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ABSTRAK

Penelitian ini dilakukan untuk memperoleh gambaran dan pengaruh Social Media
Advertising dan Brand Image terhadap Brand Loyalty pada followers Instagram
Agoda Indonesia. Jenis penelitian yang digunakan adalah deskriptif verifikatif.
Metode yang digunakan simple random sampling dengan ukuran sample sebanyak
200 responden. Teknik analisis penelitian ini adalah analisis Structural Equation
Model (SEM) dengan menggunakan program AMOS for windows. Hasil temuan
penelitian ini menunjukan bahwa gambaran Social Media Advertising dan Brand
Image terhadap Brand Loyalty berada pada kategori baik, berpengaruh secara
positif dan signifikan. Temuan pada penelitian ini menegaskan bahwa keberadaan
Social Media Advertising dan Brand Image terhadap followers Instagram Agoda
mampu meningkatkan tingkat Brand Loyalty pada Agoda Indonesia, peneliti
merekomendasikan agar Agoda Indonesia mempertahankan, mengelola dan
memaksimalkan keberadaan Social Media Advertising dan Brand Image.

Kata kunci: Social Media Advertising, Brand Image, Brand Loyalty
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ABSTRACT

This research was conducted to obtain an overview and influence of Social Media
Advertising and Brand Image on Brand Loyalty among Agoda Indonesia Instagram
followers. The type of research used is descriptive verification. The method used
was simple random sampling with a sample size of 200 respondents. The analysis
technique for this research is Structural Equation Model (SEM) analysis using the
AMOS for Windows program. The findings of this research show that the
description of Social Media Advertising and Brand Image towards Brand Loyalty
is in the good category, has a positive and significant influence. The findings in this
research confirm that the existence of Social Media Advertising and Brand Image
for Agoda's Instagram followers is able to increase the level of Brand Loyalty for
Agoda Indonesia. Researchers recommend that Agoda Indonesia maintain, manage
and maximize the existence of Social Media Advertising and Brand Image.

keywords: Social Media Advertising, Brand Image, Brand Loyalty.
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