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ABSTRAK 

Tujuan dari penelitian ini adalah untuk mengetahui variabel perceived behavioral 

control sebagai variabel mediasi antara pengaruh social media marketing dan e-

lifestyle terhadap loyalitas pelanggan aplikasi layanan streaming video on demand 

berbayar studi kasus pada pelanggan aplikasi layanan video berbayar di Surabaya. 

Metode penelitian ini menggunakan metode kuantitatif melalui model analisis 

jalur (Path Analysis) dengan bantuan SPSS. Hasil penelitian ini yaitu social media 

marketing dan e-lifestyle berpengaruh signifikan secara langsung terhadap 

perceived behavioral control, e-lifestyle berpengaruh signifikan secara langsung 

terhadap loyalitas pelanggan, sedangkan social media marketing tidak 

berpengaruh signifikan secara langsung loyalitas pelanggan. Perceived behavioral 

control memediasi pengaruh antara social media marketing dan e-lifestyle 

terhadap loyalitas pelanggan.  

Kata kunci : Perceived Behavioral Control, Social Media Marketing, E-Lifestyle 

dan Loyalitas Pelanggan 
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ABSTRACT 

The purpose of this research is to examine perceived behavioral control as an 

mediation variable between the influence of social media marketing and e-lifestyle 

on customer loyalty in the case of paid video-on-demand streaming service 

applications, a case study involving customers in Surabaya. The research employs 

a quantitative method using the Path Analysis model with the assistance of SPSS. 

The results indicate that social media marketing and e-lifestyle have a significant 

direct impact on perceived behavioral control. E-lifestyle has a significant direct 

impact on customer loyalty, while social media marketing does not significantly 

influence customer loyalty directly. Perceived behavioral control mediates the 

influence of social media marketing and e-lifestyle on customer loyalty. 

Keyword: Perceived Behavioral Control, Social Media Marketing, E-Lifestyle and 

Customer Loyalty 

 

 

 


