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ABSTRACT

Fajar Kurniawan, (2026). THESIS. Title “The Effect of Social Media Advertising
and Digital CRM on Customer Engagement with Brand Awareness
as a Mediating Variable in Fashion Retail in Bojonegoro Regency”.
Retail Management Study Program, Faculty of Economics,
University of Bojonegoro.

Email : fajarzidane98@gmail.com

Supervisors : Hartiningsih Astuti, S.E., M.M.

Dwi Irnawati, S.E., M.M.

The rapid development of digital technology has encouraged fashion retail
businesses to adopt social media—based marketing strategies and digital customer
relationship management. In an increasingly competitive market, business success
is no longer determined solely by sales transactions, but also by the ability to build
strong customer engagement. This study aims to analyze the effect of Social Media
Advertising and Digital Customer Relationship Management (Digital CRM) on
Customer Engagement, with Brand Awareness as a mediating variable in fashion
retail businesses in Bojonegoro Regency. This research employs a quantitative
approach with an explanatory research design. Data were collected through
questionnaires distributed to fashion retail consumers in Bojonegoro who actively
interact with brand social media platforms. Purposive sampling was applied, and
data analysis was conducted using Partial Least Squares — Structural Equation
Modeling (PLS-SEM) with WarpPLS software.The results of this study are
expected to indicate that Social Media Advertising and Digital CRM have a positive
and significant effect on Brand Awareness and Customer Engagement.
Furthermore, Brand Awareness is expected to mediate the relationship between
Social Media Advertising and Digital CRM on Customer Engagement. This
research is expected to contribute to the development of digital marketing literature
and provide practical recommendations for fashion retail businesses, particularly
small and medium enterprises (SMEs) in Bojonegoro Regency, in designing more
effective, personalized, and sustainable digital marketing strategies.

Keywords: Brand Awareness, Customer Engagement, Digital CRM, Fashion
Retail, Social Media Advertising.
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ABSTRAK

Fajar Kurniawan. (2026). SKRIPSI. Judul “Pengaruh Social Media Advertising dan
Digital CRM terhadap Customer Engagement dengan Brand
Awareness sebagai Variabel Mediasi pada Ritel Fashion di
Bojonegoro”. Program Studi Manajemen Ritel, Fakultas Ekonomi,
Universitas Bojonegoro.

Email : fajarzidane98@gmail.com

Pembimbing : Hartiningsih Astuti, S.E., M.M.
Dwi Irnawati, S.E., M.M.

Perkembangan teknologi digital telah mendorong pelaku usaha ritel fashion untuk
mengadopsi strategi pemasaran berbasis media sosial dan pengelolaan hubungan
pelanggan secara digital. Dalam konteks persaingan yang semakin Kketat,
keberhasilan bisnis tidak hanya ditentukan oleh transaksi penjualan, tetapi juga
oleh kemampuan perusahaan dalam membangun keterlibatan pelanggan
(customer engagement). Penelitian ini bertujuan untuk menganalisis pengaruh
Social Media Advertising dan Digital Customer Relationship Management (Digital
CRM) terhadap Customer Engagement dengan Brand Awareness sebagai
variabel mediasi pada ritel fashion di Kabupaten Bojonegoro. Penelitian ini
menggunakan pendekatan kuantitatif dengan metode eksplanatori. Data
dikumpulkan melalui kuesioner yang disebarkan kepada konsumen ritel fashion di
Bojonegoro yang aktif berinteraksi dengan media sosial merek.Teknik
pengambilan sampel menggunakan purposive sampling, sedangkan analisis data
dilakukan dengan metode Partial Least Squares — Structural Equation Modeling
(PLS-SEM) menggunakan perangkat lunak WarpPLS.Hasil penelitian diharapkan
menunjukkan bahwa Social Media Advertising dan Digital CRM berpengaruh
positif dan signifikan terhadap Brand Awareness dan Customer Engagement.
Selain itu, Brand Awareness diharapkan mampu memediasi pengaruh Social
Media Advertising dan Digital CRM terhadap Customer Engagement. Temuan
penelitian ini diharapkan dapat memberikan kontribusi teoretis dalam
pengembangan literatur pemasaran digital serta memberikan rekomendasi praktis
bagi pelaku ritel fashion, khususnya UMKM di Kabupaten Bojonegoro, dalam
merancang strategi pemasaran digital yang lebih efektif, personal, dan
berkelanjutan.

Kata kunci: Brand Awareness, Customer Engagement, Social Media Advertising,
Digital CRM, Ritel Fashion, Social Media Advertising.
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