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ABSTRAK 

Perkembangan media sosial memaksa pemasar untuk dapat bekerja 

secara efektif dalam menjaga hubungan baik dengan pelanggan dan 

menyampaikan nilai produknya melalui media platform digital. 

Bersadarkan teori Technology Acceptance Model, fenomena perkembangan 

media sosial dan preferensi UKM untuk menggunakan Instagram sebagai 

media pemasaran, penulis tertarik untuk meneliti pengaruh social media 

marketing activities terhadap behavioral intention  melalui attitude towards the 

brand pada Uplink.id.  

Penelitian ini diadakan untuk meneliti pengaruh aktivitas 

pemasaran media sosial Uplink.id terhadap attitude towards the brand 

seorang customer dan intensi mereka untuk menggunakan Uplink.id. 

Penelitian ini bersifat kuantitatif dan obyek penelitian adalah pengusaha 

atau pedagang di Indonesia dengan kriteria usia 15 – 59 tahun, masih 

atau pernah menggunakan media sosial sebagai media promosi produk 

dan/atau jasa mereka. Hasil penelitian menunjukkan: social media marketing 

activites berpengaruh signifikan terhadap attitude pada Uplink.id, social 

media marketing activities berpengaruh signifikan terhadap behavioral intention 

pada Uplink.id,  attitude towards the brand berpengaruh signifikan pada 

behavioral intention Uplink.id, dan Attitude towards the brand memediasi 

hubungan social media marketing dengan behavioral intention pada Uplink.id. 

 

Kata Kunci:   Social media marketing activities, attitude towards the brand, 

behavioral intention. 
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ABSTRACT 

 

The growth of social media forces marketers to work effectively on keeping a 

good relationship with their customers and to show them the value of their product 

throughout digital platform. Based on the Technology Acceptance Model theory, 

phenomenon of the development of social media and small and medium enterprises’ 

preference to use Instagram as their marketing media, researcher is interested to do a 

research about social media marketing activities’ effects to behavioral intention through 

attitude towards the brand of Uplink.id. 

This research aims to explore Uplink.id's social media marketing activities’ 

affect on customers’ attitude towards the brand and their intention to use Uplink.id. 

This research is  done quantitatively and the object of this research are entrepreneurs 

and sellers within the age of 15 – 59 years who still or have used social media as a 

tool to promote their product and/or service. The results of this research is: social 

media makreting activities significantly affects attitude towards Uplink.id, social 

media marketing activities significantly affects behavioral intention towards 

Uplink.id, attitude towards the brand significantly affects behavioral intention 

towards Uplink.id, and attitude towards the brand mediates social media marketing 

acitvities and behavioral intention towards Uplink.id. 

 

Keywords: Social Media Marketing Activities, Attitude Towards the Brand, 

Behavioral Intention.
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