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ABSTRACT

This study was conducted to determine the effect of social media marketing, brand
image and product knowledge on public interest in using the Livin by Mandiri
application. This research uses a qualitative approach. The population in this study
were all customers of PT Bank Mandiri (Persero), Tbk in Palembang City who used
the Livin by Mandiri application in 2024 with a total of 220,868 customers. The sample
in this study was taken from the total population of all customers at PT Bank Mandiri
(Persero), Tbk in Palembang City as many as 100 respondents. The results of multiple
linear regression analysis show that social media marketing, brand image and product
knowledge have a positive and significant effect on public interest in using. Social
media marketing, it is hoped that the admin in charge of managing social media will
be able to respond quickly to customer needs. Brand image, it is hoped that
improvements in providing evaluations to employees, especially in the customer
service section, will provide good, polite, calm, neat and in accordance with the SOP.
Product knowledge, it is expected to continue to maintain application stability and
improve the quality of the Livin by Mandiri application so that customers can always
use it.

Keywords: social media marketing, brand image, product knowledge, interest in
using

Introduction

The diversity of human behaviour is something that is always interesting
to be used as a research topic. The theory of human behaviour was introduced
by Icek Ajzen and Martin Fishbein in the Theory of Reasoned Action (TRA).
TRA theory is a derivation of previous research that began with the theory of
attitude which discusses attitudes and behaviour. Theory Of Reasoned Action
discusses how behaviour can be formed
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Theory planned behaviour or commonly abbreviated as TPB originated
from the Theory of Reasoned Action which was further developed by Ajzen in
1991. In Theory planned behaviour, Ajzen added a dimension that had not been
added in the TRA theory, namely the dimension of control behaviour, as one of
the dimensions that influenced interest. Thus, the theory of planned behaviour
has three main dimensions, including the attitude dimension, subjective
dimension and control behaviour dimension. Theory planned behaviour is
what later became the beginning of the formation of the theory of behavioural
interest (behaviour intention). Theory Planned Behaviour (TPB) explains that
humans tend to perform behaviour (behaviour) because they have the intention
or desire to do so where this interest is influenced by 3 dimensions, namely
attitudes, subjective norms, and behavioural control.

Table 1. Top Brand Index of Mobile Banking in Indonesia

No. Brand Name Top Brand Index (%)
1 m-BCA 52.20
2 BRImo 18.50
3 Livin by Mandiri 11.50
4 BNI Mobile 9.40
5 CIMB Niaga Mobile 3.30
6 Mega Mobile 1.60
7 Mobile Maslahah (BJB Syariah) 1.50
8 Maybank M-Banking 1.30
9 BSI 0.20
10 Bank Jateng Mobile 0.10

Source: topbrand-award.com, 2024

Based on the data in Table 1 shows the Top Brand Index for the mobile
banking category in Indonesia in 2024. m-BCA occupies the first position with a
percentage of 52.20%. For the second position, it is shown by mobile banking
from PT Bank Rakyat Indonesia (Persero), Tbk, namely BRImo, which shows a
percentage of 18.50%. While in the third position, it is shown by mobile banking
from PT Bank Mandiri (Persero), Tbk, namely Livin by Mandiri with a
percentage of 11.50%. This shows that Livin by Mandiri mobile banking is still
in the top 3 and is in third position.

Then to strengthen the data CNBC Indonesia revealed that PT Bank
Rakyat Indonesia (Persero) Tbk (BBRI) occupies the first position with the
largest number of users of mobile banking applications. BRI bank's total mobile
banking users, namely BRImo in the first quarter of 2024, recorded a growth of
30.3% on an annual basis (yoy) to 33.5 million users, compared to the same
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period the previous year of 25.7 million users. Then the second position was
filled by private bank PT Bank Central Asia Tbk (BBCA), which in the first
quarter of 2024 recorded an increase in the number of mobile banking users by
9% with a total of 30.8 million users, from the previous 28.3 million BCA bank
digital transaction volume, consisting of BCA mobile and internet banking
reached 7.2 billion, growing 24% (yoy) from the previous year 5.8 billion.

Based on the phenomena that occur, this is the author's goal in conducting
further research on social media marketing, brand image and product
knowledge on interest in using the Livin by Mandiri application because of the
many similar bank competitors where the top brand index data shows the
position of the Livin by Mandiri application is still in third position. In addition,
the transaction value data also shows that the Livin by Mandiri application is in
third position where the positions above are BCA Bank and BRI Bank. The
author will conduct further research on customer interest in using the Livin by
Mandiri application through social media marketing, brand image and product
knowledge.

LITERATURE REVIEW
Interest in Using

According to Cheng (2019), interest in using is a subjective decision of a
consumer about the possibility of willingness to use the product in the future.
Social Media Marketing

Social media marketing is a form of direct or indirect marketing used to
build awareness, recognition, recall and action for brands, businesses, products,
people or other entities and is done using web tools such as blogging,
microblogging, social networking, social bookmarking and content sharing.
Brand Image

Brand image describes the extrinsic properties of a product or service
including the way in which they attempt to fulfil customers' psychological or
social needs (Kotler & Keller, 2016).
Product Knowledge

According to researchers, product knowledge is a consumer's perception

of a particular product including previous experience using the product.

Research Method

This research uses a qualitative approach. The population in this study
were all customers of PT Bank Mandiri (Persero), Tbk in Palembang City who
used the Livin by Mandiri application in 2024 with a total of 220,868 customers.
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The sample in this study was taken from the total population of all customers at
PT Bank Mandiri (Persero), Tbk in Palembang City as many as 100 respondents.

Result and Discussion

1) The social media marketing variable (X1), has a beta value of 0.491 with a
significant value of 0.001 which is smaller than 0.05. This shows that the
social media marketing variable has a positive and significant influence on
public interest in using the Livin by Mandiri application. This proves that
the first hypothesis on social media marketing variables has a positive and
significant effect can be accepted.

2) The brand image variable (X2), has a beta value of 0.622 with a significant
value of 0.000 which is smaller than 0.05. This shows that the brand image
variable has a positive and significant influence on public interest in using
the Livin by Mandiri application. This proves that the second hypothesis on
the brand image variable has a positive and significant effect can be accepted.

3) The product knowledge variable (X3), has a beta value of 0.418 with a
significant value of 0.016 which is smaller than 0.05. This shows that the
product knowledge variable has a positive and significant effect on public
interest in using the Livin by Mandiri application. This proves that the third
hypothesis on the product knowledge variable has a positive and significant
effect can be accepted.

DISCUSSION
The Effect of Social Media Marketing on Public Interest in Using the Livin by
Mandiri Application

Social media marketing has a positive and significant effect on interest in
using. These results are in line with the results of research from (Diah, 2024);
(Abdallah, 2023); (Sagtas, 2022); (Setyaningsih, 2022); (Nurullah, 2022);
(Yohandi, 2022); (Arief, 2021); (Tungka, 2021); (Yasmin., Sukmawijaya., Marlina,
W. 2020); (Manzoor, 2020); (Fernandez, 2020) shows the results that social media
marketing has a positive and significant effect on purchase intention.

Respondents' responses to the indicator of Bank Mandiri's social media
admin being responsive in responding to customer questions and complaints
via direct message showed the lowest value. This shows that some respondents
said that the social media admin was less responsive in responding to customer
complaints through direct messages on social media. Customers complain that
it takes a very long time for the admin to respond to responses. In addition, the
answers in response are sometimes in an organized answer and it is considered
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that the answers given are always the same and do not provide the feedback
expected by the customer.

Respondents' responses to the indicator of the ease of getting
information on promos on social media showed the highest score. This shows
that the promos being offered by Bank Mandiri provide information on social
media, where information on social media is more quickly known to customers,
especially at this time social media is one of the places in providing information
to the public so that people can quickly find out the information that is
happening.

The Effect of Brand Image on Public Interest in Using the Livin by Mandiri
Application

Brand image has a positive and significant effect on interest in using.
These results are in line with the results of research from (Chiang, 2022); (Jia,
2022); (Sari, 2022); (Wijaya, 2022); (Y.-H. Lin, 2021); (Setyobudi & Farida, 2021);
(Anggraeni, 2021); (Husain, 2021); (Aditya et al., 2020); (Zameer, 2020); (Cuong,
2019); (Asmar, 2019) shows that brand image has a positive and significant effect
on purchase intention.

Respondents' responses to the indicator of customer service PT Bank
Mandiri (Persero), Tbk providing good, friendly and courteous service showed
the lowest value. This shows that the service provided is not in accordance with
expectations. Some respondents who are Bank Mandiri customers who were
interviewed directly by the author said that some service officers at Bank
Mandiri were not good at providing services. Service officers are considered
less friendly with customers, especially in responding to complaints felt by
customers.

Respondents' responses to the Livin by Mandiri application indicator are
familiar among the public showing the highest value. This shows that the image
of Bank Mandiri as a state-owned bank is well-known and familiar among the
public, especially the Indonesian people. Bank Mandiri also has many branches
located in all parts of Indonesia and provides various financial services
according to customer needs in making transactions.

The Effect of Product Knowledge on Public Interest in Using the Livin by
Mandiri Application

Product knowledge has a positive and significant effect on interest in
using. These results are in line with the results of research from (Diah, 2024);
(Manuarang, 2023); (Irawati, 2023); (Nurullah, 2022); (Efendi, 2022); (Anggraini,
2021); (Saputra, 2020); (Ariestania, 2020); (Sanita, 2019); (Ernawati, 2019) shows
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the results that product knowledge has a positive and significant effect on buying
interest.

Respondents' responses to the indicator I can use the Livin by Mandiri
application without problems show the lowest value. Based on interviews with
several respondents who are Bank Mandiri customers, they said that crashes
often occur in the Livin by Mandiri application. The customer said that this
crash occurred which caused delays in customer transaction activities.
Customers complain that the response complaint system cannot be followed up
quickly and must wait for a specified time so that the problems and complaints
felt by customers can be resolved.

Respondents' responses to the indicator I was able to easily recognize the
logo and appearance of the Livin by Mandiri application showed the highest
value. This shows that Bank Mandiri and the Livin by Mandiri application are
very easily recognized by the public. The application is easy to use and the
attractive appearance makes customers often use the Livin by Mandiri
application.

Conclusion

The conclusion of this study shows that social media marketing, brand
image, and product knowledge have a positive and significant influence on
public interest in using the Livin by Mandiri application. The three factors
contribute to each other to increase user interest in this application.

Suggestions for future research are to conduct a more in-depth analysis of
other factors that can influence user interest, as well as explore the long-term
impact of social media marketing and brand image on user loyalty. A broader
study with a more diverse sample is also recommended to get more
comprehensive results.
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