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ABSTRAK 

  

Nama                            : Syamsul Arifin 

NIM                              : 44318110074 

Program Studi                 : Advertising & Marketing Communication 

Judul                             : Brand Image Honda Beat Pada Media Sosial 

Instagram (Survey Pada Followers Akun Instagram 

@Welovehonda_Id) 

Pembimbing                 : Kurniawan Prasetyo, M.I.kom 

 
 Berkembangnya tehnologi informasi membawa perubahan dalam pemasaran 
menuju digitalisasi. sosial saat ini banyak digunakan oleh berbagai elemen masyarakat.  
Tujuan penelitia ini adalah untuk mengetahui brand image honda beat pada media social 
Instagram @welovehonda_id. Penulis menggunakan teori pemasaran digital dari yang 
mana komunikasi sebagai proses dimana pemikiran dan pemahaman disampaikan antar 
individu atau antar organisasi dalam individu. Yang mana menggunakan pemasaran 
digital melalui media sosial yang telah terbukti menjadi cara yang bagus untuk 
menjangkau ribuan pelanggan dan calon pelanggan. Metode penelitian ini menggunakan 
metode kuantitatif dengan populasi merupakan followers Instagram @welovehonda_id, 
dan sampel sebanyak 100 responden menggunakan rumus slovin, Teknik analisis datanya 
menggunakan uji deskrtiptif, validitas, reliabiltas dan analisis kuartil. Hasil penelitian ni 
menunjukan bahwa peran media sosial instagram @welovehonda_id sangat berperan 
penting dalam meningkatkan brand image produk. Brand Image yang sudah dibangun 
oleh perusahaan AHM melekat dibenak responden dengan memiliki desain yang menarik, 
memiliki reputasi yang baik, ciri khas dibandingkan kompetitor dan kualitas yang baik, 
serta promosi yang dilakukan diInstagram @welovehonda_id sudah cukup baik dan 
memberikan banyak informasi yang cukup jelas untuk membangun citra merek atau 
brand image dari Honda Beat. 
 
Kata Kunci: Brand Image, Social Media, Honda Beat. 
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ABSTRACT 

  

Name                            : Syamsul Arifin 

NIM                              : 44318110074 

Study Program                  : Advertising & Marketing Communication 

Title                              : Honda Beat Brand Image on Instagram Social Media 

(Survey on Instagram Account Followers 

@Welovehonda_Id) 

Counsellor                    : Kurniawan Prasetyo, M.I.kom 

 
 The development of information technology has brought changes in marketing 

towards digitalization. Social media is currently widely used by various elements of 

society. The purpose of this research is to find out the Honda Beat brand image on 

Instagram social media @welovehonda_id. The author uses digital marketing theory 

from which communication is a process by which thoughts and understandings are 

conveyed between individuals or between organizations within individuals. Which uses 

digital marketing through social media which has proven to be a great way to reach 

thousands of customers and potential customers. This research method uses a 

quantitative method with a population of Instagram followers @welovehonda_id, and a 

sample of 100 respondents using the slovin formula. The data analysis technique uses 

descriptive tests, validity, reliability and quartile analysis. The results of this study show 

that the role of social media Instagram @welovehonda_id plays a very important role in 

increasing product brand image. The brand image that has been built by the AHM 

company sticks in the minds of respondents by having an attractive design, having a good 

reputation, characteristics compared to competitors and good quality, and promotions 

carried out on Instagram @welovehonda_id are quite good and provide a lot of 

information that is clear enough to build brand image or brand image of the Honda Beat. 

 
Keyword: Brand Image, Social Media, Honda Beat. 

 

http://lib.mercubuana.ac.id 
Menteng



ix 
 

DAFTAR ISI 

 
HALAMAN JUDUL ................................................................................................ i 
HALAMAN PERNYATAAN KARYA SENDIRI .................................................. ii 
HALAMAN PENGESAHAN ................................................................................ iii 
KATA PENGANTAR ........................................................................................... iv 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI KARYA ............... vi 
ABSTRAK ............................................................................................................ vii 
ABSTRACT ......................................................................................................... viii 
DAFTAR ISI .......................................................................................................... ix 

DAFTAR TABEL ................................................................................................. xii 
DAFTAR  GAMBAR .......................................................................................... xiii 
BAB I ...................................................................................................................... 1 

PENDAHULUAN .................................................................................................. 1 

1.1 Latar Belakang Masalah ................................................................ 1 

1.2 Rumusan Masalah ......................................................................... 8 

1.3 Tujuan Penelitian .......................................................................... 8 

1.4 Manfaat Penelitian ........................................................................ 8 

1.4.1 Manfaat Akademis ............................................................... 8 

1.4.2 Manfaat Praktis .................................................................... 8 

BAB II ..................................................................................................................... 9 

TINJAUAN PUSTAKA ......................................................................................... 9 

2.1 Penelitian Terdahulu ..................................................................... 9 

2.2 Komunikasi Pemasaran ............................................................... 10 

2.3 Bauran Komunikasi Pemasaran .................................................. 11 

2.4 Brand ........................................................................................... 14 

2.4.1 Brand Image ...................................................................... 15 

2.5 Media Sosial ................................................................................ 17 

2.5.1 Instagram ........................................................................... 18 

BAB III ................................................................................................................. 20 

METODE PENELITIAN ...................................................................................... 20 

3.1 Paradigma Penelitian ................................................................... 20 

3.2 Metode Penelitian........................................................................ 20 

http://lib.mercubuana.ac.id 
Menteng



 

x 
 

3.3 Populasi dan Sampel ................................................................... 21 

3.4 Definisi dan Operasional Konsep ............................................... 22 

3.4.1 Definisi Konsep ................................................................. 22 

3.4.2 Operasional Konsep ........................................................... 23 

3.5 Teknik Pengumpulan Data .......................................................... 24 

3.5.1 Data Primer ........................................................................ 24 

3.5.2 Data Sekunder .................................................................... 25 

3.6 Uji Validitas dan Reliabilitas ...................................................... 25 

3.6.1 Uji Validitas ....................................................................... 25 

3.6.2 Uji Reliabilitas ................................................................... 26 

3.7 Metode Analisis Data .................................................................. 27 

3.7.1 Analisis Deskriptif ............................................................. 27 

3.7.2 Analisis Kuartil .................................................................. 27 

BAB IV ................................................................................................................. 29 

HASIL DAN PEMBAHASAN ............................................................................. 29 

4.1 Gambaran Umum Objek Penelitian ............................................ 29 

4.1.1 Sejarah Umum Honda ........................................................ 29 

4.1.2  Logo Perusahaan ............................................................... 31 

4.1.3 Filosofi, Visi dan Misi Honda ............................................ 32 

4.1.4  Keunggulan Astra Honda Motor ....................................... 33 

4.1.5 Astra Motor Positions ........................................................ 34 

4.1.6  Honda Beat ........................................................................ 34 

4.1.7  Tipe Honda Beat ............................................................... 35 

4.1.8  Kegiatan Promosi dan Aktivitas Sosial AHM .................. 36 

4.1.9  Aturan Perusahaan dan Aturan Perilaku ........................... 37 

4.2 Karakteristik Responden ............................................................. 39 

4.2.1 Karakteristik Responden Berdasarkan Jenis Kelamin ....... 39 

4.2.2 Karakeristik Responden Berdasarkan Usia ....................... 40 

4.2.3 Karakteristik Responden Berdasarkan Pekerjaan .............. 40 

4.3 Uji Validitas ................................................................................ 41 

4.4 Uji Reliabilitas ............................................................................ 42 

4.5 Deskriptif Variabel ...................................................................... 43 

4.6 Hasil Analisis Kuartil .................................................................. 50 

4.7 Pembahasan ................................................................................. 52 

http://lib.mercubuana.ac.id 
Menteng



 

xi 
 

BAB V ................................................................................................................... 58 

KESIMPULAN DAN SARAN ............................................................................. 58 

5.1  Kesimpulan.................................................................................. 58 

5.2 Saran ............................................................................................. 58 

DAFTAR PUSTAKA ........................................................................................... 60 

 

 

 
  
 

http://lib.mercubuana.ac.id 
Menteng



xii 
 

DAFTAR TABEL 

Tabel 1.1 Market Share Sepeda Motor Honda Tahun 2020.................................... 6 

Tabel 1.2 Motor Terlaris di Indonesia Tahun 2020 ................................................ 7 

Tabel 2.1 Penelitian Terdahulu ............................................................................... 9 

Tabel 3.1 Operasional Variabel Brand Image ....................................................... 23 

Tabel 4.1 Karakteristik Responden Berdasarkan Jenis Kelamin .......................... 39 

Tabel 4.2 Karakteristik Responden Berdasarkan Usia .......................................... 40 

Tabel 4.3 Karakteristik Responden Berdasarkan Pekerjaan ................................. 40 

Tabel 4.4 Hasil Uji Validitas ................................................................................. 41 

Tabel 4.5 Hasil Uji Reliabilitas ............................................................................. 42 

Tabel 4.6 Hasil Uji Deskriptif Variabel Item 1 ..................................................... 43 

Tabel 4.7 Hasil Uji Deskriptif Variabel Item 2 ..................................................... 43 

Tabel 4.8 Hasil Uji Deskriptif Variabel Item 3 ..................................................... 44 

Tabel 4.9 Hasil Uji Deskriptif Variabel Item 4 ..................................................... 45 

Tabel 4.10 Hasil Uji Deskriptif Variabel Item 5 ................................................... 45 

Tabel 4.11 Hasil Uji Deskriptif Variabel Item 6 ................................................... 46 

Tabel 4.12 Hasil Uji Deskriptif Variabel Item 7 ................................................... 46 

Tabel 4.13 Hasil Uji Deskriptif Variabel Item 8 ................................................... 47 

Tabel 4.14 Hasil Uji Deskriptif Variabel Item 9 ................................................... 47 

Tabel 4.15 Hasil Uji Deskriptif Variabel Item 10 ................................................. 48 

Tabel 4.16 Hasil Uji Deskriptif Variabel Item 11 ................................................. 49 

Tabel 4.17 Hasil Uji Deskriptif Variabel Item 12 ................................................. 49 

Tabel 4.18 Hasil Analisis Kuartil .......................................................................... 51 

Tabel 4.19 Kategori Sikap Responden .................................................................. 51 

 

 

http://lib.mercubuana.ac.id 
Menteng



xiii 
 

DAFTAR GAMBAR 

Gambar 1.1 Platform Media Sosial Favorit ............................................................ 3 

Gambar 1.2 Instagram: Advertising Audience Overview ....................................... 4 

Gambar 1.3 Akun Instagram @welovehonda_id .................................................... 5 

Gambar 3.1  Pembagian Daerah Menurut Kuartil ................................................ 28 

Gambar 4.1 Logo Astra Honda Motor .................................................................. 31 

Gambar 4.2 Logo Dealer Honda ........................................................................... 31 

Gambar 4.3 Urutan Posisi Astra Honda Motor ..................................................... 34 

Gambar 4.4 Pembagian Daerah Menurut Kuartil ................................................. 51 

 

http://lib.mercubuana.ac.id 
Menteng


	1 soft cover.pdf (p.2)
	2 pernyataan karya sendiri.pdf (p.3)
	3 halaman pengesahan.pdf (p.4)
	4 kata pengantar.pdf (p.5-6)
	5 halaman persetujuan publikasi.pdf (p.7)
	6 abstrak.pdf (p.8-9)
	7 isi.pdf (p.10-76)



