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ABSTRAK 

Penelitian ini bertujuan untuk menguji dan menganalisis apakah terdapat 

pengaruh social media marketing efforts pada respon konsumen : ekuitas merek 

sebagai variabel mediasi (studi pada : konsumen luxury brand fashion di media 

sosial). Pengumpulan data dilakukan dengan metode survei menggunakan 

kuesioner. Teknik pengambilan sampel adalah nonprobability sampling berjumlah 

171 responden yang pernah membeli luxury brand pada merek Gucci, Chanel, dan 

Louis Vouttion (LV). Hasil dari penelitian ini menunjukkan bahwa social media 

marketing efforts berpengaruh positif terhadap ekuitas merek dan respon 

konsumen, ekuitas merek berpengaruh positif terhadap respon konsumen dan 

social media marketing efforts berpengaruh positih pada respon konsumen yang 

dimediasi oleh ekuitas merek.  
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ABSTRAK 

This study aims to examine and analyze whether there is an influence of social 

media marketing efforts on consumer response: brand equity as a mediating 

variable (study on: luxury brand fashion consumers on social media). Data 

collection was carried out by survey method using a questionnaire. The sampling 

technique was nonprobability sampling totaling 171 respondents who had bought 

luxury brands in the Gucci, Chanel, and Louis Vouttion (LV) brands. The results 

of this study indicate that social media marketing efforts have a positive effect on 

brand equity and consumer responses, brand equity has a positive effect on 

consumer responses and social media marketing efforts have a positive effect on 

consumer responses mediated by brand equity 
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