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ABSTRAK 
 

 

Penelitian ini bertujuan untuk meneliti pengaruh pengaruh Social Media 

Advertising Content dan Social Media Sales Promotion Content di instagram 

terhadap Behavioural Intention melalui Functional Brand Image pada produk 

skincare Scarlett di Kota Surabaya. Produk skincare Scarlett yang banyak 

diperbincangkan dan populer dikalangan muda serta peningkatan volume pengguna 

media sosial instagram menjadi dasar pengambilan judul tersebut. Teknik 

pengambilan sampel yang digunakan ialah non probability sampling dengan cara 

purposive sampling. Sampel yang digunakan sebesar 200 responden yaitu pengguna 

aktif media sosial instagram di Surabaya. Alat pengumpulan data yang digunakan 

adalah kuesioner. Teknik analisis data yang digunakan adalah Structural Equations 

Modeling dengan menggunakan program LISREL 8.8. 

Hasil penelitian ini membuktikan bahwa Social Media Sales Promotion 

Content berpengaruh terhadap Functional Brand Image, Functional Brand Image 

berpengaruh terhadap Behavioural Intentions, Social Media Sales Promotion Content 

berpengaruh terhadap Behavioural Intentions melalui Functional Brand Image. 

 Saran dari peneliti untuk produk skincare Scarlett yaitu meningkatkan konten 

iklan yang lebih intensif, dan lebih menarik agar produk body care Scarlett dapat 

dikenal lebih mendalam oleh masyarakat, serta mempertahankan konten promosi 

yang diberikan di media sosial instagram. 

 

Kata kunci: Social Media Advertising Content, Social Media Sales Promotion 

Content, Functional Brand Image, Behavioural Intention. 
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THE EFFECT OF SOCIAL MEDIA ADVERTISING CONTENT AND SOCIAL 

MEDIA SALES PROMOTION CONTENT ON INSTAGRAM ON BEHAVIORAL 

INTENTION THROUGH FUNCTIONAL BRAND IMAGE ON SCARLETT 

SKINCARE PRODUCTS IN SURABAYA CITY 

 
ABSTRACT 

 

 

This study aims to examine the effect of Social Media Advertising Content and 

Social Media Sales Promotion content into Instagram on Behavioral Intention 

through Functional Brand Image on Scarlett products in the city of Surabaya. 

Competition in the cosmetic industry and the increase in the volume of Instagram 

social media users became the basis for taking the title. The sampling technique used 

is non-probability sampling by purposive sampling. The sample used is 200 

respondents, namely active users of Instagram social media in Surabaya. The data 

collection tool used is a questionnaire. The data analysis technique used is Structural 

Equations Modeling using the LISREL 8.8 program. 

The results of this study prove that Social Media Sales Promotion Content 

affects Functional Brand Image, Functional Brand Image affects Behavioral 

Intentions, Social Media Sales Promotion Content affects Behavioral Intentions 

through Functional Brand Image. 

Suggestions from researchers for Scarlett products are to increase advertising 

content that is more active or intensive, and more attractive so Scarlett products can 

be known more deeply by public, and maintain the promotional content provided. 

   

Keywords: Social Media Advertising Content, Social Media Sales Promotion 

Content, Functional Brand Image, Behavioral Intention. 

 


		-
	2021-07-10T10:37:43+0700
	Surabaya
	Yulika Rosita Agrippina, SM., MIB
	I have reviewed this document




