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ABSTRAK 

 

Inda Junia / 69160229 / 2020 / Pengaruh Cognitive Processing, Affection, dan Activation 

dalam Consumer Brand Engagement Terhadap Self Brand Connection di Media Sosial 

@Thebodyshopindo / Pembimbing: Dr. Ir. Bilson Simamora, M.M. 

Consumer brand engagement merupakan suatu keadaan psikologis yang terjadi berdasarkan 

pengalaman interaktif antara pelanggan dengan sebuah merek. Consumer brand engagement 

memiliki tiga dimensi utama yaitu cognitive processing, affective, dan activation. 

Perkembangan teknologi salah satunya media sosial sebagai media komunikasi dua arah 

semakin memudahkan perusahaan untuk membangun interaksi dengan pelanggan dan 

membentuk consumer brand engagement. Terbentuknya consumer brand engagement 

dengan dimensi cognitive processing, affection, dan activation di media sosial diharapkan 

dapat menimbulkan self brand connection dalam diri konsumen, yaitu pembentukan ikatan 

yang bermakna dan kuat antara merek dan identitas diri konsumen.  

Elaboration Likelihood Theory adalah teori yang memprediksi kapan dan bagaimana 

penerima pesan akan terpersuasi oleh pesan iklan. Terdapat dua jalur dalam teori ini, yaitu 

jalur utama dan jalur periferal. Jalur utama melibatkan elaborasi pesan, dimana seseorang 

secara hati-hati memikirkan tentang argumen yang relevan dengan isu dalam pesan persuasif 

dan dituntun oleh bebagai pemikiran kritis yang rumit mengenai apa yang dikatakan dalam 

pesan persuasi tersebut. Sedangkan pesan yang dipikirkan melalui jalur periferal tidak 

diproses secara kognitif. 

Subjek dalam penelitian ini adalah 105 orang followers Instagram @Thebodyshopindo yang 

pernah memberikan like & comment dalam postingan @Thebodyshopindo. Metode 

pengumpulan data yang dipakai adalah kuesioner Pengujian data pada penelitian kali ini 

terdiri dari uji validitas dan reliabilitas, uji asumsi klasik (uji normalitas, uji 

multikolinearitas, uji heteroskedastisitas), dan uji hipotesis (analisis regresi berganda, 

koefisien determinasi, uji F, uji t). 

Hasil penelitian menunjukkan bahwa cognitive processing, affection, dan activation 

berpengaruh positif terhadap self brand connection. Saran untuk peneliti selanjutnya adalah 

agar melanjutkan penelitian tentang pengaruh cognitive processing, affection, dan activation 

dalam konteks customer engagement terhadap self brand connection atau variabel lainnya 

untuk menambah penelitian tentang pengaruh customer engagement. Kemudian The Body 

Shop Indonesia agar selalu membangun interaksi dengan followers di media sosial agar 

terbentuk customer engagement. 

 

Kata Kunci: Consumer Brand Engagement, Media Sosial, Self Brand Connection 
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ABSTRACT 

 

Inda Junia / 69160229 / 2020 / The Effect of Cognitive Processing, Affection, and Activation 

in Consumer Brand Engagement on Self Brand Connection in Social Media 

@Thebodyshopindo / Advisor: Dr. Ir. Bilson Simamora, M.M. 

Consumer brand engagement is one of psychological state that occurs from interactive 

experience between consumer and a brand. Consumer brand engagement have three 

dimension, including cognitive processing, affection, and activation. Social media as the 

product from technological development has providing opportunity for brands to build 

interaction with their consumer, thus establish consumer brand engagement. The formation 

of consumer brand engagement with cognitive processing, affection, and activation on social 

media is expected to have impact on self brand connection on consumer. Thus creating a 

strong and meaningful connection between a brand and consumer’s identitiy.  

Elaboration likelihood theory predict when and how a message recipient will be persuaded 

by advertising message. There are two route proposed by this theory, which is central route 

and peripheral route. Central route invlolve message elaboration, where the recipient is 

carefully thinking about relevant argument with issue from persuasive message and is 

guided by an elaborate amount of critical thinking about what is said in the persuasive 

message. Meanwhile, the messages considered by peripheral route will not be cognitively 

processed. 

The subject of this research is 105 Instagram followers of @Thebodyshopindo which have 

given likes and comments on @Thebodyshopindo’s Instagram posts. The data collection 

method used on this research is questionnaire. The test in this study consisted of validity and 

reliability test, classic assumption test (normality test, multicollinearity test, 

heteroscedasticity test), and hypothesis test (multiple regression analysis, the coefficient of 

determination, F test, t-test). 

The result of this research showed that cognitive processing, affection, and activation have 

a positive influence towards self brand connection. Suggestions for the next researcher are 

to continue research about the effect of cognitive processing, affection, and activation in 

customer engagement context towards self brand connection or another variable to add 

more research about the effect of consumer engagement. And for The Body Shop Indonesia 

to always create interaction with followers on social media and create customer 

engagement. 

 

Keywords: Consumer Brand Engagement, Social Media, Self Brand Connection  
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