ABSTRACT

The high competition among both public and private universities in the
capture the interest of prospective students make use of information
communication technologies such as social media becomes an alternative
of conventional marketing research. In use consumer conversations in
social networking has become an increasingly important source of
information in addition to providing benefits to marketers about the
attributes, features or benefits that consumers look for, and can be a good
predictor of the trend of brand strength in the future. Researchers examine
and analyze the effect of firm-created communication and user-generated
communication on purchase intention by mediating variables of brand
equity, and brand attitude. Research conducted on Maranatha Christian
University Bandung, with a sample of 577 respondents with the terms who
had follow official Maranatha Christian University twitter account
(@ukm_official). The result there is positive influence between firm-
created communication and user-generated communication on brand

equity, brand attitude and purchase intention.
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ABSTRAK

Tingginya persaingan antar universitas baik negeri maupun swasta dalam
merebut animo calon mahasiswa membuat penggunaaan teknologi
komunikasi informasi seperti media sosial menjadi alternatif riset dari
pemasaran konvensional. Dalam penggunaannya percakapan konsumen
dalam jejaring sosial telah menjadi sumber informasi yang semakin
penting selain memberikan manfaat bagi para marketers mengenai atribut,
fitur, atau manfaat yang dicari konsumen, dan dapat menjadi alat prediksi
yang baik terhadap tren kekuatan merek di masa mendatang. Peneliti
menguji dan menganalisa pengaruh dari firm-created communication dan
user-generated communication terhadap purchase intention dengan
variabel mediasi brand equity, dan brand attitude. Penelitian dilakukan
terhadap Universitas Kristen Maranatha Bandung, dengan sampel
sebanyak 577 responden dengan syarat telah memfollow akun Twitter
resmi Universitas Kristen Maranatha yakni @ukm_official. Hasilnya
terdapat pengaruh positif antara firm-created communication maupun
user-generated communication terhadap brand equity, brand attitude dan

purchase intention.

Kata Kunci: social-media communication, firm-created communication,
user-generated communication, brand equity, brand attitude,

dan purchase intention.
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