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ABSTRAK

Fransiska De Fatimah Yaseh. NRP. 1423019077. Pengaruh Kampanye
#KerenTanpaNyampah pada Followers Instagram @TheBodyShopIndo Terhadap
Brand Image The Body Shop Indonesia.

Penelitian ini bertujuan untuk menguji teori yang menyatakan bahwa
kampanye memberikan pengaruh terhadap brand image. The Body Shop Indonesia
berkampanye #KerenTanpaNyampah berupa refill station dan bring back our
bottle (BBOB) untuk mengajak konsumen lebih peduli lingkungan. Kampanye
dinilai berdasarkan indikator isi pesan dan struktur pesan. Sedangkan brand image
dinilai berdasarkan indikator strength of brand associations, favorability of brand
associations, dan uniqueness of brand associations. Jenis penelitian ini adalah
eksplanatif menggunakan pendekatan kuantitatif. Metode yang digunakan adalah
metode survei yang pernyataan responden diukur dengan skala Likert. Pada
penelitian ini juga diketahui bahwa HO ditolak dan H1 diterima, hipotesis ini
menunjukan kampanye #KerenTanpaNyampah memiliki pengaruh yang signifikan
terhadap brand image The Body Shop Indonesia. Berdasarkan tabulasi silang,
mayoritas responden yaitu berusia 18-30 tahun berpendidikan S1 dengan jenis
kelamin perempuan. Hasil dari penelitian ini dapat diketahui terdapat pengaruh
antara #KerenTanpaNyampah sebagai kampanye The Body Shop Indonesia
terhadap brand image The Body Shop Indonesia pada followers Instagram
@TheBodyShopIndo yaitu adanya hubungan yang cukup berarti antara kedua
variabel dalam penelitian ini. Ditemukan hasil penelitian bahwa penggunaan
kampanye #KerenTanpaNyampah berhasil dan penilaian pada citra merek The
Body Shop Indonesia positif.

Kata kunci : Kampanye, #KerenTanpaNyampah, The Body Shop, Instagram, Brand
Image
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ABSTRACT

Fransiska De Fatimah Yaseh. NRP. 1423019077. The Influence of the
#KerenTanpaNyampah Campaign on (@TheBodySopIndo Instagram Followers on
The Body Shop Indonesia's Brand Image.

This study aims to test the theory which states that campaigns have an
influence on brand image. The Body Shop Indonesia is campaigning
#KerenTanpaNyampah which contains refill stations and bring back our bottles
(BBOB) to encourage consumers to care more about the environment. Campaigns
are assessed based on indicators of message content and message structure.
Meanwhile, brand image is assessed based on indicators of strength of brand
associations, favorability of brand associations, and uniqueness of brand
associations. This type of research is explanatory using a quantitative approach.
The method used is a survey method in which respondents' statements are measured
by a Likert scale. In this study it is also known that HO is rejected and H1 is accepted,
this hypothesis shows the #KerenTanpaNyampah campaign has a significant
influence on The Body Shop Indonesia's brand image. Based on cross-tabulation,
the majority of respondents aged 18-30 years had a bachelor's degree and were
female. The results of this study can be seen that there is an influence between
#KerenTanpaNyampah as The Body Shop Indonesia’s campaign on The Body Shop
Indonesia's brand image on Instagram followers @TheBodyShopIndo, namely that
there is a significant relationship between the two variables in this study. The
results of the study found that the use of the #KerenTanpaNyampah campaign was
successful and the assessment of The Body Shop Indonesia's brand image was
positive.

Keywords: Campaign, #KerenTanpaNyampah, The Body Shop, Instagram, Brand
Image
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