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ABSTRAK
FAJRYAH DONITA AFANDY, 17042010115, PENGARUH SOCIAL
MEDIA MARKETING EFFORTS TERHADAP BRAND EQUTY PADA
EMINACOSMETICS DI SURABAYA

Penelitian ini bertujuaan utuk menguji pengaruh social media markting efforts
terhadap brand equity. Variabel independen yang di uji dalam penelitian ini
adalah entertainment, interaction, trendiness, customization, dan word of mouth
yang diuji pengaruhnya terhadap brand equity pada Eminacosmetics di Surabaya

Metode penelitian ini menggunakan metode kuantitatif. Populasi dari penelitian
ini adalah pengguna internet yang mengakses media social Eminacosmetics yang
berdomisili di Surabaya. Jumlah responden dalam penelitian in sebanyak 100
responden yang dipilih menggnakan metode purposive sampling. Teknik analisis
yang digunakan adalah analisis regresi linier berganda

Berdasarkan hasil penelitian ini bahwa Fj;s,,4 Yaitu Ho ditolak dan Hi diterima
sehinnga dapat disimpulkan bahwa variabel bebas Entertaiment (X1), Interaction
(X2), Trendiness (Xs), Customization (Xs), dan Word of Mouth (Xs) memiliki
pengaruh yang signifikan terhadap variabel terikat Brand Equity (Y) pada
pengakses media sosial Eminacosmtics. Hasil tp;pn, Entertaiment (Xi) yaitu Ho
ditolak dan H: diterima, hal ini berarti Entertaiment (X1) berpengaruh signifikan
secara parsial terhadap Brand Equity (Y). Hasil tp;zng Interaction (Xz) yaitu Ho
ditolak dan H: diterima, hal ini berarti Interaction (X2) berpengaruh signifikan
secara parsial terhadap Brand Equity (). Hasil tp;,,ng Trendiness (Xs) yaitu Ho
ditolak dan H: diterima, hal ini berarti Trendiness (Xs) berpengaruh signifikan
secara parsial terhadap Brand Equity (Y). Hasil tp;zyng Customization (Xa) yaitu
Ho ditolak dan H; diterima, hal ini berarti Customizaton (Xs) berpengaruh
signifikan secara parsial terhadap Brand Equity (Y). Hasil tp;z,ng Word of Mouth
(Xs) yaitu Ho ditolak dan Hi diterima, hal ini berarti Word of Mouth (Xs)
berpengaruh signifikan secara parsial terhadap Brand Equity (YY) pada pengakses
media sosial Eminacosmetics di Surabaya.

Kata Kunci: Social Media Marketing Efforts, Brand Equity
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ABSTRACT

FAJRYAH DONITA AFANDY, 17042010115, THE INFLUENCE OF
SOCIAL MEDIA MARKETING EFFORTS ON BRAND EQUTY IN
EMINACOSMETICS IN SURABAYA

This study aims to examine the effect of social media markting efforts on brand
equity. The independent variables tested in this study are entertainment,
interaction, trendiness, customization, and word of mouth which are tested for
their effect on brand equity at Eminacosmetics in Surabaya

This research method using quantitative methods. The population of this research
IS internet users who access social media Eminacosmetics who live in Surabaya.
The number of respondents in this study were 100 respondents who were selected
using purposive sampling method. The analysis technique used is multiple linear
regression analysis

Based on the results of this study that Fy;.,,,g Namely HO is rejected and H1 is
accepted, it can be concluded that the independent variables of Entertainment
(X1), Interaction (X2), Trendiness (X3), Customization (X4), and Word of Mouth
(X5) have a significant effect on The dependent variable is Brand Equity (Y) on
Eminacosmtics social media accesses. The results of ;g Entertaiment (X1),
namely HO is rejected and H1 is accepted, this means that Entertainment (X1) has
a partially significant effect on Brand Equity (). The result of the Interaction
thitung (X2) is that HO is rejected and H1 is accepted, this means that the
Interaction (X2) has a partially significant effect on Brand Equity (Y). The result
of thitung trendiness (X3) is that HO is rejected and H1 is accepted, this means
that Trendiness (X3) has a partially significant effect on Brand Equity (Y). The
result of Customization tp;s,ng (X4) is that HO is rejected and H1 is accepted, this
means that Customization (X4) has a partially significant effect on Brand Equity
(Y). The results of the Word of Mouth (X5) tpityng, Namely HO are rejected and
H1 is accepted, this means that Word of Mouth (X5) has a partially significant
effect on Brand Equity (Y) on Eminacosmetics social media accessers in
Surabaya.

Keywords: Social Media Marketing Efforts, Brand Equity
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