD3 0.630 0513 0571 0432
BA1 0.775 0.543 0.561 0.491
BA2 0771 0.555 0.580 0526
BA3 0.737 0.460 0.571 0372
BA4 0.766 0.478 0.497 0448
cs1 0.557 0.832 0.522 0.470
cs2 0.576 0.800 0.520 0.495
cs3 0414 0.696 0.433 0.470
IN1T 0.557 0.495 0.803 0525
INZ 0.540 0.486 0.718 0.403
IN3 0517 0.395 0.596 0.552
s 0.476 0.453 0.654 0.564]
TR 0.469 0.444 0.537 0745
TRz 0.396 0.426 0.467 0.690
TR3 0.461 0.414 0.564 0743
TRE 0.435 0.508 0.405 0.745
R Square
[ [R Square [R Square Adjusted
|Brand Awareness I 0.699] 0.692|
f Square
A Brand Awarens C Ti
0313
Brand Awareness
C izat 0.048
0.095
0.000
Path Coefficients
| Mean, STDEV, T-Values, P-... | =] Confidence Intervals | =] Confidence Intervals Bias ... | =] Samples Copy to Clipboard: | gy,
~
Original Sample (O) Sample Mean (M)  Standard Deviation (STDEV) T Statistics (JO/STDEV|) P Values
Interactio... 0.277 0.276 0.089 3.113 0.002
Advertise... 0.487 0.480 0.079 6.167 0.000
Customiz... 0.175 0.177 0.062 2.818 0.005
Trendines... -0.011 -0.005 0.058 0.199 0.843
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FACTORS AFFECTING USERS
BRAND AWARENESS THROUGH
SOCIAL MEDIA MARKETING
ON TIKTOK

Abstract

TikTok is increasingly influentsal in promaoting brand awareness and hoosting pur
chase intention. From a social media marketing perspective, brand awareness signifi
camtly inflsences consumers’ purchasing decisions. The primary objective of thes study
is bo investigate and measure the factors nflsencing the brand awareness of Tk Tok us
ers through social media marketing commumicatsans. The paper employs exploratory
factar analysis, Cranbachs Alpha test, and regression analysis to test the bypatheses.
14 pbserved vanables were divided inlo six growps. Each variable was assessed using a
S-paint Likert scale. The sample size inclucdes 240 vald responses from TikTok users
callected via comventence sampling. The questicnnaire was distributed to TikTok s
ers fram Vietnam via the link an Goeagle Forms The collected data were processed by
SPAS M) software. The resalts suggest that six independent varizbles posatively affect
‘heand recognitian via social meda marketing on Tik Tok, with a 95% confidence inter
val at Sg. = 0.000 (0.05). Each of the six variables positively impacts initial expectations
and is statestically signshicant at 1%. The results show that trends [Beta = 1299} are the
minst decisive factors impacting brand awareness af TikTok asers. Besides, electronic
ward of mouth { Reta = 0.242}, infleencer {Beta = 0.210), entertainment [ Beta = 0. 206),
interaction (Beta = (L2080}, and storytelling {Beta = 0.174) also postrvely affect the
brand awareness of TikTok users. Limitations and further research suggest that mar
keters should investigate the rele of artificial intelligence (AL in the consumer’s hrand
wwareness canstructing proces.

K.E‘)'Wl:ll‘ds brand, trends, e WOM, influencer, enterfainmenit,
mteractivity, storytelling, marketing communzcations
JEL Classification M31, M37,C20

INTRODUCTION

In the age of the Internet, which develops firmly and constantly like
today, social networks have become one of the most essential com-
munication channels for any business, whether large or small. Sigala
(2012} insists that “social networks create new opportunities for busi-
ness creation.” A brands presence on social networks has dramati-
cally determined the ability to reach, remember, and form that brand’s
identity with customers, According to Johansson (2010), social me-
dia positively assists companies in increasing their brand awareness.
Every business wants to reach a higher level of brand awareness in the
market. When introducing a new product, businesses must achieve
product awareness and brand association with the consumer market
(Kumar & Moller, 2018). Aaker (2014} discussed many factors that can
help a brand achieve maximum brand awareness. The essential factor
in achieving better brand awareness is to have a distinct and unique
slogan that represents the brand and its image to the customers, as it
helps them to immediately get a clear image of the brand and iden-
tification whenever they find or read it somewhere (Till et al., 2011).
To build a successtul brand, creating brand awareness among con-
sumers is crucial. Brand awareness significantly influences consum-
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ers’ purchasing decisions (Supivandi et al, 2022). Building a brand requires businesses to find ways
to influence consumers’ feelings so that they can recognize the brand and then experience using it.
Browne and Kaldenberg (1997) state that “when consumers know that brand, it will stimulate them to
use products of that brand, which means that consumers tend to choose familiar brands.” Hence, cre-
ating brand awareness is crucial for any business or marketer. According to Fadillah and Kusumawati
(2021), TikTok is increasingly influential in increasing brand awareness and boosting purchase inten-
tion. However, many marketers remain skeptical of this platform because they think it is merely an en-

tertainment content platform.

1. LITERATURE REVIEW
AND HYPOTHESES

Social media marketing refers to using social me-
dia platforms to communicate with customers to
establish brands, increase sales, and drive wehsite
traffic. Marketers use strategies and tactics to in-
teract with users by creating helpful content to
attract potential customers. Social media market-
ing creates specialized content for each networle
The right platform to find information to devel-
op a brand's product preferences is social media
marketing {Maylor et 2l., 2012). Richter and Koch
(2007) define social media as “an online applica-
tiom, platform. or media that facilitate interaction,
collaboration, or content sharing.” Social media
plays a role when a firm's marketing eperations
develop a personal interaction with customers and
allow the company to reach customers (Kelly et al.,
2000). Social media has provided marketers with
a handy tool to reach the target audience brands
target (Kelly et al., 2000).

TikTok is an application based on Al technol-
ogy. It is originated in China and is now famous
on a global scale. ByteDance, the powerful me-
dia company of the billion-people nation, owns
this application. According to Ma and Hu {2021),
TikTok became the most downloaded app (738
million downloads in 201%), surpassing Facebool,
YouTube, and Instagram. TikTok is built on the
video format. The viral audio makes young peo-
ple feel free to create content based on those plat-
forms, and the dry text is omitted. The format is
designed to be as short as 15 seconds, which is al-
50 a wise move to solve entertainment video view-
ers’ “craving and boredom” concerns. In addition,
young peaple want to see entertainment and other
strange and different things immediately. Today.
TikTok is a social network for young people to en-
tertain and share their interests in video editing.

it i dalargiio ngmimae)2oeg.n

120

However, it is also a platform for effective market-
ing to catch up with modern viral trends.

The familiarity and capacity of target customers
to remember the product/service the firm wishes
tiv target is brand awareness. Brand awareness is
fundamental in consumer behavior research, ad-
vertising management, brand management, and
strategy development. Brands also split distinct
levels of brand awareness to create ads that fit each
stage: brand recall, brand recognition, and top of
mind. Brand awareness refers to a brand s capacity
i distinguish items from which to make an in-
formed decision. Customers will be easily recog-
nized through the fratured graphics, booth layout,
and unique flavors. Understanding more broadly
means that when customers mention a brand, they

immediately think of many products of that brand.

Consumer behavior research, advertising man-
agement, brand managernent, and strategy de-
velopment rely on brand awareness. Foroudi et al.
[2018) state, “brand equity includes brand aware-
ness.” Brand awareness refers to a consumer’s abil-
ity to recognize the existence of a brand (Spry et
al;, 2011). According to Keller's (1993) brand equity
model, brand awareness indicates that customers
recognize the brand name, boosting the pessibility
that the brand is on the list of prospective chaoic-
e, It is relatively more straightforward to build
brand awareness and corporate image through the
Internet, as it allows one to realize the importance
of the online environment {Mason, 2008).

Storytelling is a form where changes connect
their identities and reasoning in creating activi-
ties and products (Pallas et al., 2014). Story con-
tent, production, and distribution are dominated
by trademark owners {Brown et al, 2003), but
this is changing as the rise of social media allows
people to create content for the brand through
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videos wills segular products.

In the puil, ismlhencers were considered ang-
i, dclors, or caperls ima partioslie Geld; now,
imlseners alio include key epanion consumers
KOG, and accounts wilk low e high num-
bers of Fllewen wre sl ialleeners wha con-
Cribeate lo Beamds” maskiting campaigns. TikTok
i3 alio o platform Bhat wees this slealegy e in-
wovase brand coverage. The combizalz=n ol in-
Fluential crcators on TekTek has alio presven
bz beang much vabse 1o the beand. Thesckae,
cuimbising wilk snlluzncen on TiKTok s sedis-
sary because they have many fellewess, helpisy
the brand beeome peominest and casily scoes-
sible 1o masy users, creating brasd awarczess
Besides, brands should consder the susalul-
iy el their brand and need 1o disuss carcially
wilh them the communstalics plas o Be muosl
ellectsve, like identalying whethiz the brazls
Lapgel ssdsence uses TiKTok ee nal, and ab what
s, whether the sudience & young; i is seos-
sary ho fecud un coealesg crealive, highly cnler-
Laising and engaging vales costent.

COMCLUSION

The presary objccime of Chis sludy o le v lgale asd measure the fadlor |H'l1iu.1||.|ng U birand

wiwdziness of TiKTek wiers theatgh socal mldis

cosmrmanicalions. In ceder Lo aavend e di-

pendlabilily, & pilal sludy of 58 repondents from Hae Chi Mink City, Vietnam was undertabs, Lales, o
evaluale ke scalasiliy and tesl the suggeited spproadch, the quanitalive ibaly is dene by pollisg wesd
whes oflen use T Tok Afer gathiving 260 samplis, the sludy screened 12 unaiciplabl dniwis shecls
bl g e i Lhe

i, 24D valid sesposae.

Sae lhings poailavely ::mplcl.hn.n] awarcness. From the Srelangs, Laianida wn Lse st liﬁﬁuru TS5
impactang bedrel swaresss of TiKTek s, Other Tacees sueh a8 dictrosse wond ol meoutls (e WOM],

i cra, enlerLal inleraclzen, and storyEelling aze podilseely anecsted with the beasel swise-
nest of TiKTek users Masy Brvor TiRTok, @ brendy secianl ssides platierm, because of il eavy ssberaclion
I UBETH, derall hrandic

Hipwevin, TikTuik ales has risdks whes negative snteracians occur, so brands e carelal and ooused
when anteracizng with users an social netwecks, partsoskidy TikTok. The origissalily of b= paper = o
enhasee the lileraluse revesw with Ieesh essgarical lisalesgs = docial madia sssdietang, Masagerial iss-
phications are proviled b bl beinsdes e TiKTok Lo e Cheir hramnd iwarenei.
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