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ABSTRAK 

 

Laras Bunga Pratiwi: “Pengaruh Social Media Marketing, Brand Equity, dan 

Social Brand Engagement Terhadap Repurchase Intention Pada Merek 

Skincare NPURE” Skripsi, Jakarta: Program Studi S-1 Manajemen, Fakultas 

Ekonomi dan Bisnis, Universitas Negeri Jakarta. Tim Pembimbing: Prof. Dr. 

Mohamad Rizan, S.E., MM dan Nofriska Krissanya, S.E., M.B.A 

 

 

Penelitian ini bertujuan untuk menguji pengaruh social media marketing, brand 

equity, dan social brand engagement terhadap repurchase intention pada konsumen 

merek skincare lokal NPURE. Pendekatan yang digunakan adalah metode 

kuantitatif, dengan data primer yang dikumpulkan melalui penyebaran kuesioner 

secara daring. Responden dalam penelitian ini dipilih berdasarkan kriteria: pernah 

menggunakan produk skincare NPURE, mengikuti akun Instagram resmi NPURE 

(@npureofficial), berusia 13-44 tahun, dan memiliki minat terhadap kecantikan dan 

skincare. Jumlah sampel dalam penelitian ini adalah 302 responden. Teknik analisis 

data dilakukan menggunakan software AMOS versi 23 untuk menganalisis 

Structural Equation Modeling (SEM). Hasil penelitian menunjukkan bahwa social 

media marketing berpengaruh positif dan signifikan terhadap brand equity, social 

brand engagement, dan repurchase intention. Selain itu, brand equity dan social 

brand engagement juga berpengaruh positif dan signifikan terhadap repurchase 

intention. Temuan ini memperkuat relevansi teori Stimulus-Organism-Response (S-

O-R) dalam menjelaskan bagaimana strategi digital marketing dapat membentuk 

persepsi dan keterikatan konsumen yang berdampak pada perilaku pembelian ulang. 

Penelitian ini memberikan kontribusi bagi pelaku bisnis skincare lokal dalam 

menyusun strategi media sosial yang efektif guna mempertahankan loyalitas 

konsumen dan meningkatkan penjualan. 

 

Kata Kunci: Social Media Marketing, Brand Equity, Social Brand Engagement, 

Repurchase Intention, Teori S-O-R 
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ABSTRACT 

 

Laras Bunga Pratiwi: “The Influence of Social Media Marketing, Brand Equity, 

and Social Brand Engagement on Repurchase Intention Toward NPURE 

Skincare Brand” Thesis, Jakarta: Undergraduate Program in Management, 

Faculty of Economics and Business, Jakarta State University. Advisory Team: 

Prof. Dr. Mohamad Rizan, SE., MM and Nofriska Krissanya, S.E., M.B.A 

 

This study aims to examine the influence of social media marketing, brand equity, 

and social brand engagement on repurchase intention among consumers of the 

local skincare brand NPURE. A quantitative approach was employed, using 

primary data collected through an online questionnaire. Respondents were selected 

based on the following criteria: having used NPURE skincare products, following 

the official NPURE Instagram account (@npureofficial), being between 13 and 44 

years old, and having an interest in beauty and skincare. The study involved 302 

respondents. Data analysis was conducted using AMOS version 23, applying the 

Structural Equation Modeling (SEM) technique. The findings indicate that social 

media marketing has a positive and significant effect on brand equity, social brand 

engagement, and repurchase intention. Additionally, both brand equity and social 

brand engagement also have a positive and significant influence on repurchase 

intention. These results support the relevance of the Stimulus-Organism-Response 

(S-O-R) theory in explaining how digital marketing strategies shape consumer 

perception and emotional attachment, ultimately influencing repurchase behavior. 

This study provides valuable insights for local skincare businesses in developing 

effective social media strategies to foster customer loyalty and drive sales. 

 

Keywords: Social Media Marketing, Brand Equity, Social Brand Engagement, 

Repurchase Intention, S-O-R Theory 
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