DAFTAR ISI

ADSTTAK ...t %
KA PENGANTAT ... .cuviiieciccteciee ettt sttt e e st e e e e e te e e steenaentesneenee e vi
(DU U v TS viii
Daftar TADE ......cvoiieieeeee s X
Daftar GAMDAN .......oiiiecee e Xi
Bab 1
1.1 LaiagBelalnorammme e SRERe SEsin . S8 owe e, . ... 1
1.2 Rumusan Masalah Penelitian ............ccceciviiiiiiiiiiiiiiisieiee s sesee st sveesesressneste e eneeee 12
1.3 SRR I A oot o i e s e o | S 12
1. G R SR o LT O o v, ARG S e, . . 13
1.4.1 KONEFIDUSE TEOTILIS .. .cvviveivicreveereereereninnnisreserreseassssssesstnnsssesssssassnsnsns sbesain 13
1.4.2 Kontribusi Man@jerial ..........cccooeieiiiiiiiiiiieiee st 13
1.5%SIStemAtKA PEABIIEIAN .................c.cooreevninrnneniseienc e veecee el R e RS SRR 1 14
Bab 2
2:1 TIQUBIERUSIBREETETIGR ... ... o 16
2.1.1 Social Media Marketing..........ccoveiiiiioiiie et sre e 19
2.1.ZBrandyAIRDCSSESamg............................ S S S E e e A0 ... 15
2.1 BrangiEXECTHICHCe st . ... ........... SECESEESE O e 21
2.84 PurghaSenientiomagy:....................... Ao mt et i S e s ., 24
252 PengajUanilIpOIESISIE. ......................... FESIEGEUESTORES EESHIRIIEES SN ... St 26
2.3 MOEl PENEIITIAN .....cveieeeieeiieeie ettt saesre e e besresnn e besnaeseeseeeneeseesrnensens 39
Bab 3
&% Objek PenClUEHEEREENY =~ .. ........ %.,...... ECGHEE EESE— ... ............. & 40
392 UNit ANaliSISETmmae . e . . veeveeeeiaeeieeeree i 40
3%8 Tipe Penelitianiegms. . A0 M ... SsS§SSCOCTeRns JECeetrestr . ................. 5 41
3.4 Operasionalisasi Variabel ..............cooiiiiiiiiicie e 41
3.5 Populasi dan SAMPEl ..o 44
3.6 Metode PengumMpPUIAN Dat@........cccceeiviiiieiieiicieie e 45
3.7 Metode ANAlISIS DALa.......c..civeiriieiinie ettt sae et sb e eneenenrens 46
SILLSELIStIK DeSKIIPLT ..ot oot S e, 0 (0 46
3¥-2:Statistik Inferensial=mmmrmmrt.. i R RN i 46
3.8 Hasil Uji Instrumen Pendahuluan ............c.cccooieiiiiiiciiic e 52
3181 HasiPON VaHetiass ., sl orl. il B0 W Nl L el 58
3.8 2 FHast] UH-REHaD IMaS . B L e B .
Bab 4
ddlcaralelorGhk-RESPONUEN. ... o o oot . A Y ... 59
7 = T (X e e e O e o T T 59
4.1, 2Nl . . .o e e rrveema e v WKL T .. ................. 60
4. 1.3 StatlS S Qs e e s vcrvrtn s saeesveesaeerens 61
4.1.4 Jajan/Penghasilan per Bulan ............cccveiiiiiiii e 62
4.1.5 Periode Menjadi PENGQEMA .........ccveviiiiieieeiee e 63
4.1.6 Bias di NCT DIBAM ....ocueiiiiieiiiii ettt 64
4.1.7AKLIVItas PemMDEHAN ........cccooiiiiiiic e 65
4.2 HaSil ANALISIS DAL .....ccueeiiiiieieeieee e 65
4.2.1 Statistik DESKITPLIT .....oveeecieeeee e 66
4.2.1.1 Social Media Marketing...........cccovveveieeieiiiie e 67

4.2.1.2 Brand AU ........cvveeee ettt ettt ettt e e s et e e s e e e senaeees 69



4.2.1.3 Brand EXPEIIENCE. ......ccvrviireeeieieise sttt 70

4.2.1.4 PuUrchase INENTION .......ccoeiirieieieise st 72
4.2.2 Statistik Inferensial ... 74
4.2.2.1 Evaluasi Pengukuran Outer Model ............cccooviiiiiiiiiiicccce 74
4.2.2.2 Evaluasi Pengukuran Inner Model............cccooiviiviiiiiicic e 82
4.2.1.1 Social Media Marketing..........cccovveviiiiiie i 67
4.2.1.2 Brand AU .......cocvieee e 69
4.2.1.3 Brand EXPEIIENCE. ........cciierereerereresesmissesiesseseesesesnesreseesreseeseesnssessessens 70
4.2.1.4 Purchase INtention............cccunmmamssmsiessiereseesensnstiibinseessneresecssbnnasessessnns 72
A28 Statistikglnferensial Wassss  SEtiE B St nniem. ., S, 74
e EvaltiasiiPendikuran GuierModel s Jons: Ersa o Dusu . ........ 74
4.3 EEsesa e S R  eeB a ER T ., 88
4.3.1 Brand Attitude->Purchase Intention .......ccc.cccceciinnnnniinieieseesiestesmsniine e 89
4.3.2 Brand Experience -> purchase intention...........ccccecvnienineneneneenieiesenns 89
4.3.3 Social Media Marketing -> Brand Attitude ............ccooceveeevieie i, 89
4.3.4 Social Media Marketing -> Brand EXperience........cccccoceevvevieivvevieseennene. 90
4.3.5 Social Media Marketing-> Purchase Intention ............ccocoveveieieiniennnnn 90
Bab 5
SEIRKESIMPUTANEREIEIENN .......................cc..o e RSN ER NN SRS 0 91
5:2 |ipHkaSEMENEIERIEESEEL. .................... e R S S R AL ... 92
5.3 Limitasi dan Saran untuk Penelitian Selanjutnya...........c.ccoceveiiiiniinienienencneieinns 93
Daltar Phelaf e Esutbny .. .................... S AT ST ey |, T 96
Lampiran
FEporan TUrrREiEEETEEsstEs . . .. .............. NS, e R ............... 100
IKiesioner ... [ FEENEEEEREEE, ............................ (CCCCSUSHSIEEN | . .. ................ B 101

viii



DAFTAR TABEL

Tabel 1.1 - Tabel Revenue Big 3 2021 .......ccoooeiiiiiiieiieeceee e 7

Tabel 1.2 - Top Selling Physical Music Albums 2021 ............cccccoevvvevvevieirienenn, 8

Tabel 1.3 — Jumlah Pengikut Media Social NCT Dream .........cccccccovevveiveireennnnn, 43
Tabel 3.1 — Tabel Operasional Variabel ..., 42
TabelE S ale] Skala | e plm e ias s+ Vi s ngf et ) i - 44
Tabel 3.3 — Hasil Uji Convergent Validity — Outer Loading...........cc.cccovvveinnen. 53
Tabel 3.4 — Hasil Uji Convergent Validity — Outer Loading Kedua ................... 54
Tabel 3.5 — Hasil Uji Convergent Validity - AVE........cccooiieiiiiieiieiecce e, 5l
Tabel 3.6 — Hasil Uji Discriminant Validity — Fornell Larcker..............c............ 56
Tabel 3.7 — Hasil Uji Discriminant Validity — Cross Loading.............cc.cccveeneen. 57
Tapel 3 QetiaslBIEIREIODIlitas........... S EE R Ay .. ... 52
Tabel 4.1 — Karakteristik Jenis Kelamin Responden ..........cccccocevvniiiiniieiennen, 60
Tabel 4.2 — Karakteristik Usia ReSponden...........ccocvvviiiiiieieienc e, 61
Tabel 4.3 — Karakteristik Status ReSponden .............ccevveveieeieeie s 62
Tabel 4.4 — Karakteristik Pendapatan Responden............ccccoceevveieiieieecic s, 62
Tabel 4.5 — Karakteristik Rentang Waktu menjadi Penggemar ........................... 63
Tabel 4.6 — Bias di NCT DIeaM ......cccccueieiierienieiieniesiisieeeeeeee e 64
Tabel 4.7 — Statistik Deskriptif Social Media Marketing ...........c.ccocevviiniiniiennen, 67
Tabel 4.8 — Statistik Deskriptif Brand Attitude ...........ccooeieiiiiiiiiiiicicee, 69
Tabel 4.9 — Statistik Deskriptif Brand EXPerience.........ccccuvveiveivinieiiensinesieessenas yoil
Tabel 4.10 — Statistik Deskriptif Purchase Intention ...........c.cccoceviviieiie e, 71
Tabel 4.11 — Uji Validitas berdasarkan Factor Loading .........cccccceeeviveviieiieennnn, 76
Tabel 4.12 - Keterangan Indikator Valid ...........cccooeveiiiiiiieiiece e, 77
Tabel 4.13 — Hasil Uji Aktual - AVE........ccccoooiiiiiiiiiiee, 78
Tabel 4.14 — Hasil Uji Aktual — Fornell Larcker Criterion...........cccccocvevviiennenn, 79
Tabel 4.15 — Hasil Uji Aktual — Cross Loading.........ccccoevevvieiieiiieenie e 79
Tabel 4.16 — Hasil Uji Reliabilitas — Composite Reliability..............ccccocooeeennn 81
Tabel 4.17 — Hasil Uji Reliabilitas — Cronbach’s Alpha............ccccooiiiiiiniennen, 82



Tabel 4.18 —Tabel Nilai R square .................
Tabel 4.19 —Tabel Nilai VIF .............c.ocooe..

Tabel 4.20 — Path Coefficient Bootstrapping



DAFTAR GAMBAR

Gambar 1.1 — Total Album Sales on Hanteo Charts ...........ccoceovviencinineienn 9

Gambar 2.1 - Kerangka Penelitian ..........ccooevieeiiniieieiie e 39
Gambar 4.1 -Aktivitas Pembelian PENggemar..........coceoveeieniieneiiseceeee 65
GambgiRei? -OutefPVIaael e T . e oot e .. 00 ... 75
GagibalEsaesPathiMadchRIES 37 80 L B S Sioew, Sern o RN .. 83

Xi



