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Dampak Context, Communication, Collaboration, Connection Terhadap
Brand Equity pada Instagram Zalora Indonesia di Jakarta

Eky Febriantiwil

ABSTRAK

Tugas Akhir ini dengan judul “Dampak Context, Communication, Collaboration,
Connection Terhadap Brand Equity pada Instagram Zalora Indonesia Di Jakarta”.
Penelitian ini memiliki tujuan untuk menganalisis dampak atau pengaruh dari social
media marketing dengan variabel context, communication, collaboration, dan
connection terhadap brand equity. Populasi yang digunakan pada penelitian ini
yaitu followers atau pengikut Instagram Zalora Indonesia dan pengguna Zalora di
Jakarta diambil menggunakan Simple random sampling. Metode pendekatan dalam
penelitian ini yaitu, menggunakan metode kuantitatif dengan pengumpulan data
primer melalui kuesioner. Analisis yang digunakan pada penelitian ini yaitu analisis
logistik multinomial serta pengujian hipotesis yang dilakukan yaitu uji parsial dan
uji serentak. Hasil dalam penelitian ini menunjukkan bahwa secara parsial variabel
context dan communication tidak berpengaruh terhadap brand equity, variabel
collaboration, dan connection berpengaruh terhadap brand equity dan secara
serentak variabel context, communication, collaboration, dan connection
berpengaruh terhadap brand equity.

Kata Kunci: Social media marketing, Context, Communication, Collaboration,

Connection, Brand equity
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The Impact of Context, Communication, Collaboration, Connection on
Brand Equity on Instagram Zalora Indonesia in Jakarta

Eky Febriantiwi®
ABSTRACT

This Final Project is entitled "Impact of Context, Communication, Collaboration,
Connection to Brand Equity on Instagram Zalora Indonesia in Jakarta". This study
aims to analyze the impact or influence of social media marketing with context,
communication, collaboration, and connection variables on brand equity. The
population used in this study are Instagram followers or Zalora Indonesia followers
and Zalora users in Jakarta taken using simple random sampling. The approach
method in this study is using quantitative methods with primary data collection
through questionnaires. The analysis used in this research is multinomial logistic
analysis and hypothesis testing is partial test and simultaneous test. The results in
this study indicate that partially variables of context and communication have no
effect on brand equity, variables of collaboration, and connection affect brand
equity and simultaneously variables of context, communication, collaboration, and

connection affect brand equity.

Keywords: Social media marketing, Context, Communication, Collaboration,

Connection, Brand equity
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