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ABSTRAK

Tujuan penelitian ini adalah menjelaskan pengaruh: Social
Media Marketing terhadap Customer Relationship Management, SMM
terhadap brand equity, CRM terhadap purchase intention, brand equity
terhadap purchase intention, dan pengaruh SMM terhadap purchase
intention baik secara langsung maupun tidak langsung. Desain penelitian
ini adalah kausal. Variabel penelitian meliputi: SMM, CRM, brand
equity, dan purchase intention. Jumlah sampel penelitian sebanyak 160
sampel dan teknik analisis data adalah structural equation model.

Temuan penelitian ini menunjukkan bahwa SMM berpengaruh
positif terhadap CRM, SMM berpengaruh positif terhadap brand equity,
CRM berpengaruh positif terhadap purchase intention, brand equity
berpengaruh positif terhadap purchase intention, dan SMM berpengaruh
positif terhadap purchase intention baik secara langsung maupun tidak
langsung.  Hasil penelitian ini menunjukkan bahwa lima hipotesis
penelitian yang diajukan adalah terbukti.

Kata Kunci: Social Media Marketing, Customer Relationship
Management, Brand Equity, Purchase Intention



ABSTRACT

The purpose of this research is to identify the impact of: Social
Media Marketing toward Customer Relationship Management, SMM
toward brand equity, CRM toward purchase intention, brand equity
toward purchase intention, and the impact of SMM toward purchase
intention both direct or indirect. Research design is causal. The research
variables are: SMM, CRM, brand equity, and purchase intention. The
number of samples are 160 of samples. Data analysis technique using
structural equation model.

This research showing that SMM have positive impact toward
CRM, SMM have positive impact toward brand equity, CRM have
positive impact toward purchase intention, brand equity have positive
impact toward purchase intention, and SMM have positive impact toward
purchase intention both direct or indirect. The resyult of this reseach
showing that fevive research hypothesis is proved.

Keywords: Social Media Marketing, Customer  Relationship
Management, Brand Equity, Purchase Intention
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