CHAPTER 2
LITERATURE REVIEW

21  Marketing

According to Kotler & Keller (2012), marketing i®oW to identify and meet
human needs and social needs. One of the simpédstitibns of marketing is
"meeting profitable needs", that is how to turn eed into a profitable business
opportunity. Marketing is a human activity to shtithe needs and also the desire
through a process of exchange according to Manmadbsahi in the book Essentials
of Marketing (2012). Kotler and Armstrong (2012s@lstated that marketing is a
process of working with the target market to realpotential exchanges with the
intention of satisfying human needs and wants,dngl profitable relationships and
understanding customer needs, provide superioreyadat prices, distribute, and
promote them effectively, so the product will seflore easily. Based on the
definition, authors can conclude that marketing gocess of identifying human and
social needs by working with the target market tigio building profitable
relationships and understanding customer needsjidarcsuperior value, so the

product will sell more easily.

2.2 Marketing Strategy

Kotler and Armstrong (2014) define marketing &gt as "the grand design
to achieve an objective" in other words, marketatigategy is the overall plan to
achieve organizational goals. According to Pet@0& p. 263), Marketing strategy
is a design, implementation, and control of then prainfluencing change to achieve
company goals, usually designed to improve custoopgrortunity to have good
thoughts and feelings about products, servicespdsrahey will buy repeatedly.
According to Kotler & Keller (2009, p. 93), markegi strategy is a set of objectives,
policies, and rules that serve as guidelines iertam period of time for a company's
marketing activity as reactions from changing emwmental conditions and
competitive conditions. The marketing strategy iamits rationale, its goals in a
target market and concerns the marketing of theemdiure, as well as its

competition. From the definitions above, the authoan conclude that marketing
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strategy is a plan of design, implementation, aodtrol objectives, policies, and

rules as a guideline for a company’s marketingvis to achieve company goals.

23  Marketing Mix

According to Zeithaml (2010) marketing mix consistg! points, there are:

1. Product: goods or services that can be offeredottsemers to satisfy
consumers’ desires.

2. Price: the price offered or given to the consureehe value of a product
itself that has been calculated the cost of makieggoods until the sale
of the goods.

3. Place: the means of making offers available toarusts at the right time
and place.

4. Promotion: marketing activities that make potentastomers, partners

and public aware and interested in business ofjerin

24  Social Media

According to Chris Brogan (2010) Social media tsrand new set of verbal
exchange and collaboration gear that allow mangiof interactions that had been
previously no longerto be had to the individuaidondry (Mondry, 2008) also
mention social media as a media using the internatine media based on
technology, character flexible, potentially interae and can work both privately
and publicly. On the other hand, Philip Keller atevin (Philip Kotler K. L., 2012)
define social media as a way for consumers tcesteatual content, pictures, audio,
and video information with each other or a compang vice versa. Based on the
definitions, authors can conclude that social métliane of medium on the internet
to exchange information in a form of pictures, ajdvideo, and text between

individuals or organizations and can work both at@ly and publicly.

25  Social Media Marketing

Social media marketing is any form of marketingedily or indirectly used
to build awareness, recognition, recollection, aestlon against a brand, business,
product, person, or other thing packaged usingstonlsocial web, such as blogging,

micro blogging, social networking, social bookmarki and content sharing
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(Gunelius, 2011) Social media marketing is the waynpanies and organizations
nonprofit uses social media effectively to buildat®nships through trust, useful
content, help, and authority. (Varinder Taprial12pSocial media marketing is any
form of online advertising use cultural contexiswcial community, including social
network, virtual worlds, social news sites, andiaoopinion-sharing sites, to bring
together branding and communication goals. (Tu2008). From the definition
above, authors can conclude that social media riagkés any form of online
advertising on social sites to build relationshgrsd awareness against a brand,

business, product, person, etc.

2.6  Dimensionsof Social Media Marketing

Social media marketing uses social media as itketiag channel, so we can
use the characteristics of social media as the unea&nt dimension. According to
Abu-Rumman inThe Impact of Social Media Marketing on Brand Eguin
Empirical Study on Mobile Service Providers in Jamd(2014),social media has the
following characteristics

1. Online Communities. A company or business can use social media to
build a community for a product or business thabnsoffer. Where a
group can create loyalty and encourage businesdatanent

2. Interaction: Using social networks can create interactionsubing
up-to-date broadcasting, and consumers can eagiipfprmation

3. Sharing of Content: This sharing Dimensions are used as a medium
of information exchange, distribution, and contghtough social
media, for example: messaging features.

4. Accessility: social media can be accessed easily with a relgtiv
cheap cost and not even spend money in its usédd®esocial media
also does not require the skills or knowledge teas the site

5. Credibility: It's how to create and convey a clear messagéeo
consumer, build credibility on what the companyus to and try to
build an emotional relationship with the target kedr motivate the
purchase and encourage consumer loyalty. Besidsal snedia is a
platform for a business and can connect with custendirectly on a
large scale and increase trust and respond to stigige or criticism

from consumers
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2.7  Purchaselntention

Mentally and psychologically, consumers have a lpragess who ultimately
decided to buy the product. According to Kotler ateller (Philip Kotler K. K.,
Marketing Management, 2012) the buying procesd ithair experience in learning,
choosing, using, even disposing of a product, #haeir experience in understand,
choose, use, or even dispose of the prodastording to Kotler (Kotler, Principles
oof Marketing, 2016) the definition of Purchaseehtion is consumer behavior when
the consumer is stimulated by external factors aaches along to decide on
purchases based on their personal characteristidspeocesses decision making.
Authors can conclude that purchase intention iseorer behavior in buying process
to understand, choose, and use products of their pevsonal characteristic and

process decision making.

2.8  PurchaseIntention Dimension

According to Sari and Kusuma @oes Luxury Brand Perception Matter In
Purchase Intention? A Comparison between a Japamysead and a German
Brand”, the dimensions that make up the buying interestarfollows:

1. Likely: Purchase intentions begin with the emergence oisuwoer
desire to buy against a product after getting dtirmade by the
company through various marketing activities.

2. Probable: The stage where consumers consider about the pitgsib
that consumers will make a purchase in the future.

3. Definitely: The final stage of the buying process is where p@osve
customers will definitely make a purchase of pradusffered by the

company in the near future.

29 Word of Mouth

According to Kotler and Armstrong (2014, p. 158)pk¥ of Mouth can have
a strong impact on consumer purchase intention.wWidrds and recommendations of
trusted friends, co-workers and other consumerd terbe more credible than those
from commercial sources, such as advertising arsgalople. Lupiyoadi (2009, p.
238) stated that word of mouth is a form of promwotiin the form of

recommendation from mouth to mouth about goodnessgroduct. Word of mouth
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is @ communication made by consumers who have ragu&chase and telling the
experience about the product or service to otherendirectly the consumer has
made a promotion that can attract other consumérs listen to the conversation.
According to Sumardy, Marlin Silviana and Melina lelee (2011, p. 67), word of
mouth is the behavior of customers providing infation to other customers or C2C
(consumer to consumer).
From the above definition authors can concludet tivard of mouth

communication is a form of conversation about adpob, between people, in which
there is a message conveyed that is sometimesenogmized by the information

giver or by the recipient of the information.

210 Electronic Word of Mouth (E-WOM)

According to Henning-Thurau et al. (2013, pp. 46@®¥ says Electronic
Word of Mouth is a negative or positive statemergdm by actual, potential or
consumer consumers of a product or company whesenftormation is available to
people or institutions via Internet media. Junghae B2013, pp. 61-78) ,stated
eWOM as an easy form of communication that has yndg, as well as freedom
from the restrictions imposed by space and timeOd\tan bring different results

according to the suggestion used.

211 Dimension of Word of Mouth

Based on research from Chinho Lin, at aEiactronics Word of Mouth: The
Moderating Roles of Product Involvement and Branthde E-Word of Mouth is
divided into three dimensions, namely: E-Word ofutoQuality, E-Word of Mouth

Quantity, and Sender's Expertise.

1. E-Word of Mouth Quality refers to the persuasive power of comments
embedded in a message containing information. Rsmd decisions can be
based on several criteria or requirements thahueet the needs of those who
can generate buying interest based on the qudlitlyeoinformation they are
addressing. Therefore, it is important for compari® determine consumer
perceptions about the quality of information ased@ment to assess their

potential purchases.
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2. E-Word of Mouth Quantityrefers to the number of comments on a post in the
internet. The popularity of the product is detereairby the quantity of online
comments because it is considered to represerqukity and performance
of a product. Consumers also need referencesehdbrce their confidence
in the products they buy so they can reduce tlkeansl feelings of making a

mistake in shopping.

3. Sender's Expertisdt is considered that their expertise of making ownts
or reviews on a product may entice consumers tce ha@v interest that

culminates in purchasing decisions.

The difference between Social Media Marketing andVEM is Social

Media Marketing is a place or medium that can bedu® build desire for
customer to buy a specific product through societlim where as E-WOM is
communication between users in social media, ins thésearch, a

communication about products/service whether p@siir negative.

212 Museum

Museum is an institution dedicated to the gengmablic. The museum
functions to collect, maintain, and present and@nee the cultural heritage of the
community for the purpose of study, research amsuile or entertainment. (D.,
2009)

According toPeraturan Pemerintah Rl No. 19 Tahun 199&iseum is an
institution, storage, care, security and utilizatiof material evidence of human
culture and the environment and its environmemrder to support efforts to protect
and preserve the nation's cultural wealth.

Museum definition stated by International CourafiiMuseum (OCIM) is a
fixed, non-profit organization, serving the comntyrand its development, open to
the public, obtaining, caring for, connecting andpthying artifacts of human

identity and the environment for the purpose oflgteducation and recreation.
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2.13 Functions of Museum
Based orPedoman Museum Indoneguseum, 2008), the museum has the
task of storing, maintaining, securing and utiligithe museum's collection of

cultural heritage objects. Thus the museum haswajor functions:

1. As a place of conservation, the museum should @arryhe following activities:
a. Storage: includes collection of objects to collections,llection records,
numbering systems and collection arrangements.
b. Maintenance: includes activities to prevent and cope with dgmto the
collection.
c. Security: includes safeguards to safeguard the collectiom fharassment or

damage by natural and man-made factors.

2. As a source of information, museums carry out z#tion activities through
research and presentation.
a. Research is conducted to develop national culsmience and technology.
b. Presentation should still take into account aspextspreservation and

security.

2.14 Typesof Museum
Type of museum based on the collection owned, lwtiiere are two types:
(D., 2009)

a. Public Museum: a museum whose collection consists of a collactib
human material and / or environmental evidencetinglato various
branches of art, disciplines and technology.

b. Specialty museums. museums whose collections consist of a collection
of human or environmental material evidence regatin one branch of

art, a branch of science or a branch of technology.

The type of museum based on its position, ther¢haee types: (D., 2009)
a. National Museum: a museum whose collection consists of a colleatio
objects originating, representing and relating taterial evidence of
humans and / or their environment from all regi@isindonesia of

national value.
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b. Provincial Museum: a museum whose collection consists of a collactio
of objects originating, representing and relatioghe material evidence
of man and or his environment from the province nehthe museum is
located.

c. Local Museum: a museum whose collection consists of a collactb
objects originating, representing and relatingh® imaterial evidence of
humans and / or the environment of the county omniaipality where the

museum is located.

2.15 Framework

] Word of Mouth
H1
Ticket Purchase
Intention
Social Media H2
L Marketing

H3

Figure 2.1 Framework

216 Hypothesis
Hypothesis 1
Ho: There is no direct effect of word of e —word miuth dimensions on
Purchase Intention.
Ha: There is a direct effect of word of e —worchwduth dimensions on Purchase
Intention.

Hypothesis 2
Ho: There is no direct effect of Social Media Markg dimensions in Purchase

Intention



17

Ha: there is a direct effect of Social Media Mamkgtdimensions in

Purchase Intention

Hypothesis 3

Ho: There is no direct effect of Promotion Stggtelimensions in Purchase
Intention

Ha: There is a direct effect of Promotion Strgteljmensions in Purchase
Intention
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