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The Effect of Social Network Marketing towards Consumer Purchase
Intention through Consumer Engagement on Everwhite’s LINE Official
Accounts in Surabaya

ABSTRACT

In marketing, Social Network Marketing has been one of the most popular
instruments. Since marketing tools can increase the number of sales, which is the
primary goal of any marketer, as it can significantly increase the profitability of
the business. This study aims to evaluate and analyze social media promotion and
the effect of Everwhite promotion through official LINE accounts on Consumer
Purchase Intentions in Surabaya.

People who live in Surabaya and have followed the official Everwhite LINE
account are the population in this study. The survey used was 150 respondents
over 17 years of age with traits who had a LINE account for at least more than 6
months. A questionnaire was the data collecting method used. Structural Equation
Modeling (SEM) is the data analysis approach used.

The results showed that Social Network Marketing was significantly related
to Consumer Purchase Intentions but also show that the relationship between
Social Network Marketing and Customer Purchasing Intention was not mediated
by Consumer Engagement.

Keyword: Social Network Marketing, Consumer Engagement, Consumer
Purchase Intention
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The Effect of Social Network Marketing towards Consumer Purchase
Intention through Consumer Engagement on Everwhite’s LINE Official
Accounts in Surabaya

ABSTRAK

Social Network Marketing telah menjadi salah satu instrumen pemasaran
paling populer. Mengetahui bagaimana alat pemasaran dapat meningkatkan
jumlah penjualan, yang merupakan tujuan utama setiap pemasar dan dapat
meningkatkan profitabilitas bisnis secara signifikan. Penelitian ini bertujuan untuk
mengevaluasi dan menganalisis promosi media sosial dan pengaruh promosi
Everwhite melalui akun LINE resminya terhadap Consumer Purchase Intention di
Surabaya.

Penduduk yang berdomisili di Surabaya dan telah mengikuti akun LINE
resmi Everwhite menjadi populasi dalam penelitian ini. Survei yang digunakan
adalah 150 responden berusia di atas 17 tahun dan memiliki akun LINE selama
minimal lebih dari 6 bulan. Metode pengumpulan data yang digunakan adalah
angket. Structural Equation Modeling (SEM) adalah pendekatan analisis data
yang digunakan.

Hasil penelitian menunjukkan bahwa Social Network Marketing
berhubungan secara signifikan dengan Consumer Purchase Intention, tetapi juga
menunjukkan bahwa hubungan antara Social Network Marketing dan Consumer
Purchase Intention tidak dimediasi oleh Consumer Engagement.

Kata Kunci: Social Network Marketing, Consumer Engagement, Consumer
Purchase Intention
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