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ABSTRAK 

Tujuan penelitian ini adalah untuk menganalisis Pengaruh Iklan Media 

Sosial Terhadap Variety Seeking Dan Dampaknya Terhadap Perpindahan Merek 
Pada Sensi Duckbill (Studi Kasus Masyarakat Jakarta Timur). Pengumpulan data 
dilakukan dengan menyebar kuisioner kepada 120 responden yaitu Masyarakat 

Jakarta Timur. Pengambilan sampel dilakukan dengan purposive sampling. Alat 
analisis yang digunakan adalah Path Analysis. Uji F, Uji T, dan Uji analisis 

koefisien (R2) dilakukan sebagai persyaratan statistik yang harus dipenuhi dalam 
melakukan analisis path analysis. Hasil penelitian menunjukkan bahwa (Iklan 
berpengaruh positif dan signifikan terhadap Variety Seeking, (2) Atribut produk 

berpengaruh positif dan signifikan terhadap Perpindahan Merek, (3) Variety 
Seeking berpengaruh positif dan signifikan terhadap Perpindahan Merek, (4) 

Atribut Produk berpengaruh terhadap perpindahan merek melalui variety seeking 
secara tidak langsung.  

Kata Kunci : Iklan, Variety Seeking, dan Perpindahan Merek 
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ABSTRACT 

The purpose of this study was to analyze the effect of social media advertising on 
variety seeking and its impact on brand switching on the Sensi Duckbill (Case Study 
of the East Jakarta Community). Data was collected by distributing questionnaires 

to 120 respondents, namely the people of East Jakarta. Sampling was done by 
purposive sampling. The analytical tool used is Path Analysis. The F test, T test, 

and coefficient analysis test (R2) were carried out as statistical requirements that 
must be met in conducting path analysis. The results showed that (Advertising had 
a positive and significant effect on Variety Seeking, (2) Product attributes had a 

positive and significant effect on Brand Switching, (3) Variety Seeking had a 
positive and significant effect on Brand Switching, (4) Product Attributes had an 

effect on brand switching through indirect variety seeking. 

Keywords: Advertising, Variety Seeking, and Brand Switching 
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