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RINGKASAN 

IQBAL IMADUDDIN. Analisis Pengaruh SMMA terhadap Brand Equity, 

Customer Engagement, dan Purchase Intention pada Pembelian Produk iPhone di 

Jabodetabek. Dibimbing oleh IRMAN HERMADI dan JONO MINTARTO 

MUNANDAR. 

 

Perkembangan teknologi informasi telah memudahkan masyarakat mencari 

informasi dan berkomunikasi. Seiring perkembangan tersebut, smartphone menjadi 

bagian penting dalam aktivitas sehari-hari dan berbagai merek, termasuk Apple, 

bersaing melalui inovasi produk. Jabodetabek merupakan kawasan aglomerasi 

sekaligus pusat kegiatan ekonomi dengan tingkat adopsi teknologi yang tinggi. 

Citra iPhone sebagai produk premium menjadikan wilayah ini relevan untuk 

menganalisis pengaruh Social Media Marketing Activity terhadap Brand Equity, 

Customer Engagement, dan Purchase Intention. Penelitian dilaksanakan pada 

Desember 2025 – Januari 2026 di wilayah Jabodetabek. Sampel ditentukan 

menggunakan teknik non-probability sampling dengan metode purposive sampling. 

Responden penelitian adalah individu berusia 18–60 tahun yang berdomisili di 

Jabodetabek, telah menggunakan iPhone sekurang-kurangnya satu tahun atau 

tertarik menggunakan iPhone, dan memenuhi kriteria pendapatan penelitian. Data 

dikumpulkan menggunakan kuesioner berskala Likert 1–5. Sebanyak 158 jawaban 

yang memenuhi kriteria dianalisis menggunakan Structural Equation Modeling–

Partial Least Squares (SEM-PLS). Hasil penelitian menunjukkan bahwa Customer 

Engagement berpengaruh positif dan signifikan terhadap Purchase Intention. E-

WOM berpengaruh positif dan signifikan terhadap Brand Equity, Customer 

Engagement, dan Purchase Intention. Customer Engagement memediasi secara 

signifikan hubungan Trendiness dengan Purchase Intention, sedangkan Brand 

Equity tidak memediasi hubungan dimensi Social Media Marketing Activity dengan 

Purchase Intention. Hal ini dapat disimpulkan bahwa Customer Engagement, 

Interaction, dan E-WOM menjadi prioritas karena memberikan pengaruh positif 

dan signifikan terhadap Purchase Intention. Strategi pemasaran perlu diarahkan 

pada hubungan jangka panjang, komunikasi dua arah, serta penguatan informasi 

yang berasal dari pengalaman pengguna 

 
Kata kunci: Brand Equity, Customer Engagement, Purchase Intention, Social Media 

Marketing Activity 

 





 

 

SUMMARY 

IQBAL IMADUDDIN. Analysis of the Influence of SMMA on Brand Equity, 

Customer Engagement, and Purchase Intention in iPhone Product Purchases in 

Greater Jakarta. Supervised by IRMAN HERMADI and JONO MINTARTO 

MUNANDAR. 
 
The development of information technology has made it easier for people to 

access information and communicate. Smartphones have consequently become 

integral to daily activities, while brands, including Apple, compete through product 

innovation. Greater Jakarta is an agglomeration and major economic center with a 

high level of technology adoption. The premium image of the iPhone makes this 

region relevant for analyzing the influence of Social Media Marketing Activity on 

Brand Equity, Customer Engagement, and Purchase Intention. The study was 

conducted in December 2025 – January 2026 in Greater Jakarta. Respondents were 

selected through non-probability purposive sampling. Eligible respondents were 

18–60 years old, lived in Greater Jakarta, had used an iPhone for at least one year 

or were interested in using one, and met the study's income criterion. Data were 

collected using a five-point Likert-scale questionnaire. A total of 158 eligible 

responses were analyzed using Structural Equation Modeling–Partial Least Squares 

(SEM-PLS). The results show that Customer Engagement has a positive and 

significant effect on Purchase Intention. E-WOM has positive and significant 

effects on Brand Equity, Customer Engagement, and Purchase Intention. Customer 

Engagement significantly mediates the relationship between Trendiness and 

Purchase Intention, whereas Brand Equity does not mediate the relationships 

between the dimensions of Social Media Marketing Activity and Purchase 

Intention. It can be concluded that customer engagement, interaction, and e-WOM 

are priorities, as they exert a positive and significant influence on purchase 

intention. Marketing strategies should focus on long-term relationships, two-way 

communication, and the reinforcement of information derived from user 

experiences. 
 

Keywords: Brand Equity, Customer Engagement, Purchase Intention, Social 

Media Marketing Activity 
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