BAB V
PENUTUP

5.1. Kesimpulan

Pada hasil yang didapat oleh peneliti, memiliki tujuan untuk menguji
keterlibatan merek dan kesadaran merek sebagai mediasi pada pengaruh pemasaran
media sosial terhadap niat beli merek Glad2Glow, Hasil penelitian dapat
disimpulkan sebagai berikut:
Hasil hipotesis pertama dinyatakan diterima bahwa pemasaran media sosial
berdampak signifikan terhadap kesadaran merek pada merek Glad2Glow.
Hasil hipotesis kedua dinyatakan diterima bahwa pemasaran media sosial
berdampak segnifikan terhadap keterlibatan merek pada merek Glad2Glow.
Hasil hipotesis ketiga dinyatakan diterima bahwa pemasaran media sosial
berdampak segnifikan terhadap niat beli pada merek Glod2Glow.
Hasil hipotesis keempat dinyatakan bahwa kesadaran merek berdampak signifikan
terhadap niat beli pada merek Glad2Glow.
5. Hasil hipotesis kelima dinyatakan bahwa keterlibatan merek berdampak

signifikan terhadap niat beli pada merek Glad2Glow.

Hasil hipotesis keenam menunjukkan bahwa kesadaran merek memediasi
hubungan antara pemasaran media sosial terhadap niat beli pada merek Glad2Glow.
Hasil hipotesis ketujuh menunjukkan bahwa keterlibatan merek memediasi

hubungan antara pemasaran media sosial terhadap niat beli pada merek Glad2Glow.
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5.2. Implikasi Manajerial

Berdasarkan hasil penelitian menunjukkan bahwa H1 pada sampel asli (O)
yaitu pemasaran media sosial terhadap kesadaran merek mempunyai pengaruh yang
besar, sehingga dengan hasil tersebut diharapkan merek Glad2Glow
memperkuatkan pemasaran media sosial pada mereknya sehingga dapat
meningkatkan kesadaran merek pada konsumen mengenai merek Glad2Glow
dengan cara meningkatkan perhatian konsumen melalui konten yang menarik,
interaksi dengan konsumen, memanfaatkan konten pengguna, dan mengoptimalkan
upaya dalam kesadaran merek pada konsumen.

Pada H2 yaitu pemasaran media sosial terhadap keterlibatan merek
memiliki pengaruh yang signifikan, maka dengan hasil tersebut merek Glad2Glow
dapat meningkatkan keterlibatan merek dengan memastikan bahwa setiap konten
yang diberikan atau dibagikan di media sosial Tikok sesuai dengan nilai dan
manfaat bagi merek Glad2Glow, agar konsumen dapat memberikan kesan yang
positif supaya dapat meningkatkan calon konsumen baru.

Berdasarkan H3 yaitu pemasaran media sosial terhadap niat beli
mendapatkan pengaruh yang signifikan, maka dengan berfokus pada
pengembangan pemasaran media sosial melalui TikTok dengan membagikan
informasi yang sesuai dengan kebutuhan dan keinginan konsumen, dapat membuat
mendorong konsumen untuk melalukan niat beli pada merek Glad2Glow.

Kesadaran merek terhadap niat beli merupakan H4 yang dimana
mendapatkan pengaruh yang signifikan, sehingga Glad2Glow harus fokus pada

strategis pemasaran yang dapat membangun dan memuat tumbuhnya kepecayaan
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pada konsumen melalui konten dan iklan yang menarik, supaya konsumen dapat
mengingat dan mengenal merek Glad2Glad pada logo dan produk yang dijelaskan
supaya konsumen menganggap merek Glad2Glow menjadi dirinya konsumen,
karena sesuai dengan kebutuhan dan keinginan konsumen.

Pada H5 yaitu keterlibatan merek terhadap niat beli memiliki pengaruh yang
signifikan, maka dapat memberikan informasi mengenai merek Glad2Glow yang
diposting melalui sosial media Glad2Glow di TikTok supaya terus menjaga dan
meningkatan kualitas pada merek Glad2Glow, terus meningkatkan keterlibatan
merek agar memotivasikan konsumen dalam memberikan interaksi melalui like dan
komen yang positif supaya dalam melakukan niat beli pada suatu merek konsumen
tidak ragu jika ingin melakukan pembelian akan produk pada merek Glad2Glow
karena kualitas yang diberikan baik.

Sedangkan H6 yaitu kesadaran merek sebagai mediasi pada pemasaran
media sosial terhadap niat beli memiliki pengaruh yang segnifikan, namun pada
sampel asli (O) mendapat nilai yang paling rendah pada penelitian ini, maka dengan
membuat suatu inovasi konten yang menarik supaya dapat meningkatkan merek
dan interaksi dengan konsumen, melalui konten yang dibagikan secara luas,
menarik bagi konsumen, dan partisipasi dengan tren, yang dapat membantu untuk
meningkatkan kesadaran merek dan membuat merek menjadi diri konsumen.

Menurut H7 yaitu keterlibatan merek sebagai mediasi pada pemasaran
media sosial terhadap niat beli memiliki pengaruh yang signifikan, sehingga merek
Glad2Glow harus menciptakan konten yang positif dan relevan dengan target pasar

agar konsumen merasakan dan mau terlibat pada merek Glad2Glow, karena terkait
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dengan personal diri konsumen, serta dapat memenuhi keinginan dan harapan
ssesuai dengan kebutuhan, maka hal ini dapat meningkatkan niat beli konsumen
akan merek Glad2Glow.
5.3. Keterbatasan Penelitian
Hasil yang diperoleh oleh peneliti memiliki beberapa keterbatasan atau

kelemahan yang harus diperhatikan, sebagai berikut:
. Pada nilai R-square terdapat kriteria yang rendah, sehingga menyatakan bahwa
variabel tersebut masih kurang kuat, maka membutuhkan suatu variabel lain untuk
mendukung penelitian ini.
. Pada perbedaan objek penelitian menjadi Kketerbatasan penelitian, dimana
penelitian terdahulu tidak memiliki objek yang spesifik terhadap suatu produk,
tetapi meneliti seberapa besar pengaruh pemasaran media sosial terhadap niat beli
pada masyarakat di Kosovo.
5.4. Saran untuk Peneliti Selanjutnya

Agar meningkatkan pemahaman dan penerapan pada penelitian selanjutnya,
maka terdapat beberapa saran yang dapat dilakukan untuk mengembangkan
penelitian selanjutnya yaitu:
Saran pertama yang dapat diberikan untuk penelitian selanjutnya yaitu dapat
menggunakan indikator lain pada kuesioner supaya pengukuran pada variabel
menjadi lebih luas dan lebih relevan.
Saran kedua yang diberikan untuk penelitian selanjutnya yaitu, diharapkan dapat

melakukan penelitian merek Glad2Glow di aplikasi lainnya seperti Instagram,
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sehingga lingkup penelitian menjadi lebih luas dan tidak hanya sebatas yang

menggunakan aplikasi TikTok.

100



DAFTAR PUSTAKA

Aaker, D. (2023). Branding: too often overlooked in disruptive innovation and
social purpose arenas. Journal of Brand Management, 30(3), 185-189.
https://doi.org/10.1057/s41262-023-00328-7

AKGUN, Z. (2020). Sosyal Medya PazarlAktivitelerinin MarkaDegeriTiketici
Yanitlari Ve Satin AlmNiyetinEtkisi: Hizli Moda MarkalarinaY6nelikBir
Arastirma. Business & Management Studies: An International Journal, 8(5),
4211-4240. https://doi.org/10.15295/bmij.v8i5.1672

Alharthey, B. K. (2024). Influencing Smartphone Choices: The Interplay of Social
Media Marketing and Brand Image on Purchase Intentions. British Journal of
Management and Marketing Studies, 7(1), 19-34.
https://doi.org/10.52589/bjmms-5r9zo4zw

Alj, I., & Naushad, M. (2023). “Examining the influence of social media marketing
on purchase intention: The mediating role of brand image.” Innovative
Marketing, 19, 145-157. https://doi.org/10.21511/im.19(4).2023.12

Alkhawaldeh, A. M., Al-Salaymeh, M., Alshare, F., & Eneizan, B. M. (2017). The
Effect of CSR on Brand Loyalty: The Mediating Role of Brand Trust.
European Journal of Business and Managemen, 9(36), 38—47.

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), 146-157. https://doi.org/10.24052/jbrmr/v13is04/art-13

Alvi Herzegovino Sianipar, F., & Dra Hj Yoestini, E. (2021). Analisis Pengaruh
Customer Review Dan Customer Rating Terhadap Keputusan Pembelian
Produk Di Online Marketplace (Studi Pada Mahasiswa Pengguna Tokopedia
di Kota Semarang). Diponegoro Journal of Management, 10(1), 1-9.
http://ejournal-s1.undip.ac.id/index.php/dbr

Amin, A. M., Fadhilah, M., & Cahyani, P. D. (2024). The Mediating Role of
Perceived Value on Purchase Decisions In Ecommerce. Jurnal Ekonomi Dan
Bisnis, 25(2), 233. https://doi.org/10.30659/ekobis.25.2.233-243

Amin, S., & Tarun, M. T. (2021). Effect of consumption values on customers’ green
purchase intention: a mediating role of green trust. Social Responsibility
Journal, 17(8), 1320-1336. https://doi.org/10.1108/SRJ-05-2020-0191

Andata, C. P., & Iflah, I. (2022). Pengaruh Media Sosial Dalam Meningkatkan
Brand Awareness “Somethinc” Pada Pengguna Instagram Di Jabodetabek.
Jurnal Komunikasi, 13(2), 84-92. https://doi.org/10.31294/jkom.v13i2.13261

Andi, 1. (2024). Krisis Kesadaran Masyarakat Akan Bahaya Tersembunyi Dalam
Produk  Kecantikan  Tradisional. Jawa Pos Radar Malang.
https://radarmalang.jawapos.com/opini/815346446/krisis-kesadaran-
masyarakat-akan-bahaya-tersembunyi-dalam-produk-kecantikan-tradisional

Annora, G. C. E., & Prabandari, S. P. (2024). Pengaruh Brand Awareness Sebagai
Variabel Pemasaran Media Sosial Terhadap Minat Beli Konsumen. Jurnal
Manajemen Pemasaran Dan Perilaku Konsumen, 3(2), 337-347.
https://doi.org/10.21776/jmppk.2024.03.2.07.

101



Arohman, S. I., Fadhilah, M., & Ningrum, N. K. (2023). Pengaruh Penggunaan
Sosial Media dan E-Wom terhadap Keputusan Pembelian di Mediasi
Kepercayaan (Studi pada Smartphone Xiaomi Daerah Istimewa Yogyakarta).
J-MAS (Jurnal Manajemen Dan Sains), 8(1), 499,
https://doi.org/10.33087/jmas.v8i1.791

Azizah, L., Gunawan, J., & Sinansari, P. (2021). Pengaruh Pemasaran Media Sosial
TikTok terhadap Kesadaran Merek dan Minat Beli Produk Kosmetik di
Indonesia. Jurnal Teknik ITS, 10(2).
https://doi.org/10.12962/j23373539.v10i2.73923

Bimantari, C. (2019). The Effect of Brand Awareness, Perceived Quality, and
Brand Attitude Toward Purchase Intention of Biscuit Oreo in Surabaya.
Journal of Business & Banking, 8(2), 195.
https://doi.org/10.14414/jbb.v8i2.1548

Binti Abdul AZIZ, N. H., Susanto, S., & Ningrum, N. K. (2021). Pengaruh
Keterlibatan Merek, Komunikasi Merek, Dan Interaktivitas Merek Pada
Keterikatan Merek Media Sosial. Jurnal limiah Manajemen Kesatuan, 9(3),
455-466. https://doi.org/10.37641/jimkes.v9i3.472

Buil, I., de Chernatony, L., & Martinez, E. (2013). Examining the role of advertising
and sales promotions in brand equity creation. Journal of Business Research,
66(1), 115-122. https://doi.org/10.1016/j.jbusres.2011.07.030

Chen, & Lin. (2020). Pengaruh Social Media Marketing Activities. 1-15.

Chen, M. H., & Tsai, K. M. (2020). An empirical study of brand fan page
engagement  behaviors.  Sustainability — (Switzerland), 12(1), 1-19.
https://doi.org/10.3390/SU12010434

Chen, S.C., & Lin, C. P. (2019). Understanding the effect of social media marketing
activities: The mediation of social identification, perceived value, and
satisfaction. Technological Forecasting and Social Change, 140(July 2018),
22-32. https://doi.org/10.1016/j.techfore.2018.11.025

Cheung, M. L., Pires, G., & Rosenberger, P. J. (2020). The influence of perceived
social media marketing elements on consumer—brand engagement and brand
knowledge. Asia Pacific Journal of Marketing and Logistics, 32(3), 695-720.
https://doi.org/10.1108/APJML-04-2019-0262

Chrisniyanti, A., & Fah, C. T. (2022). the Impact of Social Media Marketing on
Purchase Intention of Skincare Products Among Indonesian Young Adults.
Eurasian Journal of Social Sciences, 10(2), 68-90.
https://doi.org/10.15604/ejss.2022.10.02.001

CNBC. (2024). Daya Beli Menyusut, Bisnis Kecantikan lkut Menciut? CNBC
Indonesia. https://www.cnbcindonesia.com/research/20250108111952-128-
601595/penjualan-produk-kecantikan-tembus-rp-30-t-ini-trik-gaet-pembeli

Dally, A., Dan Aswin, |., & Hadisumarto, D. (2020). Pengaruh Aktivitas Social
Media Marketing Terhadap Brand Trust, Brand Equity, dan Brand Loyalty
Pada Platform Social Media Instagram. Jurnal Manajemen Dan Usahawan
Indonesia *, 43(1), 44-58.

Damayanti, A., Arifin, R., & Rahmawati. (2023). Vol. 12. No. 01 ISSN: 2302-
7061. Riset, Jurnal Prodi, Manajemen Fakultas, Manajemen Unisma, Bisnis,
12(01), 510-518.

102


https://www.cnbcindonesia.com/research/20250108111952-128-601595/penjualan-produk-kecantikan-tembus-rp-30-t-ini-trik-gaet-pembeli
https://www.cnbcindonesia.com/research/20250108111952-128-601595/penjualan-produk-kecantikan-tembus-rp-30-t-ini-trik-gaet-pembeli

Darwin, M., & Reynalda, M. (2021). Review Buku: Metode Penelitian Pendekatan
Kuantitatif. Media Sains Indonesia, 74-84.

Darwin Muhammad, & Umam Khoirul. (2020). Analisis Indirect Effect pada
Structural Equation Modeling (Comparative Study of Using Amos and
SmartPLS Software). Nucleus, 1(2), 50-57.

Dewi, Herlina, M. G., & Boetar, A. E. M. B. (2022). The effect of social media
marketing on purchase intention in fashion industry. International Journal of
Data and Network Science, 6(2), 355-362.
https://doi.org/10.5267/j.ijdns.2022.1.002

Emanuella. (2025). Penjualan Produk Kecantikan Tembus Rp 30 T, Ini Trik Gaet
Pembeli. CNBC Indonesia.
https://www.cnbcindonesia.com/research/20250108111952-128-
601595/penjualan-produk-kecantikan-tembus-rp-30-t-ini-trik-gaet-pembeli

Emini, A., & Zeqiri, J. (2021a). Social Media Marketing and Purchase Intention:
Evidence From Kosovo. Economic Thought and Practice, 30(2), 475-492.
https://doi.org/10.17818/EMIP/2021/2.8

Emini, A., & Zeqiri, J. (2021b). The Impact of Social Media Marketing on Purchase
Intention in a Transition Economy: The Mediating Role of Brand Awareness
and Brand Engagement. Enterenova - Enterprise Research Innovation, 7(1),
262-272. https://doi.org/10.54820/fdor9238

Febria, L., & Berlintina, L. (2020). Kredibilitas Selebriti Mikro pada Niat Beli
Produk di Media Sosial. REVENUE: Jurnal Manajemen Bisnis Islam, 1(2),
155-169.

Febriansyah, W., Yunita, R. M., & Nugraha, R. (2024). Effect of Social Media
Marketing “Instagram” Towards Purchase Intention : Evidence From Plant-
Based Milk Product “Oatside” in Indonesia. Eduvest - Journal of Universal
Studies, 4(2), 670-686. https://doi.org/10.59188/eduvest.v4i2.1068

Firamadhina, F. I. R., & Krisnani, H. (2021). Perilaku Generasi Z Terhadap
Penggunaan Media Sosial TikTok: TikTok Sebagai Media Edukasi dan
Aktivisme. Share : Social Work Journal, 10(2), 199.
https://doi.org/10.24198/share.v10i2.31443

Firmansyah, D., & Dede. (2022). Teknik Pengambilan Sampel Umum dalam
Metodologi. Jurnal llmiah Pendidikan Holistik (JIPH), 1(2), 85-114.

Galuh Putri Riyanto, W. K. P. (2023). Pengguna TikTok di Indonesia Tembus 113

Juta, Terbesar Kedua Di Dunia. Kompas.Com.
https://tekno.kompas.com/read/2023/07/10/11000067/pengguna-tiktok-di-
indonesia

Gunawan, V. C., & Made Sukresna, 1. (2024). Pengaruh Pemasaran Media Sosial,
Keinovatifan, Dan Personalisasi Terhadap Ekuitas Merek Dengan
Keterlibatan Konsumen Sebagai Variabele Mediasi (Studi pada Konsumen
Mie Sedaap). Diponegoro Journal of Management, 13(1), 2337-3792.
https://ejournal3.undip.ac.id/index.php/djom/index

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S.
(2021). An Introduction to Structural Equation Modeling. 1-29.
https://doi.org/10.1007/978-3-030-80519-7_1

Hanaysha, J. R. (2022). An examination of social media advertising features, brand

103


https://tekno.kompas.com/read/2023/07/10/11000067/pengguna-tiktok-di-indonesia
https://tekno.kompas.com/read/2023/07/10/11000067/pengguna-tiktok-di-indonesia

engagement and purchase intention in the fast food industry. British Food
Journal, 124(11), 4143-4160. https://doi.org/10.1108/BFJ-08-2021-0907

Harahap, L. K. (2020). Analisis SEM (Structural Equation Modelling) Dengan
SMARTPLS (Partial Least Square). Fakultas Sains Dan Teknologi Uin
Walisongo Semarang, 1, 1.

Harahap, N., & Nasution, L. (2022). Pengaruh Profesionalisme Kerja Pegawai
Terhadap Kualitas Pelayanan Publik Di Kantor Bps Kota Medan. Jurnal Bisnis
Mahasiswa, 2(1), 43-52.

Hati, S., & Audika Daningsih, W. (2022). Pengaruh Social Media Marketing
Terhadap Brand Equity dan Dampaknya Pada Minat Beli Produk Merek
Pobosoccer. Jurnal limiah Administrasi Bisnis Dan Inovasi, 6(1), 60—71.
https://doi.org/10.25139/jiabi.v6i1.4882

Herdiyani, S., Safa’atul Barkah, C., Auliana, L., & Sukoco, I. (2022). Peranan
Media Sosial Dalam Mengembangkan Suatu Bisnis: Literature Review. Jurnal
Administrasi Bisnis, 18(2), 103-121.
https://doi.org/10.26593/jab.v18i2.5878.103-121

Hidayati, D. N., Choirul, A. B., Farhan, M., & Sujianto, A. E. (2023). Pengaruh
Sosial Media Marketing Instagram terhadap Brand Engagement Eiger di
Indonesia. Jurnal Mirai Management, 8(2), 235-244.

Husain, R., Ahmad, A., & Khan, B. M. (2022). The impact of brand equity, status
consumption, and brand trust on purchase intention of luxury brands. Cogent
Business and Management, 9(1).
https://doi.org/10.1080/23311975.2022.2034234

Irdasyah, Risgiani, & Margaretha. (2022). The influence of social media marketing
activities, brand awareness, brand image, against purchase intention. Jurnal
Economic Resources, 5(2), 402-416.

Ivanka, C. N., Ardhanari, M., & Kristyanto, V. S. (2023). Pengaruh Social Media
Marketing Terhadap Purchase Intention Dengan Brand Equity, Brand
Engagement, Dan Customer Bonding Sebagai Mediator Pada Media Sosial
Instagram Somethinc. Jurnal limiah Mahasiswa Manajemen : JUMMA, 12(1),
68-87. https://doi.org/10.33508/jumma.v12i1.4720

Jalil, M. I. A,, Lada, S., Bakri, M. A., & Hassan, Z. (2021). Halal Cosmetics
Repurchase Intention: the Role of Marketing in Social Media. Journal of
Islamic  Monetary  Economics and Finance, 7(4), 629-650.
https://doi.org/10.21098/jimf.v7i4.1379

Jan, M. T., de Jager, J., & Sultan, N. (2020). the Impact of Social Media Activity,
Interactivity, and Content on Customer Satisfaction: a Study of Fashion
Products. Eurasian Journal of Business and Management, 8(4), 336-347.
https://doi.org/10.15604/ejbm.2020.08.04.005

Keller, K. L., & Swaminathan, V. (2020). Straregic Brand Management Building,
Measuring, and Managing Brand Equity (Fifth Edition). Pearson Education.

Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing Management, Global
Edition (16th ed.). Pearson International Content.

Kotler, P .l., Keller, K.L., Goodman, M., Brady, M. & Hansen, T. (2019).
Marketing Management (4th European ed.). Pearson Higher Education.

Kotler, P., and Keller, K.L. (2021). Marketing Management. 16th Edition, New

104



Jersey: Pearson Pretice Hall, Inc.

Khan, F., Mehmood, A., & Talat, A. (2022). The Impact of Social Media
Marketing, Perceived Quality and Brand Awareness on Consumer’s Brand
Loyalty in Pakistan. Pakistan Journal of Psychological Research, 37(4), 533—
550. https://doi.org/10.33824/PJPR.2022.37.4.32

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2021). Perceived social
media marketing activities and consumer-based brand equity : Testing a
moderated mediation model. Asia Pacific Journal of Marketing and Logistics,
33(1), 53-72. https://doi.org/10.1108/APIJML-07-2019-0453

Kozinets, R. V. (2014). Social Brand Engagement: A New Idea. NIM Marketing
Intelligence Review, 6(2), 8-15. https://doi.org/10.2478/gfkmir-2014-0091

Kumari, H., Sonia, Suman, Ranga, R., Chahal, S., Devi, S., Sharma, S., Kumar, S.,
Kumar, P., Kumar, S., Kumar, A., & Parmar, R. (2023). A Review on
Photocatalysis Used For Wastewater Treatment: Dye Degradation. In Water,
Air, and Soil Pollution (Vol. 234, Issue 6). Springer International Publishing.
https://doi.org/10.1007/s11270-023-06359-9

Kusumah, E. P., Disman, & Hendrayati, H. (2020). Keterlibatan Merek terhadap
Kepuasan dan Niat Berkunjung Kembali Konsumen Resort Terpadu. Jurnal
Manajemenmen, 5(1), 1-4.

Laaksonen, S. M., Falco, A., Salminen, M., Aula, P., & Ravaja, N. (2019). Brand
as a cognitive mediator: investigating the effect of media brands as a structural
feature of textual news messages. Journal of Product and Brand Management,
28(1), 1-14. https://doi.org/10.1108/JPBM-01-2017-1394

Le-Hoang, P. V., Nguyen, G. T., Phung, H. T. T., Ho, V. T., & Phan, N. T. (2020).
The relationship between brand equity and intention to buy: the case of
convenience stores. Independent Journal of Management & Production,
11(2), 434-449. https://doi.org/10.14807/ijmp.v11i2.1062

Liu, P., & Ali Qureshi, H. (2023). The Effects of Social Media Marketing on
Customer’s Purchase Intention; a Moderated Mediation Model from Apparel
Industry of Pakistan. International Journal of Business and Economics
Research, 12(3), 115-122. https://doi.org/10.11648/j.ijber.20231203.15

Luh, N., Febrianti, R., Permadi, L. A., & Rispawati, D. (2025). Peran Sikap Dalam
Memediasi Pengaruh Online Review dan Live Steraming Terhadap Niat Beli
Ulang Produk Fashion Pada. 6(1), 57-64.

Machi, L., Nemavhidi, P., Chuchu, T., Nyagadza, B., & Venter de Villiers, M.
(2022). Exploring the impact of brand awareness, brand loyalty and brand
attitude on purchase intention in online shopping. International Journal of
Research in Business and Social Science (2147- 4478), 11(5), 176-187.
https://doi.org/10.20525/ijrbs.v11i5.1841

Mammadli, G. (2021). The Role Of Brand Trust in The Impact Of Social Media
Influencers On  Purchase Intention. SSRN  Electronic  Journal.
https://doi.org/10.2139/ssrn.3834011

Mamun, A. Al, Nawi, N. C., Hayat, N., & Zainol, N. R. B. (2020). Predicting the
purchase intention and behaviour towards green skincare products among
Malaysian consumers.  Sustainability  (Switzerland), 12(24), 1-18.
https://doi.org/10.3390/su122410663

105



Margareta, B., Wijaya, A., & Junaedi, S. (2021). Prosiding Seminar Nasional
Ekonomi Dan Bisnis 2021 Pengaruh Aktivitas Pemasaran Media Sosial
Terhadap Loyalitas Merek: Kesadaran Merek Dan Citra Merek Sebagai
Mediasi. Prosiding Seminar Nasional Ekonomi Dan Bisnis, 2019, 52-63.

Maria, S., Pusriadi, T., Hakim, Y. P., & Darma, D. C. (2021). the Effect of Social
Media Marketing, Word of Mouth, and Effectiveness of Advertising on Brand
Awareness and Intention To Buy. Jurnal Manajemen Indonesia, 19(2), 107.
https://doi.org/10.25124/jmi.v19i2.2234

Martins, J., Costa, C., Oliveira, T., Gongalves, R., & Branco, F. (2019). How
smartphone advertising influences consumers’ purchase intention. Journal of
Business Research, 94(August 2017), 378-387.
https://doi.org/10.1016/j.jbusres.2017.12.047

Merti Paensi, Mair, Z. R., Indah Permatasari, & Muhammad Ikhwan Jambak.
(2023). Analisis Penggunaan Aplikasi E-Sumsel dalam Pembuatan Surat
Tugas dan Taksasi SPPD Pada Badan Pengelola Keuangan dan Aset Daerah
Provinsi Sumatera Selatan. Jurnal Software Engineering and Computational
Intelligence, 1(2), 101-106. https://doi.org/10.36982/jseci.v1i2.3575

Michella, D., & Meilani, Y. F. C. P. (2023). Pengaruh High Performance Work
Practice (Hpwp) Terhadap Job Satisfaction Di Rs Xyz Magelang. JMBI
UNSRAT (Jurnal llmiah Manajemen Bisnis Dan Inovasi Universitas Sam
Ratulangi)., 10(1), 635-643. https://doi.org/10.35794/jmbi.v10i1.46352

Mohanasundari, S. K., Kumar Kasturi, V., Peter, M., & Deepika Dayal, E. (2023).
Key disparities between quantitative and qualitative research methodologies.
Technology International Journal of Advance Research, 10(1), 1-7.
https://www.ijariit.com

Nadhira Adelina, P., & Prima Lita, R. (2022). Effect of Social Media Marketing on
Purchase Intention Mediated by Customer Trust and Consumer Brand
Engagement (Survey on Consumer of Local Brand Of Skincare Product in
West Sumatra, Indonesia). American International Journal of Business
Management (AIJBM) ISSN, 5(09), 114-126. www.aijbm.com114%7CPage

Najla, N., & Azizah, N. (2025). Pengaruh Live Streaming dan Media Social dalam
Meningkatkan Kepercayaan Merek dan Keterlibatan Pelanggan terhadap
Keputusan Pembelian Ulang Produk Skincare. 5, 3759-3771.

Nanda, E. C. D. A. (2024). Bukan Google, Gen Z Pilih Media Sosial Sebagai Alat
Pencari Informasi Brand. GoodStarts. https://goodstats.id/article/google-tak-
lagi-relevan-51-gen-z-lebih-memilih-media-sosial-sebagai-alat-pencari-
informasi-brand-jYFtd

Nashrullah, M., Fahyuni, E. F., Nurdyansyah, N., & Untari, R. S. (2023).
Metodologi Penelitian Pendidikan (Prosedur Penelitian, Subyek Penelitian,
Dan Pengembangan Teknik Pengumpulan Data). In Metodologi Penelitian
Pendidikan (Prosedur Penelitian, Subyek Penelitian, Dan Pengembangan
Teknik Pengumpulan Data). https://doi.org/10.21070/2023/978-623-464-071-
7

Novaldy, T., & Mahpudin, A. (2021). Penerapan Aplikasi dengan Menggunakan
Barcode dan Aplikasi untuk Laporan Presensi Kepada Orang Tua. ICT
Learning, 5(1), 1-9.

106



Novika, F., Haryanto, D., Addini, F., Bano, E., Parkhurst, H., Virgantari, F.,
Andriyati, A., Lalang, D., & Adrianingsih, N. (2022). Statistika Dan Analisis
Data.

Nur Zahra, M. A., Wulandari, W., & Citra Widya, Y. A. (2023). Tiktok Sebagai
Media Sosial Populer untuk Komunikasi Bisnis. Syntax Idea, 5(10), 1386—
1394. https://doi.org/10.46799/syntax-idea.v5i10.2593

Nurcahyani, V. D., & Sigit, M. (2022). Pengaruh Pemasaran Media Sosial dan
Keterlibatan Konsumen terhadap Niat Beli Konsumen pada Produk Skincare
MS Glow Beauty. Selekta Manajemen: Jurnal Mahasiswa Bisnis &
Manajemen, 01(06), 201-212. https://journal.uii.ac.id/selma/index

Oktavia, D., & Prayitno Sekolah Tinggi Ilmu Hukum Painan Sekolah Tinggi lImu
Hukum Painan, S. (2025). Jurnal Krakatau Indonesian of Multidisciplinary
Journals. Gita Nurania, Maya Sri Zulpadilahb, Syahdan Muhamad Syahidc,
Safitri Putri Derajatd, 104-118.
http://jurnal.desantapublisher.com/index.php/krakatau/index

Patmawati, D., & Miswanto, M. (2022). The Effect of Social Media Influencers on
Purchase Intention: The Role Brand Awareness as a Mediator. International
Journal of Entrepreneurship and Business Management, 1(2), 170-183.
https://doi.org/10.54099/ijebm.v1i2.374

Peachey, T., Hall, D., & Cegielski, C. (2020). Knowledge management research:
Are we seeing the whole picture? Knowledge Management in Modern
Organizations, 30-49. https://doi.org/10.4018/978-1-59904-261-9.ch004

Pinto Borges, A., Cardoso, C., & Rodrigues, P. (2016). Consumer’s love for
functional brands: the Aspirin case. International Journal of Pharmaceutical
and Healthcare Marketing, 10(4), 477-491. https://doi.org/10.1108/IJPHM-
07-2016-0035

Pratama, H., Ashar, B., Hidayat, R., & Raspati, B. (2024). Pengaruh Live Promosi
di Media Sosial terhadap Kecenderungan Pembelian Produk di E-commerce.
Jurnal Bisnis Dan Komunikasi Digital, 1(4), 8.
https://doi.org/10.47134/jbkd.v1i4.2761

Pratama Hafidz, G., Sandriana Ulfa Prodi Manajemen, V., & Ekonomi dan Bisnis,
F. (2023). Identifikasi Model Utaut 2 Pada Niat Penggunaan Layanan Digital
Allo Bank. Jurnal Bisnis Dan Manajemen, 3(4), 2477-1783.

Primawardani, N. M. E., & Rahanatha, G. B. (2023). Peran Brand Awareness
Memediasi Pengaruh Social Media Marketing Terhadap Purchase Intention
Produk Kosmetik Scarlett Whitening (Studi Pada Masyarakat Di Kota
Denpasar). E-Jurnal Ekonomi Dan Bisnis Universitas Udayana, 12(10), 1908.
https://doi.org/10.24843/eeb.2023.v12.i10.p02

Quintania, M., & Sasmitha, S. (2020). Pengaruh Desain dan Inovasi Produk
Terhadap Kepuasan Konsumen dan Dampaknya pada Loyalitas Konsumen
(Studi Kasus pada Konsumen Lipstik Wardah Kosmetik Jabodetabek). Media
Ekonomi, 20(1), 26. https://doi.org/10.30595/medek.v20i1.9491

Rahmasari, H., & Lutfie, I. H. (2020). Efektivitas Pemasaran Media Sosial
Instagram Terhadap Brand Awareness Pada Aplikasi Edulogy Di Bandung
Tahun 2019 Effectiveness of Instagram Social Media Marketing on Brand
Awareness in Edulogy Applications in 2019. E-Proceeding of Applied

107



Science, 6(1), 14-19.

Rahmawati, R., & Adriyanto, A. T. (2025). Peran Customer Engagement dalam
Meningkatkan Minat Beli pada Social Commerce. 1(1), 12—-28.

Rasyad, M., Saraan, G., Arwansyah, O. K. D., & Fatmawati, E. (2025). Economics
, Business and Management Science Journal Peran Media Sosial dalam
Strategi Komunikasi Pemasaran : Analisis Efektivitas dan Implementasi The
Role of Social Media in Marketing Communication Strategies : Effectiveness
and Implementation Analysis. 5(1), 147-155.
https://doi.org/10.34007/ebmsj.v5i1.13

Reyvina, R., Reyvina, R., & Tjokrosaputro, M. (2024). the Effect of Social Media
Marketing on Awareness and Brand Image of Local Fashion Through
Consumer Brand Engagement. International Journal of Application on
Economics and Business, 2(2), 3417-3429.
https://doi.org/10.24912/ijaeb.v2i2.3417-3429

Ria Wijayanti, M., Adiningsih, S., & Rachmah, Q. (2021). Hubungan Kebiasaan
Melewatkan Sarapan dan Aktivitas Fisik dengan Obesitas Abdominal pada
Mahasiswa Association between Skipping Breakfast and Physical Activity
with Abdominal Obesity among Students. Amerta Nutr, 115-120.
https://doi.org/10.20473/amnt.v5i2.2021.

Risma, J. N., & Deddy, S. (2022). Pengaruh Sosial Media Tik Tok terhadap
Keterlibatan Merek Pelanggan , Kesadaran Merek , dan Niat Beli ( Studi Kasus
Mie Setan Cijerah ). Industrial Research Workshop and National Seminar,
1091-1098.

Ristaningrum, D. A., & Risdanasti, E. (2023). Pengaruh Keterlibatan Konsumen
Pada Laman Media Social Merek, Kualitas Informasi Dan Kekaraban Merek
Terhadap Niat Beli Merchandise Merek “Hybe Merch.” Jurnal llmiah
Manajemen, Ekonomi, & Akuntansi (MEA), 7(2), 1491-1507.
https://doi.org/10.31955/mea.v7i2.3104

Rrustemi, V., & Baca, G. (2021). the Impact of Social Media Activities on Raising
Brand Awareness During the Covid-19 Pandemic: the Case of Fashion
Industry in  Kosovo. Management (Croatia), 26(2), 295-310.
https://doi.org/10.30924/MJCMI.26.2.17

Sari, S. K., & Hayuningtias, K. A. (2024). The influence of social media marketing,
brand awareness, and brand trust on purchase intention. Management Studies
and Entrepreneurship Journal, 5(1), 862-870.
http://journal.yrpipku.com/index.php/msej

Sari, S., Syamsuddin, S., & Syahrul, S. (2021a). Analisis Brand Awareness Dan
Pengaruhnya Terhadap Buying Decision Mobil Toyota Calya Di Makassar.
Journal of Business Administration (JBA), 1(2), 37.
https://doi.org/10.31963/jba.v1i1.2678

Sari, S., Syamsuddin, & Syahrul. (2021b). Analisis Brand Awareness Dan
Pengaruhnya Terhadap. Journal of Business Administration (JBA), 1(1), 37—
48.

Schindler, A. R., Cunningham, S. A., Schafer, T. L. J., Sinnott, E. A., Clements, S.
J., DiDonato, F. M., Mosloff, A. R., Walters, C. M., Shipley, A. A., Weegman,
M. D., & Zhao, Q. (2022). Joint analysis of structured and semi-structured

108



community science data improves precision of relative abundance but not
trends in birds. Scientific Reports, 12(1), 1-13.
https://doi.org/10.1038/s41598-022-23603-0

Sekaran, Bougie, Animah, Suryantara, A. B., Widia, A., Meriana, E., Septiantio,
R., Yusuf, F., Askandar, N. S., Junaidi, Djashan, I. A., Meytha, S., Delfin. M,
V. O., Afrianti, M., Brown-Liburd, H., Joe, J. R., Dellaportas, S., Fielding, N.,
Lee, R., ... Ghozali. (2018). pdf Research Methods For Business: A Skill-
Building Approach. Qualitative Report, 1(3), 87-110.
https://doi.org/10.1080/09639284.2019.1584964%0Ahttp://riset.unisma.ac.id
/index.php/jra/article/download/10604/8373%0Ahttp://www.wileyresearchm
ethodsforbusiness.com/%0Ahttps://jonedu.org/index.php/joe/article/view/24
67%0ANhttps://papers.ssrn.com/sol3/paper

Seo, E. J., Park, J. W., & Chol, Y. J. (2020). The effect of social media usage
characteristics on e-WOM, trust, and brand equity: Focusing on users of airline
social media. Sustainability (Switzerland), 12(4), 1-18.
https://doi.org/10.3390/su12041691

Sheikh, A., & Asemani, N. (2024). The influence of brand awareness on brand
equity: an investigation among dentists and their prescription behavior.
International Journal of Pharmaceutical and Healthcare Marketing.
https://doi.org/10.1108/IJPHM-03-2022-0026

Shien, O. Y., Huei, N. S., & Yan, N. L. (2023). The Impact of Social Media
Marketing on Young Consumers’ Purchase Intention in Malaysia: The
Mediating Role of Consumer Engagement. International Journal of Academic
Research in Business and Social Sciences, 13(1), 1427-1456.
https://doi.org/10.6007/ijarbss/v13-i1/15806

Shrestha, P. M. (2021). Impact of Service Quality on Customer Satisfaction and
Loyalty. Management Dynamics, 24(2), 71-80.
https://doi.org/10.3126/md.v24i2.50041

Susilowati, E., & Novita Sari, A. (2020). The influence of brand awareness, brand
association, and perceived quality toward consumers’ purchase intention: a
case of richeese factory, Jakarta. Independent Journal of Management &
Production, 11(1), 039-053. https://doi.org/10.14807/ijmp.v11i1.981

Tarabieh, S. M. Z. A. (2022). The Impact of Social-media Marketing Activities on
Consumers’ Loyalty Intentions: The Mediating Roles of Brand Awareness,
Consumer Brand Engagement and Brand Image. Jordan Journal of Business
Administration, 18(4), 477-499. https://doi.org/10.35516/jjba.v18i4.455

Tarik, D., Tiktok, G. D. I., Brand, B., Produk, K., & Mempengaruhi, D. A. N. H.
(2024). Daya tarik glad2glow di tiktok: bagaimana brand ambassador,
kualitas produk, dan harga mempengaruhi minat beli. 18(1), 999-1009.

Taufik, Y., Risna, A., Zakhra, A., Ayesha, I., Siregar, A., Kusnadi, I., Ratnawati,
R., & Tannady, H. (2022). Peran Social Media Marketing dan Brand
Awareness Terhadap Purchase Intention Produk Es Teh Indonesia. Jurnal
Kewarganegaraan, 6(2), 5234-5240.

Tauran, R. H., Andriani, D. R., Wahyuningtyas, A. S. H., & Isaskar, R. (2022). the
Effect of Social Media Marketing on the Purchase Decision of Kooka Coffee
Products Using Brand Image As a Mediation Variable. Agricultural Socio-

109



Economics Journal, 22(3), 223.
https://doi.org/10.21776/ub.agrise.2022.022.3.9

Terrasista, N. C., & Sidharta, H. (2022). Pengaruh Media Sosial Marketing Dan
Citra Merek Terhadap Minat Beli Konsumen Proyek Bisnis Kaku. Performa,
6(5), 419-428. https://doi.org/10.37715/jp.v6i5.2568

Trianasari, N., Fitriani, N., & Rachmawati, I. (2023). The Influence of Social Media
Marketing and Influencer Endorsement Through Brand Image and Trust, and
Their Impact on the Purchase Intention of the MS Glow Brand Through the
Tiktok Application. International Journal of Professional Business Review,
8(10), e03793. https://doi.org/10.26668/businessreview/2023.v8i10.3793

Tuti, M., & Sulistia, V. (2022). The Customer Engagement Effect on Customer
Satisfaction and Brand Trust and Its Impact on Brand Loyalty. 13(1), 1-15.
https://doi.org/10.18196/mb.v13i1.12518

Verbeke, A., Roberts, R. E., Delaney, D., Zamborsky, P., Enderwick, P., & Nagar,
S. (2020). International business research. Contemporary International
Business in the Asia-Pacific  Region</I>, 15(2), 252-294.
https://doi.org/10.1017/9781316999615.010

Virgiyanti, J. W., & Untari, D. T. (2025). Pengaruh Content Marketing Dan Tagline
Produk Glad2Glow Terhadap Keputusan Pembelian Di Aplikasi TikTok
(Studi Kasus Generasi Z Di Kota Bekasi). 1, 362-377.

Vo Minh, S., Nguyen Huong, G., & Dang Nguyen Ha, G. (2022). The role of social
brand engagement on brand equity and purchase intention for fashion brands.
Cogent Business and Management, 9(1), 1-22.
https://doi.org/10.1080/23311975.2022.2143308

Wajdi, F., Seplyana, D., Juliastuti, Rumahlewang, E., Fatchiatuzahro, Halisa, N. N.,
Rusmalinda, S., Kristiana, R., Niam, M. F., Purwanti, E. W., Melinasari, S., &
Kusumaningrum, R. (2024). Metode Penelitian Kuantitatif. In Jurnal llmu
Pendidikan (Vol. 7, Issue 2).

Wibowo, Y. K., Mawasti, A., & Runtu, J. (2023). Pengaruh Fitur Iklan Media Sosial
Terhadap Niat Pembelian Melalui Keterlibatan Merek Pada Kfc Surabaya.
Jurnal  Ilmiah  Mahasiswa Manajemen: JUMMA, 12(1), 27-39.
https://doi.org/10.33508/jumma.v12i1.4717

Wijayanti, R. F., Budiarti, L., & Nurfauziah, S. (2021). Pengaruh Perceived Risk
Terhadap Minat Pembelian Online. Adbis: Jurnal Administrasi Dan Bisnis,
15(2), 145-153.

Yusuf, F., Rahman, H., Rahmi, S., & Lismayani, A. (2023). Pemanfaatan Media
Sosial Sebagai Sarana Komunikasi, Informasi, Dan Dokumentasi: Pendidikan
Di Majelis Taklim Annur Sejahtera. JHP2M: Jurnal Hasil-Hasil Pengabdian
Dan Pemberdayaan Masyarakat, 2, 1-8.

Zarantonello, L., Grappi, S., Formisano, M., & Brakus, J. (2020). How consumer-
based brand equity relates to market share of global and local brands in
developed and emerging countries. International Marketing Review, 37(2),
345-375. https://doi.org/10.1108/IMR-05-2018-0176

Zeqiri, J., Koku, P. S., Dobre, C., Milovan, A. M., Hasani, V. V., & Paientko, T.
(2024). The impact of social media marketing on brand awareness, brand
engagement and purchase intention in emerging economies. Marketing

110



Intelligence and Planning, 43(1), 28-49. https://doi.org/10.1108/MIP-06-
2023-0248

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/10.1086/651257

111



LAMPIRAN

Lampiran 1. Kuesioner Google Formulir

Bagian 1 dari 13

v

Kesadaran Merek dan Keterlibatan Merek S
Gen Z: Pengaruh Pemasaran Media Sosial
Terhadap Niat Beli Merek Glad2Glow

B 7 U & Y

Hallo teman-teman!

Perkenalkan nama saya Angella Hestyfanie, Mahasiswa Program Studi Manajemen, Fakultas Bisnis dan
Ekonomi Universitas, Atma Jaya Yogyakarta.

Saat ini saya sedang melakukan penelitian dalam rangka tugas akhir (skripsi) sebagai syarat untuk
menyelesaikan studi dengan r penelitian il d Merek dan i Merek Gen
Z: Pengaruh Pemasaran Media Sosial Terhadap Niat Beli Merek Glad2Glow".

Kriteria pengisi kuesioner:

1. Merupakan Generasi Z (lahir antara tahun 1997-2012).
2. Memiliki aplikasi akun TikTok.

3. Pernah melihat konten iklan Glad2Glow melalui TikTok.

Apabila Anda sesuai dengan kriteria tersebut, saya memohon kesediaannya untuk dapat berpartisipasi dan
meluangkan waktunya untuk mengisi pertanyaan kuesioner ini.

Apabila terdapat pertanyaan mengenai kuesioner ini, Anda dapat menghubungi saya melalui:
angellahf14@gmail.com

Segala informasi serta jawaban yang diberikan akan dijaga kerahasiaannya dan hanya digunakan untuk

kebutuhan penelitian. Saya mengucapkan terima kasih atas waktu dan kesediaan teman-teman dalam mengisi
kuesioner ini.

Angella Hestyfanie.

| Pertanyaan ini digunakan untuk mendapatkan responden dengan kriteria yang sesuai.

Apakah Anda termasuk Generasi Z (lahir antara tahun 1997-2012)? *
Ya

Tidak

Setelah bagian 2 Lanjutkan ke bagian berikut -

Bagian 3 dari 13
Terima Kasih Sudah Meluangkan Waktu Anda! ¥ :

Deskripsi (opsional)

Setelah bagian 3 Lanjutkan ke bagian berikut ~

Bagian 4 dari 13

Pertanyaan Filter 2 8. H

Pertanyaan ini digunakan untuk mendapatkan responden dengan kriteria yang sesuai.

Apakah Anda memiliki akun TikTok? *

Ya

Tidak
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Pertanyaan Filter 3 v
Pertanyaan ini digunakan untuk mendapatkan responden dengan kriteria yang sesuai.
Apakah Anda pernah melihat konten iklan Glad2Glow melalui TikTok? *

Ya

Tidak

Pemasaran Sosial Media adalah membangun hubungan dan kepuasan pelanggan melalui interaksi media
sosial karena dapat menciptakan pelanggan berharga bagi pelanggan.

Harap pilih satu jawaban istilah pertanyaan atau pertanyaan di bawah ini dengan skala likert. Mohon mengisi
kuesioner ini sesuai dengan sesungguh-sungguhnya sebagai berikut:

STS : Sangat Tidak Setuju

TS :Tidak Setuju

N  :Netral

S :Setuju

SS :Sangat Setuju

Menurut saya iklan di akun TikTok Glad2Glow menarik perhatian saya. *

1 2 3 4 5
Sangat Tidak Setuju ) D) O (&) &) Sangat Setuju
Menurut saya akun TikTok memberikan informasi yang saya butuhkan terkait merek =
Glad2Gow.
| 2 3 4 5
Sangat Tidak Setuju @) O O O O Sangat Setuju

Saya tertarik dengan informasi yang diberikan Glad2Glow melalui akun TikTok merek
tersebut.

Sangat Tidak Setuju - C = . C Sangat Setuju
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Kesadaran Merek > s
Kesadaran Merek adalah pandangan pelanggan terhadap produk. Hal ini mempengaruhi pelanggan dalam
membedakan produk dari pesaing lainnya yang mengandung nama, simbol atau logo.

Harap pilih satu jawaban istilah pertanyaan atau pertanyaan di bawah ini dengan skala likert. Mohon mengisi
kuesioner ini sesuai dengan sesungguh-sungguhnya, keterangan sebagai berikut:
STS : Sangat Tidak Setuju

TS : Tidak Setuju
N : Netral

s : Setuju

SS :Sangat Setuju

Menurut saya lebih mudah mengenali merek Glad2Glow di TikTok. *
1 2 3 a4 5
Sangat Tidak Setuju (N O O J O

s = - — Sangat Setuju

Menurut saya TikTok menawarkan banyak pilihan produk dari merek Glad2Glow. *

Sangat Tidak Setuju o/ S, () (N o Sangat Setuju

Menurut saya merek Glad2Glow mudah diingat (khususnya di TikTok). *

1 2 3 - 5

Sangat Tidak Setuju ) N - o N Sangat Setuju

Menurut saya TikTok membantu saya mengenali merek Glad2Glow. *

Sangat Tidak Setuju < J O o J Sangat Setuju

Keterlibatan Merek b H

Keterlil k adal

h koneksi yang dapat dirasakan oleh pelanggan, karena interaksi yang bermakna dan
pengalaman positif dengan suatu merek.

Harap pilih satu jawaban istilah pertanyaan atau pertanyaan di bawah ini dengan skala likert. Mohon mengisi
kuesioner ini sesuai dengan sesungguh-sungguhnya, keterangan sebagai berikut:
STS : Sangat Tidak Setuju

TS : Tidak Setuju
N : Netral
s : Setuju

SS : Sangat Setuju

Saya merasa memiliki koneksi dengan sesama konsumen dari merek Glad2Glow di TikTok. *

a 2 3 4 s
Sangat Tidak Setuju </ R LN N <A Sangat Setuju
Saya merasa terlibat dalam aktivitas merek Glad2Glow di TikTok (seperti menyukai konten, il
membagikan konten, dil.).
h 2 3 4 s

Sangat Tidak Setuju < < ) < < Sangat Setuju

Saya merasakan hal positif terhadap merek Glad2Glow melalui TikTok. *
1 2 3 a s

Sangat Tidak Setuju -/ R S < L Sangat Setuju
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Niat Pembelian adalah dorongan yang dapat dirasakan oleh pelanggan karena keyakinan terhadap nilai dan
manfaat yang ditawarkan.

Harap pilih satu jawaban istilah pertanyaan atau pertanyaan di bawah ini dengan skala likert. Mohon mengisi
kuesioner ini sesuai dengan sesungguh-sungguhnya, keterangan sebagai berikut:

STS : Sangat Tidak Setuju
TS :Tidak Setuju

N  : Netral

S :Setuju

SS : Sangat Setuju

Saya berencana membeli produk dari merek Glad2Glow yang saya lihat di TikTok. *

Sangat Tidak Setuju s C 3 = C Sangat Setuju

Saya akan merekomendasikan merek Glad2Glow kepada orang lain melalui TikTok (seperti -

membagikan konten merek kepada orang lain).
1 2 3 4 5
Sangat Tidak Setuju - ¥ = ¥ Sangat Setuju

Saya akan membeli produk dari merek Glad2Glow yang saya sukai melalui pertimbangan di o

TikTok (seperti komentar, diskusi, dan / atau rekomendasi orang lain).
1 2 3 4 5

Sangat Tidak Setuju = L » = S Sangat Setuju

Profil Responden ¥ H

Pada bagian ini, responden diminta mengisi data diri sesuai dengan poin berikut:

Jenis Kelamin: *
Laki-laki

Perempuan
Usia: *

18-22

23 -28

Pendidikan Terakhir: *
SMA/SMK
D1/D2/D3/D4/S1
s2

s3
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Profesi: *
Pelajar (SMP/SMA)
Mahasiswa/i
Karyawan Swasta
Pegawai Negeri Sipil (PNS)

Lainnya

Rata-rata pendapatan per bulan: *
< Rp1.000.000
Rp1.000.001 - Rp2.000.000
Rp2.000.001 - Rp3.000.000

> Rp3.000.000

Rata-rata pengeluaran per bulan: *
< Rp1.000.000
Rp1.000.001 - Rp2.000.000

Rp2.000.001 - Rp3.000.000

> Rp3.000.000

Bagian Akhir Survey ¥

Terima kasih banyak teman-teman sudah meluangkan waktu dan berpartisipasi dalam mengisi kuesioner ini!
Jawaban kalian sangat berharga dan sangat bermanfaat dalam proses penelitian saya.

Wishing you all the best!.

Angella Hestyfanie.
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Lampiran 2. Penyebaran Kuesioner

&

7/
Kesadaran Merek dan Keterlibatan Merek /
Gen Z: Pengaruh Pemasaran Media Sosial
Terhadap Niat Beli Merek Glad2Glow |

Hallo teman teman!
saya Angella Hestyfanie, meminta
. bantuan dan meluangkan waktu
y sebentar untuk mengisi survey saya.

Kriteria pengisi kuesioner:

Merupakan Generasi Z (lahir antara tahun
1997-2012).

Memiliki aplikasi akun sosial media TikTok.
Pernah melihat konten Glad2Glow melalui
TikTok.

+

[I—

- K| O FORMSGLE [

'_“Terima Kasih banyak atas bantvan dan dukungannya, _
@ishing you all the best!

Aktivitas Sorot Lainnya

4 Glod2Glow

ol [l -2HS

Kesadaran Merek
dan Keterlibatan
Merek Gen Z:
Pengaruh
Pemasaran Media
Sosial Terhadap Niat
Beli Merek
Glad2Glow

Jawaban Anda telah direkam.

Theresia Romauli

<n &

o &

Perkenalkan nama saya Angella
Hestyfanie, Mahasiswa Program
Studi Sarjana Manajemen, Fakultas
Bisnis dan Ekonomi Universitas,
Atma Jaya Yogyakarta.

Saat ini saya sedang melakukan
penelitian dalam rangka tugas akhir
(Skripsi) sebagai syarat untuk
menyelesaikan studi dengan
melakukan penelitian mengenai
"Kesadaran Merek dan Keterlibatan
Merek Gen Z: Pengaruh Pemasaran
Media Sosial Terhadap Niat Beli
Merek Glad2Glow".

Kriteria pengisi kuesioner:

1. Merupakan Generasi Z (lahir
antara tahun 1997-2012).

2. Memiliki aplikasi akun sosial
media TikTok.

3. Pernah melihat konten iklan
Glad2Glow melalui TikTok.

Apabila anda sesuai dengan kriteria
tersebut, saya memohon kesediaan
untuk dapat berpartisipasi dan
meluangkan waktunya untuk
mengisi pertanyaan kuesioner ini.

C © 3

< 10 &\ Manda

Okee ngell

sutdd W -2 {3

Kesadaran Merek dan
Keterlibatan Merek
Gen Z: Pengaruh
Pemasaran Media
Sosial Terhadap Niat
Beli Merek Glad2Glow
Jawaban Anda telah direkam.

Kirim jawaban lain

Done ya ngel

117



5 Kotak Masuk ©- Q

yesicaaaa
Dikirim 5 hari yang lalu @

rry
-
tiaaa Y
% [Draf] -5h @
ARDINa
h 4 5 h @
.‘J ,

mandaaa
Dilihat @

Akun tidak ditemukan
Walah kak ini hanya kuesio... * 1 minggu

MUH. FAUZAN SAPUTRA IKHLAS @
Dilihat

& piti piti & @
Memberi reaksi g pada p... - 1minggu

(
g .Ter'kir'in:

Bl ¥ @

wIF  Terkirim
bt 2ed
(AR R 2
+ A
Beranda Toko Kotak Masuk Profil

co
r+

E ]

-
|
A
g |
4
o

Q

Beranda

Kotak Masuk o -
Vir
lyaa semangat yaa skripsinya ca... - 5h

rifka
Dilihat

ast.ar
Dikirim 5 hari yang lalu

maryanareynsa2é

f Dilihat

istyy
iya kak semoga lancar - 5 h

bismaftr_
Dikirim 5 hari yang lalu

Fairuz Afra Rafifah
Dikirim 5 hari yang lalu

mellse
Dikirim 5 hari yang lalu

purplepink

Dilihat

g s
Toko Kotak Masuk

©

0
A

Profil

118




2, Kotak Masuk ©-

dev_W

Memberi reaksi @' pada pesan.. -5h

LEADIS
Dilihat

escoklatmanis
Dikirim 5 hari yang lalu

Tia Handayani Kartiko
Dilihat

salsabilaindirad
Memberi reaksi @ pada pesan.. -5h

notbussinezz
mengirim stiker -5 h

Kresnha Dwipayana
' Dikirim 5 hari yang lalu

Siti Nurhayati
Dikirim 5 hari yang lalu

. zahrotulinh

+ Dilihat
ARG B
Beranda Toko Kotak Masuk

©

0
)

Profil

119

Cco
ry

Kotak Masuk -

Cepogo_kkn86
Dikirim 5 hari yang lalu

dwoov

Memberi reaksi @ pada pesan...

nadhaaaa ®
Dilihat

Nadilla
Dikirim 5 hari yang lalu

Ximiuu

Dek dianaa ¥
Dikirim 5 hari yang lalu

Moonlight
Dikirim 5 hari yang lalu

lkaNuur

| Memberi reaksi § pada pesan..

Aamiin sama2 kak J, § - 5h

dera

% Dikirim 5 hari yang lalu

-_—

Q

Beranda

&

Toko

-3

Kotak Masuk

-5h

+5h

©

0

™
Profil



Kotak Masuk «- Q
i g e 3 Kotak Masuk © -

songkang's gf W ¥ ®

Memberi reaksi @ pada pesan... -4h

ashley @

Baru saja dikirim

faniaulll @

Baru saja dikirim

snjanah @

Sama-sama, dengan senang ha... -4 h

: ka
Calon Istri mu @

Dilihat Baru saja dikirim

o
—_— dilla (22h)
v

Baru saja dikirim

Notifikasi sistem
TikTok: #PestaTHRSpesial di Tik... - 4 h

akaacil
- ©

Destiawati Syaharani R o
Dikirim 1 mnt yang lalu
Dilinat © e
| paniare 8¢"+
Anandast © Dikirim 2 mnt yang lalu ©

Memberi reaksi @ pada pesan.. +4h

melioo @

. cimberly04 © Dikirim 2 mnt yang lalu

Dikirim 4 hari yang lalu

Die_laaaaaa @
Dikirim 2 mnt yang lalu

truthofll @

Memberi reaksi § pada pesan.. -4h

antttmlyn @

Ikansalmongopean @ ' Dikirim 3 mnt yang lalu
sama-samaa-5h )
-
0 ‘B 0
ARG ® 2 o 8 2
Beranda Toko Kotak Masuk Profil Beranda Toko Kotak Masuk Profil

120



Lampiran 3. Data Responden

3/27/2025 . o> >
23:15:37 Ya Ya Ya Perempuan | 23 - 28 | SMA/SMK Mahasiswa/i Rp3.000.000 | Rp3.000.000
3/27/2025 . .| > >
23:17:14 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp3.000.000 | Rp3.000.000
Rp1.000.001
35%2855 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 3.000.000 | -
e P-BO0-5Y | Rp2.000.000
Rp2.000.001 | Rp2.000.001
222262255 Ya Ya Ya Perempuan | 23 - 28 | SMA/SMK Mahasiswa/i | - -
T Rp3.000.000 | Rp3.000.000
Rp2.000.001 | Rp2.000.001
8/22/2225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
e Rp3.000.000 | Rp3.000.000
Rp1.000.001
3/53/5225 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - ; 1.000.000
oL Rp2.000.000 | ~P+FRY
3/28/2025 Rp2.000.001 | Rp2.000.001
0:33:31 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswal/i | - -
e Rp3.000.000 | Rp3.000.000
Rp1.000.001
8/52/3825 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswa/i E 3.000.000 | -
20 po. LRS00 T Rp2.000.000
Rp1.000.001
g/ ig’ 5825 Ya Ya  |Ya |Perempuan | 23-28 | SMA/SMK g@;ﬁ‘;‘”"” S 5.000000 |-
- po.LLL. Rp2.000.000
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Rp1.000.001 | Rp1.000.001
i/;i/ig% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -

e Rp2.000.000 | Rp2.000.000

Rp1.000.001 | Rp1.000.001
i/?j/gg% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -

T Rp2.000.000 | Rp2.000.000
3/28/2025 . .| < <
1:25:19 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000

Rp1.000.001 | Rp1.000.001
iliglgg% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -

T Rp2.000.000 | Rp2.000.000

Rp1.000.001 | Rp1.000.001
iléilgg% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -

o Rp2.000.000 | Rp2.000.000

Rp2.000.001 | Rp1.000.001
f’ég%g% Ya Ya |Ya |Perempuan | 23-28 | D1/D2/D3/D4/S1 gvfl%?;"a” i i

T Rp3.000.000 | Rp2.000.000
3/28/2025 . .| > >
2:13:02 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp3.000.000 | Rp3.000.000
3/28/2025 P _ _ Rp1.000.001 | Rp1.000.001
29848 Ya Ya Ya Laki-laki 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

e Rp2.000.000 | Rp2.000.000

Rp2.000.001
2%%225 Ya Ya |Ya |Lekilaki |18-22|DUD2/D3/D4/SI | Mahasiswali | > o oo oo -

O po.L00P00 T Rp3.000.000
3/97/2025 o _ _ Rp2.000.001 | Rp2.000.001
23:15:37 Ya Ya Ya Laki-laki 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

e Rp3.000.000 | Rp3.000.000
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Rp1.000.001 | Rp1.000.001
g/;g/ﬁ% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
e Rp2.000.000 | Rp2.000.000
Pegawali Rp2.000.001
2/3?/5825 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Negeri Sipil | - ; 1.000.000
ol (PNS) Rp3.000.000 | PP
3/28/2025 Rp1.000.001 | Rp1.000.001
4:26-44 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
e Rp2.000.000 | Rp2.000.000
Rp2.000.001 | Rp2.000.001
2/23/2825 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
e Rp3.000.000 | Rp3.000.000
Rp2.000.001
2/38/5225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 3.000.000 | -
29 po.LLL. Rp3.000.000
Rp2.000.001
2/52/5825 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i ; 1.000.000 | -
-36: pLEP0-5 | Rp3.000.000
3/28/2025 , > >
4:40:49 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp3.000.000 | Rp3.000.000
3/28/2025 . .| < <
4:49:38 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp1.000.001
2/22/3225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - ; 1.000.000
3! Rp2.000.000 | "P+PYY
Rp1.000.001
glgglig% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - ; 1.000.000
03: Rp2.000.000 | "P=PY
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Rp1.000.001 | Rp1.000.001
2/32/3225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
e Rp2.000.000 | Rp2.000.000
Rp1.000.001
2/82/5825 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - ; 1.000.000
00 Rp2.000.000 | ~P+ER
Rp1.000.001
gliglig% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -

- paULL. Rp2.000.000
3/28/2025 Rp1.000.001 | Rp1.000.001
5:36'13 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

o Rp2.000.000 | Rp2.000.000
3/28/2025 . > >
6:12:16 Ya Ya Ya Perempuan | 23 - 28 | SMA/SMK Mahasiswa/i Rp3.000.000 | Rp3.000.000
3/28/2025 Rp2.000.001 | Rp2.000.001
6:13:09 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

T Rp3.000.000 | Rp3.000.000

Rp1.000.001 | Rp1.000.001
glgg/ig% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -

e Rp2.000.000 | Rp2.000.000

Rp1.000.001 | Rp2.000.001
2/23/3225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
T Rp2.000.000 | Rp3.000.000
Rp1.000.001
2/32/5225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - ; 1.000.000
i Rp2.000.000 | ~P-FY
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2/28/2025 Rp1.000.001 | Rp1.000.001

6:49:41 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
e Rp2.000.000 | Rp2.000.000
Rp2.000.001

3/??/8225 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i ; 1.000.000 | -
L p2.U00E5 T Rp3.000.000

3/28/2025 Pelajar < <
7:39:14 | Y2 Ya RO~ G e (SMP/SMA) | Rp1.000.000 | Rp1.000.000
Rp1.000.001 | Rp1.000.001

:7%/52/5225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
T Rp2.000.000 | Rp2.000.000
Rp2.000.001

3{22{2225 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 g@;ﬁ?;"a” ; 2.000.000 |-
-0 PS.BOR-5Y | Rp3.000.000
Rp2.000.001

2/52/5225 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i ; 3.000.000 | -
e po.L00 PR T Rp3.000.000
Rp2.000.001

3/53/3825 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 g&;ﬁ?;"a” ; 2.000.000 |-
s p.BO0-5 | Rp3.000.000

3/28/2025 . .| > >
17-18'56 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp3.000.000 | Rp3.000.000
Rp1.000.001

5/72222%5 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
99 p2U0050 T Rp2.000.000

3/28/2025 : > >
21-05:45 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp3.000.000 | Rp3.000.000
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3/28/2025 : | < <
21:16:49 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
. Rp1.000.001
3/29/2025 Pelajar <
o Ya Ya Ya Perempuan | <17 SMA/SMK -
0:21:06 (SMP/SMA) | Rp1.000.000 Rp2.000.000
3/29/2025 Rp2.000.001 | Rp2.000.001
3:53:38 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
T Rp3.000.000 | Rp3.000.000
Rp1.000.001
JIoP | va Ya  |Ya |Lakidaki | 18-22 | D1/D2/D3/D4/S1 | Mahasiswali | - e 1.000.000
oL Rp2.000.000 | ~P+FRY
3/29/2025 . .| < <
6:37:21 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
3/29/2025 . . .| < <
6:39:15 Ya Ya Ya Laki-laki 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp2.000.001 | Rp2.000.001
g/iilig% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
o Rp3.000.000 | Rp3.000.000
Rp2.000.001 | Rp2.000.001
3/22/3825 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
o Rp3.000.000 | Rp3.000.000
Rp1.000.001
i/122/528§5 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i ; 3.000.000 | -
99 po.LuL. Rp2.000.000
3/29/2025 . .| < <
14:23:03 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
3/30/2025 : .| < <
0:30:21 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
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3/30/2025 . > >
8:34:97 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp3.000.000 | Rp3.000.000
Rp2.000.001 | Rp2.000.001

2/38/;825 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i | - -
A Rp3.000.000 | Rp3.000.000
Rp1.000.001

90202 | va Ya |Ya |Lakilaki |18-22 | DU/D2/D3/DA/SL | Mahasiswali | % o oo |-
e po. LRS00 T Rp2.000.000

3/30/2025 . > >
9:00:15 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Lainnya Rp3.000.000 | Rp3.000.000
Rp1.000.001

%3;22855 Ya Ya  |Ya | Perempuan | 23-28 | D1/D2/D3/D4/S1 g@;ﬁi‘;"a” 08 000.000 | -
20- po.LU0 PR T Rp2.000.000

3/31/2025 Pelajar < <
21:58:30 | '@ Ya Ya fElewoeong ity | SMASHIE (SMP/SMA) | Rp1.000.000 | Rp1.000.000

4/1/2025 S . .| < <
2:39:57 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
41112025 Rp1.000.001 | Rp1.000.001

24505 Ya Ya Ya Laki-laki 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
e Rp2.000.000 | Rp2.000.000

. Rp1.000.001
4/1/2025 Pelajar <
o Ya Ya Ya Perempuan | <17 SMA/SMK -

3:37:47 (SMP/SMA) Rp2.000.000 Rp1.000.000
41112025 Rp1.000.001 | Rp1.000.001

10:46-49 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
e Rp2.000.000 | Rp2.000.000
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4/1/2025 Rp2.000.001 | Rp2.000.001
17:09:49 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
R Rp3.000.000 | Rp3.000.000
4/1/2025 . .| < <
19:28:10 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp1.000.001
g/21/1230£212 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 3.000.000 | -
o P2 LU0SP T Rp2.000.000
Rp1.000.001
‘2121/125052 Ya Ya  |Ya | Perempuan | 23-28 | D1/D2/D3/D4/S1 g@;ﬁi‘;"a” =8 000.000 |-
o po. LU T Rp2.000.000
4/1/2025 Karyawan > >
23:30:25 | '@ Ya G R o ™% | SMAESVI Swasta Rp3.000.000 | Rp3.000.000
4/1/2025 Rp1.000.001 | Rp1.000.001
93:38:36 Ya Ya Ya Perempuan | 23 - 28 | SMA/SMK Mahasiswa/i | - -
e Rp2.000.000 | Rp2.000.000
Rp2.000.001
g/igzg? Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 3.000.000 | -
O po. LU E5 T Rp3.000.000
4/212025 . .| < <
0:30:03 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
41212025 Rp1.000.001 | Rp1.000.001
0:30'11 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
Y Rp2.000.000 | Rp2.000.000
4/2/2025 . .| < <
0:5155 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000

128




412/2025 Rp2.000.001 | Rp1.000.001
1:01:44 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
o Rp3.000.000 | Rp2.000.000
Rp1.000.001
zluggzggs Ya Ya Ya Perempuan | 23 -28 | S2 Lainnya ; 3.000.000 | -

0 pS-BOR-B5Y | Rp2.000.000
412/2025 Rp1.000.001 | Rp1.000.001
2:12:04 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -

e Rp2.000.000 | Rp2.000.000

Rp1.000.001
g'/g/lzgif) Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -

oL p2-EO0-P5 | Rp2.000.000

Rp2.000.001
2/522855 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - ; 3.000.000
o Rp3.000.000 | ~PeCRY
Rp1.000.001
j{ 2/12&215 Ya Ya Ya Laki-laki | 23 - 28 | D1/D2/D3/D4/S1 g&;ﬁ‘;"a” 3 2.000.000 |-

oL pS-BO0-5 | Rp2.000.000
4/2/2025 , < <
5:57:03 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/2/2025 g . o> >
6:32-04 Ya Ya Ya Laki-laki 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp3.000.000 | Rp3.000.000
412/2025 Rp2.000.001 | Rp1.000.001
6:38:07 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

T Rp3.000.000 | Rp2.000.000
412/2025 Rp1.000.001 | Rp1.000.001
6:53:39 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswali | - -

e Rp2.000.000 | Rp2.000.000
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Rp2.000.001

‘7”%22235 Ya Ya |Ya | Perempuan |23-28 | DY/D2/D3/DA/SL | Mahasiswali | = oo |-

o pLULL. Rp3.000.000
41212025 Rp1.000.001 | Rp1.000.001
8:11:48 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

T Rp2.000.000 | Rp2.000.000

Rp1.000.001
3/522225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - ; 1.000.000

9% Rp2.000.000 | "P+FH
41212025 Rp1.000.001 | Rp1.000.001
9:32:13 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -

e Rp2.000.000 | Rp2.000.000

Rp1.000.001
121/22%/122%5 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -

oL LU0 T Rp2.000.000

Rp1.000.001
g/ggzg? Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -

20 PLEO0-P5 | Rp2.000.000

Rp2.000.001 | Rp1.000.001
‘5”25%5 Ya Ya |Ya |Perempuan |18-22 | D1/D2/D3/D4/S1 gf\‘/;ﬁ‘;"a” i i

T Rp3.000.000 | Rp2.000.000
4/3/2025 . < <
6:49:12 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Lainnya Rp1.000.000 | Rp1.000.000

Rp2.000.001 | Rp1.000.001
2/222825 Ya Ya  |Ya |Perempuan |18-22 | D1/D2/D3/D4/S1 g@;ﬁ‘;‘”"” i i
~ Rp3.000.000 | Rp2.000.000
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Rp2.000.001
g/i{fgf Ya Ya  |Ya |Perempuan | 23-28 | D1/D2/D3/D4/S1 gf\‘/gg;‘;"a” S 5.000.000 |-
4 pa.LuL. Rp3.000.000
Rp2.000.001
‘1”73{5260% Ya Ya  |Ya | Perempuan | 23-28 | D1/D2/D3/D4/S1 g;;ﬁ?;"a”  3.000.000 | -
20 po. 005 T Rp3.000.000
4/3/2025 Pelajar < <
22:08:48 | Y2 Ya RO~ G e (SMP/SMA) | Rp1.000.000 | Rp1.000.000
4/3/2025 Pelajar < <
22:32:43 | Y2 Ya LA A N O | SRl (SMP/SMA) | Rp1.000.000 | Rp1.000.000
4/3/2025 Pelajar < <
22:32:49 | Y2 Ya B VRN B G | S (SMP/SMA) | Rp1.000.000 | Rp1.000.000
4/4/2025 Karyawan > <
1:50:13 | Y@ va | | ' EEEEHEEINES- 22 | D1/D2ABiETE Rp3.000.000 | Rp1.000.000
4/4/2025 Pelajar < <
5:55:48 | Y2 Ya o |\Ya | Perempuan | <177, | SMA/SMK (SMP/SMA) | Rp1.000.000 | Rp1.000.000
Rp2.000.001
i’g’ézloég Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswal/i | - ; 1.000.000
ol Rp3.000.000 | “PHUYY
1512005 Rp1.000.001 | RpZ.000.001
4:58:24 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
:58: Rp2.000.000 | Rp2.000.000
Rp1.000.001
g/ggzgé{:’ Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i ; 1.000.000 | -
00 p2U0050 T Rp2.000.000
Rp1.000.001
2/3/72855 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i ;1000 000 | -
ol U005 T Rp2.000.000
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Rp1.000.001

151/25235 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
97 pLULL. Rp2.000.000
Rp1.000.001

%Sllzooii Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -

- p2.U00E5 T Rp2.000.000
4/5/2025 Rp1.000.001 | Rp1.000.001
11:06:53 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i | - -

e Rp2.000.000 | Rp2.000.000

Rp1.000.001
gl%zgf Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i ; 3.000.000 | -
- p-BO0-5 | Rp2.000.000
4/6/2025 . .| < <
31547 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
417/2025 Rp2.000.001 | Rp1.000.001
9:39:40 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Lainnya - -
o Rp3.000.000 | Rp2.000.000
Rp1.000.001
i’gézgoég Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - ; 1.000.000

27 Rp2.000.000 | P77
4/7/2025 g . > >
16:48:07 Ya Ya Ya Laki-laki <17 SMA/SMK Mahasiswa/i Rp3.000.000 | Rp3.000.000

Rp1.000.001
11]'/77/125%2 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Lainnya ; 1.000.000 | -

O p2U0050 T Rp2.000.000
4/7/2025 ) Ll < <
19:20:11 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
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4/8/2025 R . .| < <
0'15:01 Ya Ya Ya Laki-laki 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/8/2025 : .| < <
0:26:21 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/8/2025 et i .| < <
0:46:49 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp1.000.001
g/%Z%S Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - ; 1.000.000
4 Rp2.000.000 | "P+FR
Rp1.000.001
i'/ggzgf Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
00 pL-EO0-5 | Rp2.000.000
4/8/2025 Pelajar < <
121:17 | '@ Ya § | \QEEEEEEEEL. | SMA/SHS (SMP/SMA) | Rp1.000.000 | Rp1.000.000
4/8/2025 _ Rp1.000.001 | Rp2.000.001
1:22-40 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Lainnya - -
T Rp2.000.000 | Rp3.000.000
4/8/2025 . .| < <
1:47-43 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/8/2025 Rp2.000.001 | Rp2.000.001
6:58:14 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
R Rp3.000.000 | Rp3.000.000
Rp1.000.001
;]'/%Z%S Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
O p2U0050 T Rp2.000.000
Rp1.000.001
328/225052 Ya Ya Ya Perempuan | 23 - 28 | SMA/SMK Lainnya - ; 1.000.000
e Rp2.000.000 | “PHUEY:
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Rp1.000.001

j{éggg% Ya Ya |Ya | Perempuan | 18-22 | DY/D2/D3/DA/S] | Mahasiswali | = 0o |-
s pLULL. Rp2.000.000

4/10/2025 : .| < <
4:09'52 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/10/2025 Rp1.000.001 | Rp1.000.001

4:10:39 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
o Rp2.000.000 | Rp2.000.000

4/10/2025 Pelajar < <
43758 | '@ Ml |G [/ [RREEED | A a8 Rl (SMP/SMA) | Rp1.000.000 | Rp1.000.000

4/10/2025 : .| < <
5:08:41 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000

4/10/2025 : .| < <
6:21'51 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp2.000.001 | Rp1.000.001

2/3/2825 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
T Rp3.000.000 | Rp2.000.000
. Rp1.000.001

4/10/2025 Pelajar <

. Ya Ya Ya Perempuan | <17 SMA/SMK -
7:22:37 (SMP/SMA) | Rp1.000.000 Rp2.000.000
Rp1.000.001

é'/ig/gg% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
L p2U00S50 T Rp2.000.000
. Rp1.000.001

4/10/2025 Pelajar <

ey Ya Ya Ya Perempuan | <17 SMA/SMK -
7:59:57 (SMP/SMA) | Rp1.000.000 Rp2.000.000

4/10/2025 . .| < <
17:55'18 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
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4/10/2025 Rp1.000.001 | Rp1.000.001
18:07:59 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
—h Rp2.000.000 | Rp2.000.000
Rp1.000.001
i{glgllzg? Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
ol p2.U00E5 T Rp2.000.000
Rp1.000.001 | Rp1.000.001
3/11862225 Ya Ya Ya Perempuan | 23 - 28 | SMA/SMK Mahasiswa/i | - -
e Rp2.000.000 | Rp2.000.000
4/10/2025 . < <
21:50:30 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Lainnya Rp1.000.000 | Rp1.000.000
Pegawai Rp1.000.001
g/;ilégzs Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Negeri Sipil ; 3.000.000 | -
o (PNS) pS-BOR-5 | Rp2.000.000
Rp1.000.001 | Rp1.000.001
LR | va Ya |Ya |Lakilaki |18-22 |D1/D2/D3/D4/S1 | Mahasiswali | - -
T Rp2.000.000 | Rp2.000.000
Rp2.000.001
;’%gig% Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - ; 1.000.000
20 Rp3.000.000 | P77
4/11/2025 Karyawan > >
5:28:19 | '@ Ya |Ya | Perempuan | 23-2813S3 Swasta Rp3.000.000 | Rp3.000.000
Rp2.000.001 | Rp1.000.001
3%111%225 Ya Ya  |Ya |Perempuan |23-28 | D1/D2/D3/D4/S1 g@;ft‘;"a” i i
T Rp3.000.000 | Rp2.000.000
4/11/2025 . .| < <
18:08:21 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
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4/11/2025 . > >
99:98:28 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp3.000.000 | Rp3.000.000
Rp2.000.001
‘2”31411{32255 Ya Ya |Ya |Perempuan |18-22 | D1/D2/D3/D4/S1 | Mahasiswali | - e 1.000.000
- Rp3.000.000 | "P+FY
4/11/2025 . . Ll < <
93-48'51 Ya Ya Ya Laki-laki 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/12/2025 . " <
8:05:22 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp1.000.001
3/23/3225 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i ; 1.000.000 | -
o pL-EO0-5 | Rp2.000.000
Rp2.000.001
491/%;/2225 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Lainnya - ; 3.000.000
99 Rp3.000.000 | ~PeCRY
Rp2.000.001
g’%g’gg% Ya Ya |Ya | Perempuan |23-28 | DV/D2/D3/DA/SL | Mahasiswali | 5 0o |-

20 pLEO0-P5 | Rp3.000.000
411212025 Rp1.000.001 | Rp1.000.001
9:39:05 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswal/i | - -

T Rp2.000.000 | Rp2.000.000

Rp1.000.001 | Rp1.000.001

‘1181%2%5 Ya Ya  |Ya |Perempuan | 23-28 | SMA/SMK g@;ﬁ‘;"a” i i
e Rp2.000.000 | Rp2.000.000
Rp2.000.001 | Rp1.000.001

11121522%5 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK g\;a\llggzvan - -
T Rp3.000.000 | Rp2.000.000
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4/13/2025 o . Ll < <
0:49:07 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp1.000.001 | Rp1.000.001

g/ig/igZS Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
e Rp2.000.000 | Rp2.000.000
Rp1.000.001 | Rp1.000.001

g/}é/igzs Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
T Rp2.000.000 | Rp2.000.000
Rp1.000.001 | Rp1.000.001

igl_%z,g? Ya Ya  |Ya |Laki-laki | 18-22 | SMA/SMK Mahasiswali | - i
T Rp2.000.000 | Rp2.000.000

4/17/2025 s . > <
5:00:13 Ya Ya Ya Laki-laki 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswali Rp3.000.000 | Rp1.000.000
Rp2.000.001 | Rp1.000.001

g{ égl i325 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 g@;ﬁ‘;"a” / -
e Rp3.000.000 | Rp2.000.000
Rp1.000.001 | Rp1.000.001

gléilgg% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswal/i | - -
o Rp2.000.000 | Rp2.000.000
Rp2.000.001 | Rp2.000.001

2/5/5825 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
o Rp3.000.000 | Rp3.000.000
Rp2.000.001 | Rp2.000.001

g{ %g’ 3225 Ya Ya  |Ya |Laki-laki |18-22 | D1/D2/D3/D4/S1 | Mahasiswali | - i
T Rp3.000.000 | Rp3.000.000
Rp2.000.001 | Rp2.000.001

gléglgg% Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
o Rp3.000.000 | Rp3.000.000
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4/17/2025 S . > <

6:37°11 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i Rp3.000.000 | Rp1.000.000
Rp1.000.001 | Rp1.000.001

g/g/ggzs Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -

e Rp2.000.000 | Rp2.000.000

Rp1.000.001 | Rp1.000.001
z;/glggzs Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -

T Rp2.000.000 | Rp2.000.000
411712025 Rp1.000.001 | Rp1.000.001
8:14:97 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

T Rp2.000.000 | Rp2.000.000
4/17/2025 . .| < <
9:14:04 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/17/2025 Pelajar < <
9:18:13 | '@ Ya Ya fElewoeong ity | SMASHIE (SMP/SMA) | Rp1.000.000 | Rp1.000.000

Rp1.000.001

3/13/5825 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
-+ pLEO0-P5 | Rp2.000.000
Rp1.000.001

3/28/2325 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
e p2U00S50 T Rp2.000.000
Rp1.000.001

3/%/5825 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
e pL.ULL. Rp2.000.000
Rp1.000.001

g/g/ggzs Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -

20 p2.L00E5 T Rp2.000.000
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4/17/2025 . .| < <
9:37-08 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp1.000.001
g’g’gg% Ya Ya |Ya |Perempuan |18-22 | D1/D2/D3/D4/S1 | Mahasiswali | - e 1.000.000
97 Rp2.000.000 | "P+FY%
. Rp1.000.001
4/17/2025 Pelajar <
o Ya Ya Ya Perempuan | <17 SMA/SMK -
18:21:55 (SMP/SMA) | Rp1.000.000 Rp2.000.000
4/17/2025 Pelajar < <
18:41:19 | Y2 Ml |G [/ [RRETEED | TR | Rl (SMP/SMA) | Rp1.000.000 | Rp1.000.000
4/17/2025 Karyawan < <
18:47:34 | Y2 Yo |\ T T SV Swasta Rp1.000.000 | Rp1.000.000
4/17/2025 : .| < <
292416 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
411712025 Rp1.000.001 | Rp1.000.001
93:13-54 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
T Rp2.000.000 | Rp2.000.000
Rp2.000.001 | Rp1.000.001
3/52/5825 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
e Rp3.000.000 | Rp2.000.000
Rp1.000.001
ARB20% | va Ya  |Ya |Laki-laki |18-22|SMA/SMK Mahasiswali | = 0o |-
- p2U00S50 T Rp2.000.000
4/18/2025 . .| < <
10:29:32 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp1.000.001 | Rp1.000.001
%1262%5 Ya Ya Ya Perempuan | 23 - 28 | SMA/SMK Mahasiswa/i | - -
T Rp2.000.000 | Rp2.000.000
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4/18/2025 . .| < <
19:13°53 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp2.000.001 | Rp1.000.001

éllglglsngS Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
e Rp3.000.000 | Rp2.000.000

4/19/2025 . < <
0:09:24 Ya Ya Ya Perempuan | 23 - 28 | SMA/SMK Lainnya Rp1.000.000 | Rp1.000.000

4/19/2025 Pelajar < <
2:2055 | '8 Ya < P NG| R (SMP/SMA) | Rp1.000.000 | Rp1.000.000

4/17/2025 . .| < <
99:24:16 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000

4/19/2025 . .| < <
4-04-46 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp2.000.001 | Rp1.000.001

1'/123/72%5 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
e Rp3.000.000 | Rp2.000.000
Rp2.000.001

‘1”121/12255 Ya Ya  |Ya |Perempuan | 23-28 | D1/D2/D3/D4/S1 g&;ﬁ?;"an 03.000.000 | -
- po.L00S0 T Rp3.000.000

4/21/2025 i L < <
11:1733 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000

4/21/2025 . ) L < <
11:53:29 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4121/2025 Rp2.000.001 | Rp1.000.001

11:55:05 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
T Rp3.000.000 | Rp2.000.000
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Rp1.000.001 | Rp1.000.001
‘1”12%@2%5 Ya Ya |Ya |Laki-laki | 18-22 | SMA/SMK Mahasiswali | - i
Y Rp2.000.000 | Rp2.000.000
Rp1.000.001 | Rp1.000.001
‘1”22_%2_2%5 Ya Ya  |Ya |Laki-laki | 18-22 | SMA/SMK Mahasiswa/i | - i
e Rp2.000.000 | Rp2.000.000
Rp1.000.001
‘1”22%2255 Ya Ya  |Ya |Laki-laki | 18-22 | SMA/SMK Lainnya | - N 1.000.000
<0 Rp2.000.000 | "P+FH
42112025 < <
12:2955 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/21/2025 s . .l < <
12-30:36 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/21/2025 . . .l < <
13:59:22 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/21/2025 o Pelajar < <
15:58:47 | '@ Ya | Ya | Llaki-laki | 18-22 | SMA/SMK (SMP/SMA) | Rp1.000.000 | Rp1.000.000
412112025 .. < <
16:05:04 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp2.000.001
1'223/52255 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - ; 1.000.000
0 Rp3.000.000 | "P-FY
Rp1.000.001
11'223/92235 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
07 p2U0050 T Rp2.000.000
Rp1.000.001
‘1122%2255 Ya Ya  |Ya |Laki-laki |18-22 | SMA/SMK Mahasiswali | = 1 100000 |-
99 U005 T Rp2.000.000
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4/21/2025 . .| < <
16:36:29 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp1.000.001 | Rp1.000.001
L2 | va Ya  |Ya |Lakilaki | 18-22 | SMA/SMK ganewan, | . :
e Rp2.000.000 | Rp2.000.000
4/21/2025 . .| < <
17:07:12 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/21/2025 S . A\ <
17-14:05 Ya Ya Ya Laki-laki 23 - 28 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/21/2025 o . N5 <
17:18:04 Ya Ya Ya Laki-laki 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
4/21/2025 . . < <
18:14:03 Ya Ya Ya Laki-laki 18 - 22 | D1/D2/D3/D4/S1 | Lainnya Rp1.000.000 | Rp1.000.000
4/21/2025 . .| < <
18:48°57 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
4121/2025 Rp1.000.001 | Rp1.000.001
19:09:20 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
R Rp2.000.000 | Rp2.000.000
Rp1.000.001
%Z%Z%S Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswal/i | - ; 1.000.000
e Rp2.000.000 | “PHUYY
4/21/2025 . Ll < <
20:36:37 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000
4121/2025 Rp1.000.001 | Rp1.000.001
20-47:28 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -
o Rp2.000.000 | Rp2.000.000
4/21/2025 . .| < <
20:51:34 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
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Rp1.000.001 | Rp1.000.001

%2:_‘)/72%5 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
o Rp2.000.000 | Rp2.000.000
Rp1.000.001

3/12%/72%5 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -

ol p2.U00E5 T Rp2.000.000
4/21/2025 . < <
99:08:29 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Lainnya Rp1.000.000 | Rp1.000.000

Rp1.000.001
121/22;/12255 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i ; 3.000.000 | -

L po. LU T Rp2.000.000
412112025 Rp2.000.001 | Rp1.000.001
93:36-49 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

e Rp3.000.000 | Rp2.000.000
4/21/2025 — i .| < <
93:39:58 Ya Ya Ya Laki-laki 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i Rp1.000.000 | Rp1.000.000

Rp1.000.001 | Rp1.000.001
22202 | va Ya |Ya |Lakilaki | 23-28 | SMA/SMK Mahasiswali | - -
T Rp2.000.000 | Rp2.000.000
Rp1.000.001
3/55/5225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i ; 1.000.000 | -
28! p=.Le0. Rp2.000.000
Rp2.000.001
g/gg/ggzs Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - ; 1.000.000
33! Rp3.000.000 | "P+YYY
412212025 Rp1.000.001 | Rp1.000.001
3:37-46 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswali | - -
e Rp2.000.000 | Rp2.000.000
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4/22/2025 . .| < <
3:39:05 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000
Rp1.000.001 | Rp1.000.001

;1/53%225 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i | - -
o Rp2.000.000 | Rp2.000.000
Rp1.000.001

2/33/3225 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswa/i ; 3.000.000 | -
oo po. LRS00 T Rp2.000.000
Rp2.000.001 | Rp1.000.001

j{éi%g% Ya Ya  |Ya | Perempuan | 23-28 | D1/D2/D3/D4/S1 g@;ﬁi‘;"a” i i

T Rp3.000.000 | Rp2.000.000
4/22/2025 . .| < <
516:01 Ya Ya Ya Perempuan | 18 - 22 | SMA/SMK Mahasiswa/i Rp1.000.000 | Rp1.000.000

Rp2.000.001 | Rp1.000.001

2{33{2825 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 g@;ﬁ‘;"a” / -
o Rp3.000.000 | Rp2.000.000
Rp2.000.001

g’gg’gg% Ya Ya  |Ya |Perempuan | 23-28 | D1/D2/D3/D4/S1 g@;ﬁ‘;"a” 2,000,000 |-

99 po. LU E5 T Rp3.000.000
412312025 Rp1.000.001 | Rp1.000.001
4:02-06 Ya Ya Ya Perempuan | 18 - 22 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

e Rp2.000.000 | Rp2.000.000
412312025 Rp1.000.001 | Rp1.000.001
4:04:49 Ya Ya Ya Perempuan | 23 - 28 | D1/D2/D3/D4/S1 | Mahasiswa/i | - -

T Rp2.000.000 | Rp2.000.000
4/23/2025 : > >
6:53:01 Ya Ya Ya Perempuan | 23 - 28 | SMA/SMK Mahasiswa/i Rp3.000.000 | Rp3.000.000
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Lampiran 4. Jawaban Responden

NB3

NB2

NB1

KTM3

KTM2

KTM1

KSM4

KSM3

KSM2

KSM1

PMS3

PMS2

PMS1
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Outer Loading

Outer loadings - Matrix

Kesadaran Merek Keterlibatan Merek

KSM1 0.757

KSM2 0.787

KSM3 0812

KSM4 0.825

KTM1 0.788
KTM2 0.906
KTM3 0.887
NB1

NB2

NB3

PMS1

PMS2

PMS3

Lampiran 5. SmartPLS

Niat Beli Pemasaran Media Sosial
0.895
0.866
0814

0.885

0.835

0.871
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R-square

R-square - Overview

Kesadaran Merek
Keterlibatan Merek
Niat Beli

F-square

f-square - Matrix

Kesadaran Merek
Kesadaran Merek
Keterlibatan Merek
Niat Beli

Pemasaran Media Sosial 0.847

R-square
0459

0450
0613

Keterlibatan Merek

0.819

R-square adjusted

Niat Beli

0.038
0.293

0.066

0456
0448
0.608

Pemasaran Media Sosial



Reliabilitas dan Validitas

Construct reliability and validity - Overview

Cronbach's alpha Composite reliability (r...

Kesadaran Merek 0.807
Keterlibatan Merek 0.827
Niat Beli 0.822
Pemasaran Media Sosial 0.830
HTMT

Composite reliability (r...

Discriminant validity - Heterotrait-monotrait ratio (HTMT) - Matrix

Kesadaran Merek

Kesadaran Merek

Keterlibatan Merek 0.704
Niat Beli 0.751
Pemasaran Media Sosial 0.829

Average variance extrac...

0.811 0.873 0.633
0.851 0.896 0.743
0.825 0.894 0.738
0.833 0.898 0.746
Keterlibatan Merek Niat Beli Pemasaran Media Sosial

0.876
0.793 0.815
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Fornell-Lacker Criterion

Discriminant validity - Fornell-Larcker criterion

Kesadaran Merek

Kesadaran Merek
Keterlibatan Merek
Niat Beli

Pemasaran Media Sosial

Cross Loading

0.796
0.590
0.613
0.677

Keterlibatan Merek

Discriminant validity - Cross loadings

Kesadaran Merek

KsmMm1 0.757
KsmMm2 0.787
KsmMm3 o812
KsmMm4a 0.825
KTM1 0424
KTmMmM2 0440
KTMmM3 0.632
NEB1 0494
NB2 0.521
NB3 0.567
PMS1 57T
PMS2 0.637
PMS3 0.547

Keterlibatan Merek

0.394
0443
0.544
0485
0.788
0.906
0.887
0.623
o711

0.546
0.603
0.524
0.609

0.862
0.733
0.671

Niat Beli
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0435
0450
0.558
0499
0.541

o0.627
0.708
0.895
0.866
o814
0.625
0485
0.632

Niat Beli Pemasaran Media Sosial
0.859
0.674 0.864

Pemasaran Media Sosial
0.495
0.551
0.545
0.562
O0.461
0.551
0.692
0.604
0.555
0.581
0.885
0.835
0.871



Path Corfficients

Path coefficients - Mean, STDEV, T values, p values Cop
Original sample (O) Sample mean (M) Standard deviation (ST... T statistics (|O/STDEV]) P values
Kesadaran Merek -> Niat Beli 0.170 0.173 0.074 2303 0.022
Keteriibatan Merek -> Niat Beli 0.469 0.462 0.083 5.661 0.000
Pemasaran Media Sosial -> Kesadaran Merek 0.677 0.680 0.045 14.975 0.000
Pemasaran Media Sosial -> Keterlibatan.. 0.671 0.675 0.043 15.786 0.000
Pemasaran Media Sosial -> Niat Bel 0.244 0.251 0.084 2910 0.004

Specific Indirect effect

Specific indirect effects - Mean, STDEV, T values, p values Copy
Original sample (0) Sample mean (M) Standard deviation (ST... T statistics (|O/STDEV]) P values
Pemasaran Media Sosial -> Keterlibatan... 0.315 0.312 0.059 5.352 0.000
Pemasaran Media Sosial - > Kesadaran Mere... 01 15 01 18 0050 2306 0022
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Abstract

The study aimed to investigate the impact of social media marketing on purchase
intention among consumers in Kosovo as o fransition economy. The survey research
has been conducted with a sample of 334 respondents in Kosovo, using an online
survey tool for response collection. Sfructural equation modeling was used for
assessing the proposed theoretfical model. The bootstrapping technique was used to
test the hypotheses and the mediating effects of brand awareness and brand
engagement. The findings revealed a posifive indirect impact of social media
marketing on purchase intention and a full mediating effect of brand awareness
and brand engagement in the relationship between social medic marketing and
purchase intentfion. The conifribution of this study is that it provides insights into the
impact of sccial media marketing on brand awareness, brand engagement, and
purchase intenfion in fransition economies. Moreover, it highlights the impact of
social media marketing on enhancing brand awareness,. brand engagement, and
purchase infention in emerging economies in general and in pariicular in Kosovo. On
a practical level, research resulis provide customers’ insights relevant for designing
effective social media marketing sirategies for ther potential prospects in fransition
economies.
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Introduction

The new advances in communication technologies have fransformed the way
companies decide to communicate with ther target consumers and clients. Intemet
technologies offer companies more opportunities that enable companies besides
their mass marketing communication strategies to reach their prospects with more
customized marketing mix strategies. Scholars nowadays fry to explore the impact
that various digital tools have on their customers. In this ine more and more
companies are interested in using digital marketing as a new way of delivering
superior value to their targets. Even the positioning sirategies have become easier
with the support of digital strategies. Social media platforms have eased the
interaction of humans recently (Balakrishnan et al., 2014). Therefore, companies use
different tools for digital marketing communication, such as search engine
optimization, content marketing. social media platforms, etc. which proves to be
very effective and efficient. Therefore, this new form of communication offers more
opportunities and more challenges at the same time (Laksamana, 2018).

The new way of communicating with farget markets has posed some new
chalienges for companies in general, and especially for companies that operate in
emerging markets, such as the Kosovo market. Since consumers now have more
information which provides them with more power, henceforth making pressure on
companies on the way how they communicate and promote their marketing
offerings. As a result. companies had fo look af new ways of combining the existing
marketing communication activities with communication techniques that embed
technology. Social media marketing has become a very crucial marketing tool to
reach emerging generations of consumers that are savvy with technology
{Balakrishnan et al.. 2014}.

According to some estimates, there are around 1.76 million intemet users in
Kosovo, and the penetration rate is 91 percent. There are 1.10 million social media
users in Kosovo, representing 56.9% of the population that uses any social media
platform [Kemp. 2021). Concerning age generation and platform users, age groups
between 25-34 years old are more active on Facebook. Instagram, and Linkedin,
whereas 18-24 use more on Snapchat.

The topic of digital marketing has been researched a lot recentiy, but still, there is
little research on the impact of social media marketing in emerging markets in
general, and especially in the Kosovo market.

More specifically, the main aim of this research is to explore the impact of social
media marketing. brand awareness, and brand engagement on purchase intention.
In addition, the research fries to analyze whether brand awareness and customer
engagement mediate the relationship between social media marketing and
purchase intention.

The paper commences with an introduction fo the research problem. The
following section reviews the relevant literature regarding social media marketing.
brand awareness, brand engagement. and purchase intention. Next. the
methodology and empirical findings are presented. The final section deals with the
discussion and conclusion.

Literature review

From a company perspective, the proliferation of social media marketing helps them
reach their target customers using any of the social media platforms. This kind of
interaction provides companies with customer insights to assess customers’ joumeys
in different stages of the adoption process. From a consumer’s perspective, the use
of these digital technologies offers customers many benefits, such as useful
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information, efficiency. comparing products and services, comparing prices,
convenience, variety of products, etc. (Tiago et al., 2014). Companies in the past
used to engage ther customers through many forms of fraditicnal marketing
communication tooks including television, radio, direct marketing. telemarketing to
disseminate information albout ther products or services. Consumer behavior has
changed a lot conceming fechnology adoptfion. and as a result, consumers
nowadays prefer to use the internet for getting and sharing information, getting
feedback. and reviewing products and services.

Social media platform seems to enhance consumer interaction more proactively,

and companies should use social media marketing to communicate with consumers
as well (Tiago et al., 2014).
The popularity of social media is rising every day. People can communicate with
each other about anything that interests them in this digital environment. More
importantly, pecple talk and share experiences about products and services they
buy and consume (Gray et al., 2018). This makes social media marketing a very
valuable tool for compeanies to promote their marketing offers.

Social media has become a very popular place for finding information, since
people post information, videos, photos, and other posts using different social
media, including Facebook, Instagram, Linkedin, Pinterest, and others.

COrganizations can use different social media marketing sfrategies. a passive

approach focusing on using social media as a source of customer insights, and as

a source of customer engagement (Constantinices, 2014).

Based on the above lterature review a conceptual framework is proposed with
purchase intenfion as a dependent variable, and brand awareness, customer
engagement as independent variables. Therefore, the hypothesized relationship
between these variables is depicted in Figure 1.

Figure 1
Research concept model

Souwrce: Author's work

Hypotheses development

Social Media Marketing

Information technologies have changed the way people and companies
commwunicafe and interact. Nowadays consumers use social media platforms to
interact and share information with others. The increased number of social users has
forced companies fo find new ways to communicate with their target markets. As o
result of social media., an expansion made companies more acfive with digital
marketing activities for their marketing purposes (Cizmeci et al., 2015).
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COrganizations use many social media platforms. This kind of digital marketing
strategy enakles companies to bwild customer relationships [Patrutiu-Baltes, 2018). A
lot of studies point out the impact that social media marketing has on brand
awareness (Seo et al., 2018; Ansari et al., 2019). brand engagement {Holliman et al.,
2014; Meire et al., 2019). and invoking purchase intention. Therefore, the following
hypotheses are postulated as follows:

o Hla: Secial media marketing impacts significantly brand awareness
o HIlb: Secial media marketing impacts significantly brand engagement
o Hlc: Social media markefing impacts significanfly purchase infenfion

Brand Awareness

Companies use their brands to distinguish ther products and services from other
competitors. Brands embody in themselves new names, symbols or, logos for new
products or services {Keller, 2008). Branding is all about differentiating products and
services from other offers in o given market {Kotler et al., 2016). Brand awareness
helps consumers decrease the fime spent during the search process for a product
{Verbeke et al., 2005).

Social media marketing (SMM) facilitates the process of brand awareness for
consumers. A lot of studies point out the link between social media marketfing usage
and brand awareness. Momany et al. (20146} indicate a strong link between social
media communication efforts and brand awareness. Social media marketing is seen
as a trendiness component of communication which has a significant effect on
brand awareness {Seo et al., 2018}. In addition, other recent studies fke Ansari et al.
{2019): Jamak et al. (2018): Ezenwafor et al. (2021); Aljumah et al. (2021}, also support
the comelation between social media marketing and brand awareness. Therefore,
based on the above we propose the folowing hypothesis:

o H2a: Brand awareness impacts significanfly purchase intention
o H2b: Brand awareness mediates the relafionship between SMM and purchase
infenfion

Brand engagement

There are different definitions concerning what comprises customer engagement.
The former is linked with the value perceived by the customer during interaction with
the brand {Gambetti et al.. 2012; Bredie et al., 2013; Bowden, 2009) and the latter
represents the interaction of consumers with the product and organization {Kumar et
al., 2010: Verhoef et al.. 2010). The rapid diffusion of social media communication
influenced the process of interaction between people. the way they communicate
and interact with one another [Tiago et al.. 2014).

Many studies point out that customer engagement leads to purchase intention.
Brand engagement moderates the impact of SMM on consumer purchase intention
{Husnain et al., 2017; Meire et al.. 2019; Chen et al., 2019: Pansari et al., 2017).
Therefore, the following hypotheses are postulated as follows:

o H3a: Brand engagement impacts significantly purchase intention
o H3b: Brand engagemenf mediafes the relationship between SMM and
purchase infenfion

Methodology

This study used a structured guestionnaire to investigate the effect of social media
marketing on brand awareness, brand engagement, and purchase intention. The
study tried also to reveal the mediating effect of both brand awareness and brand
engagement on the relationship between social media marketing and purchase
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intention in Kosovo. A convenience sampling fechnique was used fo collect the
data. The data was collected from March fo May 2021.

Respondents were asked to respond to the structured questionnaire with a 5-point
Likert scale and distributed using online google forms. The first part of the
questionnaire provided demographic data of respondents and the second part
customer perceptions toward the impact of SMM on BA BE, and PIL.

Takble 1 shows the respondents’ characteristics. Of the respondents, 121 were
males {36.2%). and 213 were females (63.8%). Concerning age., 99 (29.6%) were
under 20. Most respondents were 21 to 30 years of age. or 177 [53.0%) of the sampie,
45 (13.5%) were 31 to 40, 7 (2.1%) were 41 to 50, and & (1.8%) were more than 51.
Regarding respondents’ social media experience 4 (1.2%) were with 1 to 2 years of
social media experience, 45(13.5%) with 3 to 4 years of social media experience, 82
{24.6%) with 5 to 6 years of social media experience, and the majority of respondents
203 {60.8%) were with more than 7 years of social media experience. More than half
of the respondents were college students 154 (46.1%). 102 (30.5%) working full-time,
52 {15.6%) werking part-time and going to college. 26 (7.8%) working pari-time only.

Table 1
Demographic profile
Frequency Percent
Gender Mate 121 352
Femaie 213 &3.8
Age Under 20 99 294
21-30 177 £3.0
31-40 45 13.5
41-50 7 21
More than 51 -3 18
Social media experience 1 io2years 4 1.2
3io4y=ars 45 135
510 & y=ars az 246
More thon 7 years 203 &0.8
Occupatfion Part-time 154 441
Working full-fime 102 305
Working part-time and going fo college 52 156
Working part-time only 25 78

Sowce: Author's colculation based on results

Structural equation modeling [SEM) is used to test observant and latent variables. We
used a two-step strategy for assessing the measurement model and the structural
equation modeling. The SEM technique was used to evaluate the measurement
model (validity and reliability of the measures) and to estimate the structural model.
A bootstrapping method was used for testing the significance of the path
coefficients and the factor loadings {Hair et al., 2016).

Resulis

Measurement model, reliability, and validity
To calculate the scale reliabilities of the four constructs, Cronbach's alpha was used.
The proposed threshold of 0.70 or greater reliability coefficient indicates od reliakility
{Hair et al.. 2014}. As it can be seen in table 2, Cronbach alpha for all consfructs is
above 0.7 recommended threshold (Ursachi et al., 2015).

This study used SEM to analyze the proposed research model. Further, SEM was
used to test hypotheses and validate the conceptual model. The SEM technique
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evaluates R2, B, and t-values (Zegin et al., 2020} to assess the model fit. Therefore, the
SEM technique is used to evaluate the measurement model and to estimate the
structural model. The obtained results from CFA showed that chi-square/df was 2.071
indicating safisfactory fit: a ratio of five or less is a good fit (Wheaton et al., 1977). CA
{0.971). GFl (0.949). AGFI (0.9219). NFI {0.945). TU (0.940). and RMSEA (0.057) all denote
an adeqguate fit of the model.

To test the nomnality of the data. all VIF values are used to check if the model is
biased. VIF values greater than 3.3 indicate a collinearity problem (Kock, 2015). Thus,
the results denote that the model has a normal fit of the data {Table 2).

Table 2
_Construct items
Construct loadings Mean SIDEV __ VIF AVE
Social Cronbach alpha [0.726) 0477
media
markefing
SMM1 Social media odvertising draws 0.679 3796 1.068 1.812
my attention to braonas.
SMm2 Social media provides me with 0707 3833 0824 1804
information thot | need for bronds.
SMM3 It is interesting to see 0.491 3832 0881 1.745
infoermaticn on brands through
social medio.
Brand Cronbach alpha [0.850) 0.580
owareness
BA1 Brond aworeness is easier 0749 3775 0917 2020
through social medio.
BA2 Sociat media offer more 0827 3823 0947 2603
charocteristics about brands.
BA3 Brands through social media are 0.683 3817 0897 1.950
easly remembered.
BA4 Social media helps me 02813 33892 0894 2825
recognize brands
Brand Cronbach alpha [0.800) 0.53%9
engagement
BE1 | have ciose relctions on social 0827 3063 1031 2190
media with those who use the
some brands
BE2 | get engaged through sccial 0.483 3395 0943 2108
medio in brond activities
BE3 Social media mokes me feel 0213 3.021 0960 2257
positive toward a brond
Purchase Cronbach alpha [0.807) 0.586
intenfion
m | plon to purchase a brand that | 0799 3174 1013 2236
see on social medio
P12 | used to recommend o brand 0752 3470 0970 20G8
that | ke to others through social
media.
PI3 lintend o buy o brand thaot | ke 0.745 3207 09284 2050

based on social media discussions

Source: Author's colculation based on results
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Convergent validity examines how close items relate to each other in a construct.
{Becker et al., 2013). Convergent valicity is usually tested by assessing the loadings. Figure 2
average variance exiracted [AVE), and composite reliabiity. Structural Equation Mogdel

Cronbach's alpha for social media marketing construct is 0.726, 0.850 for brand
awareness, 0.800 for brand engagement. and 0.807 for purchase intention. The
resulis reveal that all four constructs had reliability coefficients greater than the
proposed threshold of 0.70. Convergent validity is reached if the factor loading
exceeds the 0.7 thresholds and the average variance exiracted {AVE) exceeds 0.5.

Disciminant validity examines how items in one construct are different from the
item in other constructs. differ stafistically from other item constructs (Zegin, 2020). As
it can be seen in Table 2, the AVE is greater than 0.5 for all consiructs, except Social
MM which is 0.477. Therefore, achieving discriminant and convergent validity, the
square root of the AVE should be greater than the comelations among the constructs
{Table 3)

Table 3
Discriminant validity

Consfruct SMM  BA BE Pl

Social media markefing (SMM) 0.691

Brand awareness (BA) 0.448 0762
Brand engagement (BE) 0587 0528 0734 Soi - Authors' .
Purchase intenfion (PI) 0.571 0.535 0472 0.765
Note: Squored comelations; AVE in the &iagondi. o Table 4
Source: Author's colculation based on resuits Hypotheses testing R : : )
_______Hypotheses  Eshmale  SE _CR__C '
Structural Model Estimation ;:-d_ < sloclu_n:le:a 0975 0094 10.391%* Hlasupported
As shown in Figure 2, the R? (R Square) for the proposed research model is estimated mb‘;d— = < Socio_media 0997 0.05% 10.119** HIiD supported
that purchase intenfion variance is explained by 75 percent, brand awareness is Brondengogeme: gEYEtng
explained by 71 percent of its variance, and brand engagement is exglained by 58 :.',,‘:_.m,e_;,m 5 mﬁm il = Soeg THIc e Sprcrned
percent of its variance by the model. mhus Y < Brond_owore  0.071 0.145 0.486 H2anot
Table 4 shows the results of the path coefficients of the constructs. The results in Furchose_jnlention LS PSS
indicate that social media marketing positively affected brand awareness with path ;:M; i;‘g; 0| oy & i fEastpponed
coefficient = 0.975, t-value = 10.391. p < 0.000). Thus, H1a is supported. H1b is also Source: Author's colculation based on results
supported, social media marketing posifively affects brand engagement with path SUNES
coefficient = 0.997. t-value = 10.119. The results reveal that social media marketing Mediafion effect of brand awareness and brand engagement
does not have any significant impact on purchase intention, with path coefficient = A mediation effect analysis was used to find out if there are any mediation effects of
0.190, t-vaiue = 0.400, p < 0.409). Thus, h1c is not supported. The results in table 5 also brand awareness and brand ef!QOQTehmeﬂf on the relationship between social mecio
show that brand awareness doss not have any effect on purchase intention, with c;cl’u":""g and purchase intention. The results were based on factor loading and p-
path coefficient = 0.071. t-value = 0.486, p < 0.627). Thus, h2a is not supported. Finally, -
the results show that brand engogement has a significant positive effect on Table 5
purchase intention, with path coefficient = 0.0739, t-value = 6.688, p < 0.000). Thus, Medgiation Effect of Brana Awareness and Brand Engagement
h3a is supporied. Hypotheses : __Estimate  lower Upper p-Valve Label
H3a. Indirect effect_BA 0069 -0316 0386 0.637 No mediation
H3b. Indirect effect_BE 0737 0461 1236 0.003 _Fult mediation

Sowce: Author's calculation based on results
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Table 5 reveals that brand awareness showed no mediation effect on the
relationship between social medic marketfing and purchase intention. Thus, H3a is
not supporied. Brand engagement mediates fully the relafionshic befween social
media marketing and purchase intention as seen from resulis, path coefficient 0.737
and p-value= 0.000. Thus, supporting H3b.

Discussion and conclusion

This study explores the effect of social media marketing on purchase intention in
Kosovo by deploying @ model consisting of three independent variables related to
social media marketing, brand owareness, and brand engagement, and a
dependent variable related to purchase intention.

Social media marketing was posifively and significantly related to brand
awareness, corresponding to many studies that explored the impact of social media
markefing on brand awareness such as Seo et al. {2018), Ansari et al. (2019). Jamali
et al. (2018), Ezenwafor et al. (2021). Aljumah et al. {2021) and other studies.

The findings also revealed that social media marketing was positively related to
brand engagement. The findings are ako supporied by other studies including
Kumar, et al. {2010) and Verhoef et al. {2010). The findings did not show any positive
relationship between social media markefing and purchase intention.

Moreover, the findings also reveal that brand awareness did not show any positive
and significant impact on purchase intention. On the other hand., brand
engagement showed to be positively and significantly related to purchase intenfion,
comesponding with other studies such as Husnain et al. (2017). Meire et al. (2019).
Chen et al. {2019). Pansari et al. {2017). and other studies.

Our findings revealed also the mediation effect that brand engagement has on
the relationship between social media marketing and purchase intention. Moreover,
brand awareness did not mediate the relationship between social media marketing
and purchase intention.

Ouwr study is unigue in that it contributes to the research of social media marketing
in emerging markefs. The study offers customer insights concerning consumer
behavior regarding the influence that social media markefing has on purchase
intention. The study provides some interesting facis that even though social media
marketing enhances brand owareness but does not necessarly mean that
consumers being aware of certain brands would buy them at the end unless they
are engaged or linked with the brand. Companies need to fry to engage consumers
since the results revealed that brand engagement leads to purchase intention.

The findings also provide organizafions with some insights on how to deploy digital
marketing sirategies in emerging markets to reach consumers to promote their
products and to engage them to purchase.

Despite this study's contributions to Berature, it has several Emitations. First, we
used a convenience sample. Second, the sample size is from only one country.
which makes the results very difficult to generalize in other countries. Future research
is recommended to focus on cross-national cnalysis by performing multi-group
analysis to check smilarities and differences about consumers’ perceptions in
different countries concerning the effect that social media marketfing has on
purchase intention.
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