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1. Introduction

The modern marketing literature offers extensive studies of factors influencing consumers” final purchasing decisions. Salem
{201 8) defined it as the steps a cusiomer takes afier realizing they have a need: they look for solutions online, narrow their
choices by weighing pros and disadvantages, and ultimately make a purchase. As a result, the buying process may be seen as
a sequence of customer actions, It involves several factors, including what, when, where to buy, how to pay for it and how
much money to spend. Consumers' opinions of a business and its products or services will heavily influence their final pur-
chasing decisions. Consumers’ progensity to purchase is heavily influenced by their prios exposure to the brend and the level
of sagsfection achieved by the ttem bought. In addition, advertisers may encourage purchases by creaiing campaigns that
resonate with target audiences. Onlne media outlets for conveying a company’s product and influencing cussomers’ purchas-
ing choices have proliferated in recent yvears. The development of a variety of ICTs has led to the amergence of such avenues
{Manco-Chavez ef al., 2020)

Pravious research focused on social media marketing activities demonstrated that creating meaningful relationshaps with con-
sumers via digital channels is a cutting-edge method of publicizing a brand and reaching large numbers of people (Khoa,
2022; MeClure & Seock, 2020). Some social media sites have appeared in recent years due to the repid development of
communication technology, prompting marketers to use them for easily engaging, talking, and working with their clients
{Casper Ferm & Thaichon, 2021). Businesses have been given a huge boost in their ability to connect with customers and
reinforce their brand thanks to the explosion of the Internet and information resources (Reveilhac & Blanchard, 20220, 1t is
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possible to exchange and broadcast a vast amount of information digitally via varions web-based technologies that are part of
social media platforms {(Voorveld ef al, 2018). Multiple terminologies, such as "Web 2 0" "social networking communica-
tions," "social networking tools," ' social networking sites," and "blogs,” have been sugpested in the past to represent the
meaning of social media sites (Kap an & Haenlein, 2020).

Due to its importance in influencing customer purchasing behavior, the use of social media for discussing and markzting new
or current goods or services has sezn explosive development in recent years (Khoa et 2l 2021). Since the rise of internet
medie accessible through mobile devices, viewership of conventional forms of media has declined (Chatteriee et of.. 2021).
Sceial media platforms are often used by customers in their guest to learn vital informaticn about a company, as statzd by Kar
and Kushwaha (2021). Using a social networking site to learn about a company has become the norm as smartphones and
other mobile devices have increased. In addition, they may be relied on to help marketers learn more about their target de-
mographics to tailor their campaigns to individual customers better. Because of these benefits, more and more Firms are putting
their rescurces into promoting their offerings online in the hopes of swaying customers to make a purckase. Even while there's
been a lot written about social media marketing, not many studies have examined how it affects buwers” choices (Casper Ferm
& Thaichon, 2021). Much of the previous empirical research on social media marketing activities only looked at how they
influenced consumers' intentions to buy rather than electronic loyvalty {e-loyalty).

Diespite a substantial corpus of earlier research examining the direct consequences of such activities on consumer behavior,
fewer studies have addressed the mechanisms via which particular features of social mediz marketing might affect a customer's
decision to make a purchase. There's evidence that social media marketing may boost brand value by increasing consumer’s
trust in the brand ( Ebrahim, 2019; Hafez, 2021). Social media marketing charscteristics are associated with increased brand
loyalty, confirmed by other researcters (Ebrahim, 2019). Trust in brands has been the focus of a great deal of research because
of the potential influence it has on other factors. However, empirical studies have not vet succeeded in demonstrating whether
or not brand trust mediates the connections between social media marketing features and customers’ e-loyalty.

Additionally, various research studies used several elements to guantify social media marketing. Attention their analysis of
this notien, Khoa et al (2020) zeroed in on trendiness, electronic word of mouth, personalization, entertainment, and interac-
ticn. To evaluate the efficacy of social medin marketing in the @ ance industry, Sano (2015) focused on the following four
factors: perceived nsk. tendemness, interaction, and personalization. Jo (2013) also examined social media advertising from
three angles: commercials, content, and occasions. In addition, Kim (2017) used availability, responsivensss, information,
andl timeliness as metrics for socia’ media adventising. Moreover, Seo and Park (2018) analyzed the achievement of social
media advertising by considering elements such as novelty, usability, perceived risk, customization, anc fane. This article,
herwewer, hopes to make a substantial contribution to the current empirical literature on social mwedi marketing by combining
measures. of informativeness, interaction, perceived relevance, and amusement to see how thess affedt edoyalty among con-
sumers in Vietnam. The results might provide light on the ways in which these featurss of social media marketing affect
customers' tendency to remain loyal, particularly in online shopping.

This research discussed the study methods and evaluated the relevant literature. Then, the results, discussion, and theoretical
and practical implications of the study are provided. Finally, suggestions for future studies and limitations of the current study
are discussed.

1. Literature review
2.1 Social media marketing

Brand marketers now have a new platform on which to build communities and distribute aser-generated content: social media
(Xu & Prat, 2018). By definition, social media encompasses any "Web 2.0 apps that enable the creation and exchange of
uszer-generated content” {Kaplan & Haenlein, 2000). Social media consists of SNSs that disseminate data via wser profiles (Aj
eral., 2020). When compared to more traditional mediums like television, radio, and print, its capacity to reach the intended
awdience is far higher (Chu et all, 2220).

Conventional marketing strategies and social media marketing are two separate concepts. When it comes to online advertising,
sozial media marketing is a specialized niche (Godey et all, 2006). The term "social media marketing™ 15 defined cifferently
depeer ding on the researcher. As a result, there is no generally accepted definition of social media marketing. From a business
perspective, social media marketing is the process of using various social media platforms to promote o product or service
(Hung & Khoa, 2022). When it comes to advertising, social media marketing refers to sharing content on various social media
sites to promote a business and its products. The relational perspective, on the other hard, emphasizes establishing and sus-
taiming mutually beneficial connections with customers through social media channels of communication,

Four features of social media markzting was proposed in this study, including interactivity, entertainment, informativeness,
perceived relevance (Alalwan, 2018; Hanaysha, 2022; Wang ef @l 20019). Among the many aspects of digital marketing,
interactivity has been the focus of much study. According to research, “interactivity” refers o a company's propensity to
facilitate onling information sharing and exchange among its constituents (Tang ef of ) 20217, An essential aspect of any
effective social media marketing strategy now is the production of content that users will want to share because it 15 interesting,
fun, or useful to them (Hanaysha, 2022). Zhu and Chang (2016) defined perceived relevance as the extent to which a customer
considers o targeted ad to be personally relevant or helpful in accomplishing the consumer’s stated objectives and values. The
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infomativeness extent to which advertising are ahle to enlighten and persuade viewers o gpenerate favorable impressions of
the advertised products (Mik Najib 2r al., 2016].

2.2, Stimuli - Ovgranizm - Response (SOR model)

According to Mehrabian and Russell (1974) to the Stimulus-Organization-Response (S0R) model of environmental psychol-
ogy, stimuli stand in for the external environmental factor of the organism, the organization stands i for the psychological
transtormation mechanism by which the user internalizes the stimulation into information, and the response stands in for the
uszr's representation of the information content of the relevant response behavior in response to the external stimulus.

To investigate the impact of user engagement on conventional e-commerce website purchases, Liun developed a model that
included cognitive emotions as mediators and consumer intents as reactions to traditional e-commernce weasite stimulus. SOR
theory was applied to the study of online environments (Lee & Min, 2021); the social media marketing fetures served as
external stimuli, and the user's intemal emotional state (such as online trusth served as the orgarism o determine the user's e-
loyalty with the site. Figure 1 was proposed as the theoretical model.

Interactivity

Ohiling trust

Entertainment

H1

r

E-lovalty I

Pereeived
Relevance

Fig. 1. Theoretical model
2.3, Oalime trust and E-lovalty

Shopping from the same vendors repeatedly does not always indicate brand loyalty, perhaps because this behavior is prompted
by a dearth of attractive alternatives (Handarkho, 20200, A modern, theoretically sound method defines loyalty as the inter-
section of two factors: one behavioral and one attitude-based (Khoa & Nguyen, 20200, This final theory suggests that these
two factors work hand in hand to create lasting loyalty. E-lovalty 15 now considered w be a part of the broader concept of
wiehsite loyalty (also known as e-loyalty or website loyalty). With the advent of ¢ commerce comes a profound change in the
power balance between purchasers and vendors (Al-dweeri et al, 2019). It is erucial for mew online companies to concentrate
on creating a loyval client base and carefully analyzing the profitability of each customer group to avoid losing money due to
the cheap switching costs for consumers (compared to the high expemditines o eute prises to recruit new e-customers).

The importance of trust in online purchases cannot be averstated when compared 1o more conventional methods of doing
business (Reichheld e al., 2000). This is because e-customers can't physically evaluate the poods or service before making a
purchase, therefore a high degree of trust is necessary o minimize risk and ensure 1 smooth fransaction (Lee & Min, 2021).
In the absence of trust, consumers are more inclined to go elsewhere for their needs. In addition, it has been stated that the
absence of human connection makes it more challenging for online businesses fo establizh credibility with thear e-customers.
[t 15 beligved that unlike conventionzl trust, which s founded on personal rapport between buvers and sellers, e-rust is mostly
an intcllcetual phenomenon bascd en the perecived credibility of online businesscs.

Reichheld and Schefter (20007 made some insightful observations on the connection betw een e-trust and e-loyalty, noting that
to acquire the loyalty of clients, you must first gain their trust. That's been the case forever, but it's more so in the digital age.
Custowers we e likely w pive sensitive ifsooation wille s company ey Geel ey can sy, which o e Gailices (he
estublishment of long-lasting, trusting connections between the company and its customers that are essential to generating and
maintaining e-lovalty (Khoa, 2020). The positive and substantial relationship between online trust and e-loyalty has been
established by a number of additional research as well (Boonlertvanich, 2009). The follwowing hypothesis H1 s developed in
light of the above debate.

Hi. Online trust impacts positively on customer s e-lovalty in online shopping.
2.4. Social media marketing features and online trust

Customers” levels of confidence in a company's ability to deliver on their wishes and requirements while shopping online
{Chaudhurt & Holbrook, 2018). Consumers have steadfast fnth m a brand because they associate it with feelings of safety
and reliability {Khoa & Mguyen, 2002 Consumers’ faith in a brand may be bolstered by social media, which can then have a
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direct impact on their actions and the decisions of online retailers (Lee & Min, 2021). Social media marketing includes a
variety of value-added actions with the primary goals of informing, promoting, and establishing credibility in the digital
marketplace (Dwived: & MeDonald, 2020). According to Tatar and Eren-Erdogmug (2016), there is a correlation between
social media marketing and crediblity in the digital sphere. Dwivedi and McDonald (2020 argued similarly, arguing that
there is a positive cormelation between online trust and social media communication. Customers are more likely to have faith
in & brand if they are provided with credible brand-related information via social media platforms. Furthermore, social media
marketing functions significantly impact customers' confidence in online businesses. For this reason, the following conjectures
are proposed:

Hz: fmeractivity impacts positively on online trust in online shopping.

Ha: Entertainment impacts pasitively on online trust in online shopping.

He: dfnformativeness impacts positively on online trust in ondine shopping.

Hs: Perceived Relevance impaces positively on online trust in oniine shopping.

2 5. Social media marketing features and e-lovaity

Ismail (2017) conducted research cn the effect of social media marketing sctivities on brand loyalty and discovered a sub-
stantial relationship between them. When a brand incorporates popular and relevant content promoted across numerous plat-
forms, Tatar and Eren-Erdogmusg (2016} discovered that social media marketing has a considerable influence on lovalty.
Social medin marketing was proven to have o beneficial effect on brand loyalty. According to research by Rialti ev all (2017),
consumers’ involvemnent with and confidence in a brand'’s social media community has a direct impact on that brand's ability
to inspire loyalty. Brand awareness and perception were studied by Bruhn ef all (2012), who contrasted the impact of conven-
tional and social media. According -o their findings, conventional media had a greater effect on brand awareness, while social
medin hod a greater effect on brund image. Brand postings, which are one of the post qualities, are seen as a significant benefit
of social networks and have a favorable effect on consumer social internction (Hafez, 2021). As a result, the rest hypotheses
of this research assumed:

He: fmteractivity impacts positively on customer s e-lovalty in online shopping.

Hy: Entertainment impaces positively on customer’s e-lavaly in online shopping.

He: Informativeness impacts positively on custonter's e-fovalty in online shopping.

He: Perceived Relevance impacts positively on customer s e-lavalty in online shopping.
3. Research method

This article set out to analyze the effect of social media marketing features on online trust, which ultimately influences their
propensity to make customers” e-lovalty. As a result, this study use a survey to gather information. 596 individuals, all regu-
lars at various electronic commerce sites and social network users, took part. Since it is crucial (o establish an appropriate
sample strategy for data collecting in survey studies so that the required number of answzrs may be obtained, the purposive
sampling methodology was used. This 15 due to the fact that it 15 the most commonly acoepted method for gathering con-
sumer data cheaply, especially in cuses when the sample frame cannot be provided.

Existing studies” measuring items of components were altered for use in the survey developed for data gathering. First, four
itemns, which measure online trust (OT), are adapted from Bhaskar er al. (2018). In addition, three items were used to assess
consumers’ e-loyalty (ELOY) in online shopping (Khoa & Nguyen, 2020). The 14-items used to evaluate social media mar-
keting characteristics, were adapted from Alalwan (2018). Four items were used to evaluate the degree of interactivity (INT),
anal a sirtilar number of items werz used to pauge the level of entertainment (ENT). Finally, this research used 3 items to
evaluate how perceived relevance (REL) is, and 3 to gauge how informativeness (INFi it is. All questions were measured
using a five-point Likert scale, from strongly disagree (1) to strongly agree (5). Explanatory and predictive studies were
conducted using  Partial least squares structural equation modeling (PLS-SEM), and the software program SmartPLS 3.2.7
was utilized for data analysis (Hair Jr et al, 2006).

There were 596 replies judged valid for analysis from the participants in this research. An examination of demographics
revealed that men accounted for 53.7% of the population and females for 46.3%. In terms of age distribution, the data showed
that 26% were under the age from 18 to 25, 26% were between the ages of 26 and 35, 24.8% were between the ages of 36 and
45, and just 23.2%, were aged 46 and over. In addition, demographic data showed that 18.1% of respondents were students,
17.3% of respondents” occupation ure lecturer: house wife, office worker, business owner; respectively, are 24 5%, 20.1%,
2000%. Fimally, the survey data showed that every respondent was sctive on social media and maintained at least one account
on Facebook (34.1%), Instagram (24.8%), Tiktok (27.7%). and Zalo (13.4%). Table 1 shows the demographic information.
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Table 1
Demographic information
Freguency Percent
. Ielale 30 53.7
Cenfer Feemale 276 463
18-25 155 260
Age .15 155 260
3 -45 148 248
> 45 138 232
. Etadent s 18.1
Orupatian Lecturer 3 173
House wife 146 245
(HToe warker 120 201
Fusiness Owmer 119 200
. Facebouk 03 N
Sucial netwode stagram 148 24.8
Tikbok 165 2
Zaky D 134

4. Result

All of the data demonstrate that the measuring model satisfies all of the criteria that are often required. 1t 15 possible to use the
saturated model's SEME (SEMR = 0.067) as a quality indicator since it is less than 008 {Henseler ef al, 2015).

Research findings showed that the Cronbach’s alpha coefficients (CA) are higher than 0U7. All outer loading are higher than
0.708. The model meets the requirement of construct reliability, as shown by the fact that both of the composite reliability
measures (CR) presented in Table | are larger than 0.7 In addition, the Average Variance Extracted values (AVE) are more
than 0.5 (Tuble 1), indicating that the composites are not unidimensional, and hence abtain convergent validity as latent
variables. Finally, the HTMT drops below 0.85, indicating that all of the variables are discriminant { Table 2],

Table 2
Besult of Measurement mods|

Construct ca CR AVE Owter loading Lo TRT ]l'l'.\-:;]':._luu T oT
ELOY 1751 0.R5% D668 [0.7E4-0.835)

ENT 0.87 0911 0.71%  0.834-0.855] 0749

INF LETE 0.535 RO [0.BR-0.914] .73 435

INT {56 0.2 0.713  [0.7%9-0.914) LR 1419 0.646

aT 0.51 0.937 D788 [0.BTE-0.92] D785 LLET 5] 0.577 0523

REL 4.93% 0.051 DRGG  [0.974.0.941 ] DLRAG L] 0505 D462 576

The R* values and the magnitude and significance of the structural relationship coefficients were analyzed to evaluate the
structural model. Bootstrapping (5,000 resumples) generates bootstrap of standardized regression coefficients (Hair Ir er al.,
20 6). The whole set of beta coefficients are supported in Table 3.

Table 3
Result of Structural model
Reletionships Hypolbesis Bela Eovalue VIF [ Fesuli

OT — ELOY H1 0162 3935 LBI6 0.055 Supporzed
INT — 0T H2 0134 271 1.565 0.021 Supporzed
ENT—@T 13 1268 57665 1.333 0,008 Suppuried
15F — OT 14 0222 4462 1638 0,055 Supported
REL — 00T HS 0255 143y 0.082 Supporied
1T — ELOWY 16 028 1598 0. 186 Suppuried
ENT — ELOY HT 0212 1463 0127 Supporied
18F — ELOY HE 0101 1.727 0,023 Supported
REL — ELOY 1Y 0363 1.558 0.351 Supported

In Tahle 3, electronic loyalty is explained by the suggested model at 73.6% (R ov = 0.736), while online trust is explained
by the model at 44.9% (R = 0.449). 1t has been discovered that electronic loyalty is more explained by customer's online
trust and social media marketing features. Moreover, perceived relevance has a large effect size on clectronic loyalty (f =
0.351 = 035); interactivity has a medium effect size on electronic loyalty (F =0.186 = 0.15). Predictive sigmificance for a
given dependent construct (E-loyalzy and Online trust) in the structural model is shown by QF values greater than zero for a
designated reflecting endogenous letent variable {(Por = 0.349; (Peoy = (.484).
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5. Discussion

Since the rise of modern communieation technologies, an increasing number of companies have turned to social media as a
means of engaging with customers and distributing their messages. At first, social netwocking was seen as nothing more than
a way to keep in touch with old friznds and family. In today's world, thanks to social media, we can instantly reach a large
audience and share our thoughts, feelings, and emotions with them (Dwivedi & McDonald, 2020). Because of the comvenience
of anline information sharing, social interaction, and content creation, social media have attracted billions of users worldwide
over the ast decade. Moreover, social media makes it possible to join a number of online communities full of individuals and
companics that have similar interes:s (Erkan & Evans, 2016).

This research result pointed out that social media marketing features have a positive impact on online trust and slectronic
loyalty; moreover, the impact of online trust on the customer's e-loyalty was confirmed iv this study. The result was presented
in Fig. 2.
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Fig. 2. Rescarch result modelist model

Hypothesis H1 was supported, which online trust impacts positively on e-loyalty (Beta = 0,162 > (, t-value = 3935, p-value
= 0.000). When consumers have faith in an online business, they are more likely to make purchases {Anaya-Sinchez er al,
2020}, Customer trust in a service setting minimizes their anxiety and exposure, but these benefits are intangible { Khoa, 2020).
Several studies, on the banking sector and on the opposite of online clothing purchasing, have revealed that trust is positively
correlated with loyalty (Khow, 2020; Minh Ha & Bui Thanh, 2019).

The social media marketing features affect positively on the online trust. In which, entertminment has the strongest :mpact on
online trast (Beta = 0.268 > 0, t-alue = 5.765, p-value = 0.000). The second and thad impact factors are the perceived
relevance (Beta = 0255 = 0, t-value = 5.006, p-value = 0.000), and informativeness (Beta = 0222 > 0, t-valuz = 4.462, p-
vallue = (L000). Lastly, Interactivity also has a positive influence on online trust {Beta = 0134 = 0, t-value = 291, p-value =
0.007). Consequently, the hypotheszs from H2 to HS are accepted. The relevance of sociul media market ng and re_ationship
quality (commitment, trust, and satsfaction) in e-commerce has been shown by prior studies (Yadov % Eahman, 20017). Au-
thors agree that online trust, and contentment make up the trifecta of relationship quality, and bence taat it is a complete
assessment of relationships (Hajli e* ol 2017). Sharma and Klein (2020) used Facebook 1o showy that soc al media marketing
assists businesses improve their interactions with consumers of fashion brands. Online shoppers must have complete faith in
the things they purchase since they cannot examine the goods before purchase (Hague & Mazumder, 20200, Moreover, a
customer's faith in a business 15 influenced by the company's social media marketing in relation to social commerce.

Similar to how social media marketing aid businesses (in this case, in the leather sector), they assist o strengthen customer
loyalty to the brand (Casper Ferm & Thaichon, 2021; Nobar et af., 2020). This research rasult reconfirmed these conclusions.
Hypotheses Ho, H7, HE, and H9 were supported by the statistical result. Entertainment { Seta = 0,222 > 0, t-value = 5.176, p-
value = (LO0D), perceived relevance (Beta = 0363 = 0, t-value = 10.66, p-value = 0.000) informativeness (Beta = 00101 > 0,
tvalue = 2386, p-value = 0.016), Interactivity (Beta = 0.28 = 0, t-value = 6,678, p-value = 0.000) impact significantly posi-
tively on the electronic loyalty. Businesses are using the power of social media in order to better understand and serve their
consumers, who are then more likely to exhibit positive behavioral reactions to the online shop as a result of the positive
impressions left on them. Customer confidence may be boosted if they have a positive impression of the marketing tactics
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used in the online environment. Empirical evidence supports the claim that marketing campaigns centered on social media
platforms may increase electronic loyalty (Casper Ferm & Thaichon, 2021). Consumers' tastes, purchases, and brand loyalty
are all influenced by the brands they interact with online becanse of the experiences they have there (Ebrahim, 2019).

6. Conclusion

This research found that in Vietnam s e-commerce setting, customers’ e-loyalty and online trust were higher when social media
marketing features (interactivity, informativeness, entertainment, perceived relevance ) were present. As a resu't, businesses
in Wietnam's e-commerce sector may boost customer e-lovalty by using social media marketing and relatior ship gaality cri-
tena through onling trust. The results of this reseanch might have a significant beneficial effect on the growta o7 Vietnamese
online shopping companies by enhe neing customer loyalty and online rust.

The rasults of the survey show where improvements may be made to the level of serace offered o clents, which should
increuse levels of satisfaction and, therefore, lovalty. According to the existing literature, a company's long-term success
deper ds more on providing value te its customers than on acquiring them. Accordingly, sur study contribates to the literature
by emphasizing the importance of electronic loyalty in the digital realm. In sddition, the majority of respondents believed that
they provide helpful suggestions to companies through their online profiles. In contrast te the first assertion, people do not
agree as strongly with the other statzments that they promote and suggest firms to friends and family. Customers that demon-
strate behavioral loyalty have said they follow firms online out of curiosity, rather than obligation. People who have been
following a business on social media are more likely to buy from that business. The loyalty agreement metrics suggest that
customers are more likely to show actions indicative of loyalty rather than only attitudes about a brand. These findings have
been reinforced by the regression analysis. Customers who enjoy the service they get frem an online store are more likely to
return after tryving out competing aptions. The findings show that consumers place greater trust in information that comes
straight from an official profile thun they do in the opinions of random users. However, the general public does not helieve
that businesses never fib or deliver anything but truthful information. But it was unexpected to learn that people saw company
wehsites as more reliable sources o7 information than recommendations from friends and family.

Bused on the results of this research, it seems that interacting with customers through social media has becomz less of a hassle
as a resu't of technical developmenzs. In addition to luring in new customers, businesses are also using sccial madia fo retain
their current clientele. Customer loyalty eycles provide o clear framework for understanding the incerplay between o web
store's many touchpoints and the actions of its patrons. Among the many factors that influence the socoess of a tansaction
between n buyer and a seller, it was found that online trust, which has an effect on customer loyalty, is the most zrucial. With
the help of the Internet, companies can now stay competitive by providing their services around the zlock. Quantitative studies
of customer loyalty reveal that users actively engage with brand sites through their own social networking accounts. People
use social media mostly to keep in touch with friends and family, but they also use it to learn about what their favorite
companies have o offer.

There are significant caveats to this research that can't be ignored. To begin, social medn marketing features were treated as
ahigher-level concept in this invest gation. However, some characteristics of social media marketing: such as word-of-mouth,
customization, lack off in this study. These features might be studied in the future to enrich theory and management practice.
Since brand authenticity is gaining popularity in the modern day, future research may feus on the brand's credibility in an
online setting.
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Hasil Pretest

E-Loyalty
KMO and Bartlett's Test
Kaiser-Meyer-0lkin Measure of Sampling Adequacy. 673
Bartlett's Test of Approx. Chi-Square 44.904
Sphericity of 5
Sig. =001
Anti-image Matrices
TOM TomMm2 TOM3

Anti-image Covariance  TOM1 G445 -.244 -.047
TOM2 -.244 3497 -.244

TOM3 -.047 -.244 545

Anti-image Correlation  TOM1 7128 -525 -.086
TOM2 -.525 6219 -.525

TOM3 - 0BG -525 712®

a. Measures of Sampling Adequacy(MSA)

Component . o
Matrix® Reliability Statistics

Cronbach's
Alpha M oof tems

823 3

Component
1

TOM 836
TOM2 913

TOM3 836

Extraction Method:
Principal Component
Analysis.

a.l
components
extracted.

120

Pengaruh Variabel Interactiviy..., Muhammad Haryoputro Dwianto, Universitas Multimedia
Nusantara



Interactivity

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. AT6
Bartlett's Test of Approk. Chi-Square §4.944
Sphericity df 10

Sig. =001

Anti-image Matrices
INTER1  INTERZ  INTER3  INTER4  INTERS

Anti-image Covariance  INTER1 805 034 -.085 -.035 -.080
INTER2 034 395 -.289 089 -108
INTER3 -.085 -.289 403 -.081 063
INTER 4 -035 .08a -.081 239 -195
INTERS -.050 -.108 063 -.195 227
Anti-image Correlation  INTER1 Bag? 061 - 166 -.080 =117
INTER2 061 5227 -724 .289 -.358
INTER:3 - 166 -724 GBTH -.262 208
INTER 4 -.080 .289 -.262 557 -.835
INTERS -117 -.359 .208 -.835 5667

a. Measures of Sampling Adequacy(MSA)

C°“"P°_"%"t Reliability Statistics
Matrix Cronbach's

Component Alpha M of tems

1 JT7 5
INTERA A88
INTERZ2 698
INTER3 730
INTER4 804
INTERS 838

Extraction Method:
Principal Component
Analysis.

a. 1 components
extracted.
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Entertainment

KMO and Bartlett's Test

Kaiser-Meyer-0lkin Measure of Sampling Adequacy. A
Eartle’gt's Test of Approw. Chi-Square 25808
Sphericity df 3

Sig. = 001

Anti-image Matrices

HM Hm2 HM3

Anti-image Covariance  HM1 A43 -.258 -.323
Hmz2 -.258 J74 .ooo

HM3 -.323 oo 645

Anti-image Correlation  HM1 5607 -.3498 -.546
HmM2 -.308 6597 .ooo

HM3 -.546 .0on 5g3®

a. Measures of Sampling Adequacy(MSA)

Componeﬂnt Reliability Statistics
Matrix ) .
Cronbach's

Component Alpha M of tems

1 T15 3
HM1 885
HMZ2 0@

HM3 745
Extraction Method:
Principal
Component
Analysis.

a.
components
extractad.

122
Pengaruh Variabel Interactiviy..., Muhammad Haryoputro Dwianto, Universitas Multimedia
Nusantara



Informativeness

KMO and Bartlett's Test

Kaiser-Meyer-Qlkin Measure of Sampling Adequacy. 822
Bartlett's Test of Approx. Chi-Sguare 121.2486
Sphericity df 10

Sig. = 001

Anti-image Matrices

IMF1 IMNF2 IMF3 IMF 4 IMNF&

Anti-image Covariance  IMNF1 1B -.0489 -.074 .0oo =027
INF2 -.099 154 -.068 -135 -.058

INF3 -074 -.068 542 .00o -.095

IMF4 .00a -135 000 222 0on

INFE -.027 -.058 -.095 .00o 682

Anti-image Correlation IMF1 .g9g@ -.3482 - 187 .0oo -.050
INF2 -.3492 727° -.236 -.733 -.181

IMNF3 -1567 -.236 .a26° .000 -1587

IMF4 .00a -733 000 769% 0on

INF& -.050 =181 - 157 .00o a41%

a. Measures of Sampling Adeguacy(MSA)

Component Reliability Statistics

Matrix®
Cronbach's

Component Alpha M of ltems

1 BET g
[MF A4
IMF2 838
IMF3 784
IMF 4 884

IMF& 685
Extraction Method:
Principal
Component
Analysis.

a.l
components
extracted.
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Perceived Relevance

Component Reliability Statistics
. @
Matrix Cronbach's

Alpha M of ltems
Component

1 H249 ]
PRR1 832
PRR2 NiTi
PRR3 682
PRR4 832
PRRS 808
PRRE G114

Extraction Method:
Principal Component
Analysis.

a.
components
extracted.
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Hasil Uji Maintest

E-Loyalty
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. G632
Bartlett's Test of Approx. Chi-Sguare g84.672
Sphericity df 3
Sig. =001
Anti-image Matrices
TOM1 TOMm2 TOM3

Anti-image Covariance  TOM1 N -.085 - 268

TOM2 -.085 754 -.286

TOM3 -.268 -.2886 656

Anti-image Correlation  TOM1 G708 =111 -.37h

TOM2 -1 65279 - 406

TOM3 =2l -.408 5852

a. Measures of Sampling Adequacy(MSA)

Component Reliability Statistics
Matrix Cronbach's
Component Alpha M of ltermns
1 GB6 3
TOM1 743
TOM2 760
TOM3 .8d5

Extraction Method:
Principal Component
Analysis.

a.
components
extracted.
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Interactivity

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 749
Bartlett's Test of Approx. Chi-Square 187 685
Sphericity df 10

Sig. =001

Anti-image Matrices
INTER1 INTERZ2 INTER 3 INTER 4 INTERS

Anti-image Covariance  INTER1 Ral= ] 0386 -.226 -.089 =221
INTER 2 0386 807 -.096 -127 -.164
INTER3 -.226 -.096 751 .028 -.070
INTER4 -.099 -127 028 726 -.188
INTERS =221 - 164 -.070 -188 547
Anti-image Correlation  INTER1 7178 052 -.340 =151 -.389
INTER2 052 781 -123 - 166 -.247
INTER 3 -.340 -123 7637 037 -109
INTER4 -151 - 166 037 o1 -.298
INTERS -.389 -.247 -.108 -.298 7328

a. Measures of Sampling Adequacy(MSA)

Component Reliability Statistics
Matrix Cronbach's

Component Alpha M of ltems

1 47 4]
INTER!1 J75
INTER2 592
INTER3 638
INTER4 680
INTERS .B26

Extraction Method:
Principal Component
Analysis.

a. 1 components
extracted.
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Entertainment

KMO and Bartlett's Test

Kaiser-Meyer-0lkin Measure of Sampling Adequacy. 624
Bartlett's Test of Approx. Chi-Sguare 110.040
Sphericity o 3

Sig. =001

Anti-image Matrices

HM1 HM2 HM3

Anti-image Covariance  HM1 Y -.045 -.263
HmM2 -.045 BT7 -.305

HM3 -.263 -.305 568

Anti-image Correlation Hl 1 GB27 -.064 -.404
Hmz2 -.064 6367 -.491

HM3 -.404 -.491 5857

a. Measures of Sampling Adequacy(MSA)

Component Reliability Statistics

. a
Matrix Cronbach's

Component Alpha [+ of ltems
1 T2 3

HN1 743
HM2 788

HIW 3 873
Extraction Method:
Principal
Component
Analysis.

a.
components
extracted.
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Informativeness

KMO and Bartlett's Test

Kaiser-Meyer-Qlkin Measure of Sampling Adequacy. 783
Bartlett's Test of Approx. Chi-Square 217.378
Sphericity df 10

Sig. = 001

Anti-image Matrices

IMF1 IMF2 INF3 INF 4 INFE

Anti-image Covariance  INF1 Ra1s1e] -018 -134 -218 - 164
IMF2 -.018 742 -.023 -.200 -.148

IMF3 -134 -.023 659 -.140 -164

IMF 4 -.218 -.200 =140 572 021

IMF5 - 164 -.148 - 164 0 ]

Anti-image Correlation  IMF1 773° -.028 -.218 -.381 -.260
IMF2 -.028 7988 -.033 -.307 -.207

IMF3 -.218 -033 8247 =227 -.24

IMF 4 -.381 -.307 =227 7467 034

IMF5 -.260 -.207 -24 0314 .7ap?®

a. Measures of Sampling Adequacy(MSA)

Component Reliability Statistics

. |
Matrix Cronbach's

Component Alpha M of ltems

’ 782 5

IMF1 784
IMF2 652
IMF3 T4
IMF4 T8

IMFS GO6
Extraction Method:
Principal
Component
Analysis.

a.
components
extracted.
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Perceived Relevance

KMO and Bartlett's Test

Kaiser-Meyer-0lkin Measure of Sampling Adeqguacy. 829
Bartlett's Test of Approx. Chi-Square 215620
Sphericity df 15

Sig. = 001

Anti-image Matrices

PRR1 FRR2 FRR3 PRR4 FRRE PRRE

Anti-image Covariance PRRA1 710 -.080 =118 -89 =180 -.023
PRR2 -.080 789 -.024 =129 -.058 =117

FRR3 -115 -.024 800 .010 -.097 -1587

FRR4 -159 -.129 010 662 -.098 -162

PRRES =150 -.058 -.097 -.099 BaT - 163

FRRE -023 -117 - 157 -.162 -163 625

Anti-image Correlation  PRR1 8328 -107 -153 -.231 =220 -.035
PRR2 =107 8697 -.030 -178 -.081 - 167

FRR3 -153 -.030 83r® 014 -134 -.222

FRR4 =231 -178 014 B818? -160 -.252

PRRES -.220 -0 -134 -.1580 8348 -.255

FRRE -035 - 167 -222 -.252 -.258 .805*

a. Measures of Sampling Adequacy(MSA)

Component Reliability Statistics
Matrix” Cronbach's

Component Alpha M of ltems

1 J78 ]
PRR1 (680
PRR2 613
PRR3 583
PRR4 724
PRRS 738
PRRE .T56

Extraction Method:
Principal Component
Analysis.

a1
components
extractad.
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Uji Normalitas

Wean = 3.76E-15
Std. Dev. = 58464
N=165
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One-Sample Kolmogorov-Smirnov Test

nstandardiz

ed Residual

[ 165
Mormal Parameters®® Mean 0000000
Std. Deviation 38965950

Most Extrerne Differences  Absolute 061
Fositive 047

Megative -.061

Test Statistic 061
Asymp. Sig. (2-tailed)® . 2009
Monte Carlo Sig. (2- Sig. 37
tailed)* 99% Confidence Interval  Lower Bound 128
Lpper Bound 45

a. Test distribution is Mormal.
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Multikolonieritas

Coefficients®

Standardized

Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 214 292 733 464
INTER_TOTAL 453 104 A01 4.349 < 001 265 KR
HM_TOTAL 385 .08z 414 4785 <,001 301 3323
IMF_TCOTAL - 168 .0a3 - 146 -2.034 044 438 2.283
FRE_TOTAL 24 .oar A749 2778 006 545 1.834
a. Dependent Variable: ELOY_TOTAL
Scatterplot
Scatterplot
Dependent Variable: ELOY_TOTAL
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Regression Standardized Predicted Value
Heteroskedasitas
Coefficients™
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Madel B Std. Error Beta t Sig. Tolerance WIF
1 (Constant) 418 A7 2,444 018
INTER_TOTAL -0 081 -.078 -510 B10 265 3770
HM_TOTAL 028 048 084 Rar:1] Ralit] 3m 3.323
IMF_TOTAL -036 045 -.088 -73r 462 438 2.283
FRR_TOTAL 016 081 033 307 759 545 1.834
a. Dependent Variahle: ABS_ELOY
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Koefisien Determinasi

Model Summary

Adjusted R Std. Error of
Maodel R R Square Square the Estimate
1 .7ag® 6349 630 39548

a. Predictors: (Constant), PEE_TOTAL, HM_TOTAL,
INF_TOTAL, INTER_TOTAL

Uji Signifikansi Simultan

ANOVA®
Sum of
Model Squares df Mean Sguare F Sig.
1 Fegression 44286 4 11.072 70.7849 =001 b
Fesidual 25,024 160 156
Tatal 69.310 164
a. DependentVariable: ELOY_TOTAL
b. Predictors: (Constant), PRE_TOTAL, HM_TQTAL, INF_TOTAL, INTER_TOTAL
Regresi Linier Berganda & Uji Parameter Individual
Coefficients”
Standardized
Unstandardized Coefficients Coefficients Caorrelations
Madel B Std. Error Beta t Sig. Zero-order Partial Part
1 (Constant) 214 292 733 464
INTER_TOTAL 453 104 401 4349 <,001 751 325 207
HM_TOTAL 395 .082 414 4.785 =001 7583 354 227
INF_TOTAL -168 083 -146 -2.034 044 516 -159 -.097
PRRE_TOTAL 24 .087 78 2778 .0oa 566 215 132
a. Dependent Variable: ELOY_TOTAL
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Google Form

><

Kuesioner Penelitian Skripsi

B I U & ¥
Halo Bapak/lbu/Teman-teman!

Dalam rangka menyelesaikan tugas akhir di Universitas Multimedia Nusantara (UMN), maka saya ingin
mengadakan penelitian mengenai pengaruh marketing di sosial media. Penelitian ini menggunakan kuesioner
sebagai alat pengumpulan data.

Tujuan Penelitian :

Penelitian ini bertujuan untuk mengumpulkan data yang relevan mengenai pengaruh dari aktivitas pemasaran
di media sosial terhadap niat beli konsumen.

Partisipasi Anda sangat berarti dan akan berkontribusi besar terhadap kelancaran penelitian ini. Waktu
pengisian kuesioner ini hanya memerlukan waktu sekitar 4-5 menit untuk diisi.

Saya sangat menghargai waktu dan bantuan Anda. Terima kasih atas partisipasinya!
Hormat saya,

Muhammad Haryoputro Dwianto

Note :

- Semua Informasi yang dicantumkan dijaga kerahasiaannya

- Peneletian ini digunakan untuk tujuan ilmiah

- Kuesioner ini diperuntukkan bagi responden Genenerasi Z yang menggunakan Amazon Prime Video dalam 1
tahun terakhir
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Nama Responden *

Short answer text

Jenis Kelamin *

Laki - Laki

Perempuan

Usia®

Short answer text

Apakah anda menggunakan Prime Video dalam satu tahun terakhir *

Ya

Tidak

Pekerjaan "

Short answer text

Filihan yang paling sesuai dengan pendapatan bulanan Anda adalah *
= 3 juta Rupiah
515 juta Rupiah

=15 juta Rupiah
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E-Loyalty b :

E-loyalty merujuk pada loyalitas pelanggan terhadap situs web, mencakup dimensi perilaku dan sikap, dan
sangat penting dalam konteks e-commerce mengingat rendahnya biaya berpindah konsumen (Khoa & Nguyen,
2020)

5. Saya menggunakan situs/aplikasi Prime Video setiap kali saya memerlukan pembelian
online.

Sangat Tidak Setuju W L L W L Sangat Setuju

6. Situs/aplikasi Prime Video menjadi pilihan pertama saya setiap kali saya memerlukan
pembelian online

Sangat Tidak Setuju \ / \ / \ / \ / \ / Sangat Setuju

7. Saya menyebutkan situs/aplikasi Prime Video pada saat teman-teman saya membutuhkan
saran dalam pembelian online.

Sangat Tidak Setuju L L L L L Sangat Setuju
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INTERACTIVITY e :

Interaktivitas diartikan sebagai kemampuan perusahaan untuk mendorong pertukaran informasi secara online
antara pengguna, yang menjadi bagian penting dalam strategi pemasaran media sosial (Jiang et al,, 2021)

i

8. Iklan Prime Video di sosial media efekiif dalam mengumpulkan masukan dari pelanggan

Sangat Tidak Setuju W L L WA W Sangat Setuju

9. Iklan Prime Video di sosial media membuat saya merasa bahwa mereka ingin
mendengarkan pelanggannya

Sangat Tidak Setuju W/ L L WS W Sangat Setuju

*

10. Iklan Prime Video di sosial media mendorong pelanggan untuk memberikan masukan

Sangat Tidak Setuju L S S S L Sangat Setuju

11. lklan Prime Video di sosial media memberi kesempatan kepada pelanggan untuk
memberikan tanggapan atau umpan balik

Sangat Tidak Setuju W/ S S hy W Sangat Setuju
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12. lklan Prime Video di sosial media memfasilitasi komunikasi dua arah antara pelanggan  *

dengan perusahaan

Sangat Tidak Setuju W/ U/ L S WS Sangat Setuju

EMTERTAINMENT

i
-~ H

Entertainmen dalam konteks media sosial menggambarkan sejauh mana konten yang disajikan mampu
menghibur atau menyenangkan pengguna, sehingga meningkatkan ketertarikan mereka terhadap brand
{Hanaysha, 2022)

&

13. Melihat iklan Prime Video secara sosial media terasa menyenangkan

Sangat Tidak Setuju WS L W/ U/ L Sangat Setuju

&

14. Melihat iklan Prime Video secara sosial media memberikan rasa menyamankan

Sangat Tidak Setuju L L W L L Sangat Setuju

*

15. Melihat iklan Prime Video secara sosial media terasa menghibur

Sangat Tidak Setuju L L W L L Sangat Setuju
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Informativeness

W
-~

Informativeness adalah sejauh mana iklan dapat memberikan informasi yang mendidik dan meyakinkan
konsumen untuk membentuk kesan positif terhadap produk (Nik Najib et al, 2016).

16. Iklan Prime Video di sosial media merupakan sumber informasi yang baik dan
menyediakan informasi yang relevan tentang produk

Sangat Tidak Setuju Sangat Setuju

*

17. lklan Prime Video di sosial media memberikan infermasi yang terkini

Sangat Tidak Setuju O O O O O Sangat Setuju

18. lklan Prime Video di sosial media merupakan sumber informasi terbaru mengenai produk
atau layanan yang ditawarkan

Sangat Tidak Setuju @) @] @ O @ Sangat Setuju

19. Iklan Prime Video di media sosial merupakan sumber informasi produk yang nyaman *

diakses

Sangat Tidak Setuju Sangat Setuju
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20. Iklan Prime Video di media sosial menyediakan informasi produk yang lengkap *

Sangat Tidak Setuju L W W L W Sangat Setuju

PERCEIVED RELEVANCE

W
~ H

Relevansi yang dirasakan menggambarkan seberapa besar pelanggan merasa bahwa iklan yang ditargetkan
sesuai dengan tujuan dan nilai pribadi mereka (Zhu & Chang, 2016).

*

21. lklan Prime Video di sosial media terasa relevan dengan saya

Sangat Tidak Setuju A L W A L Sangat Setuju

22. Iklan Prime Video di sosial media terasa penting dengan saya ”

Sangat Tidak Setuju A L W A L Sangat Setuju

23. Iklan Prime Video di sosial media terasa berarti dengan saya *

Sangat Tidak Setuju A L W A L Sangat Setuju

%

24. Saya merasa iklan Prime Video di sosial media sesuai dengan minat saya.

Sangat Tidak Setuju ! / ! 4 \ / \ / ! 4 Sangat Setuju
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25. Saya merasa iklan Prime Video di sosial media sesuai dengan preferensi saya. *

Sangat Tidak Setuju L L L L L Sangat Setuju

&
26. Secara keseluruhan, saya merasa iklan Prime Video di sosial media sesuai dengan saya

Sangat Tidak Setuju L L L L L Sangat Setuju

Responden
Questions  Responses @ Settings
% This form ism't accepting responses. Manage
176 responses View in Sheets :
Dpens linked spreadchest
Summary Question Individual
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Nama
NIM

Angkatan
Dosen Pembimbing

Form Bimbingan Skripsi

Program Studi Management
Semester Genap 2024/2025

: MUHAMMAD HARYOPUTRO.D

: 00000065940
1 2021
: Dr. Febri Nila Chrisanty, S.E., M.M. (Pembimbing)

UMN

UNIVEREITAS
WULTIMEDIA
NS ANMTARS

No Tanggal Jam Keterangan Tanggal Approval
1 18 Februari 2025 14:00 Main Journal Selection 18 Februari 2025 15:54
2 25 Februari 2025 14:00 Review BAB 1 25 Februari 2025 16:37
3 04 Maret 2025 14:00 Finalisasi BAB 1 04 Maret 2025 15:44
4 11 Maret 2025 14:00 BAB 2 Preparation 11 Maret 2025 16:16
5 20 Maret 2023 14:00 Finalisasi BAB 2 dan review BAB 3 20 Maret 2025 15:30
6 25 Maret 2025 14:00 | Pembahasan tabel BAB 3 dan persiapan 25 Maret 2025 14:57
kuesioner
7 22 April 2025 15:00 Finalisasi kuesioner & google form 22 April 2025 16:47
8 29 April 2025 14:00 Persiapan pengolahan pretest 30 April 2025 10:16
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