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Penelitian ini bertujuan untuk menganalisis pengaruh Social Media Marketing 

Activities terhadap Customer Loyalty sebagai Variabel Mediasi Brand Trust dan Brand 

Equity pada Smartphone merek Samsung di Kota Padang. Populasi dalam penelitian ini 

adalah pelanggan yang telah menggunakan produk Samsung. Penelitian ini melibatkan 

193 responden sebagai sampel. Pengumpulan data dilakukan dengan cara 

menyebarkan kuesioner online dan pengolahan data menggunakan software SmartPLS. 

Hasil penelitian ini menunjukkan bahwa (1) Social Media Marketing Activities 

berpengaruh positif dan signifikan terhadap Brand Trust (2) Social Media Marketing 

Activities berpengaruh positif dan signifikan terhadap Brand Equity (3) Social Media 

Marketing Activities berpengaruh positif dan signifikan terhadap Customer Loyalty (4) 

Brand Trust berpengaruh positif dan signifikan terhadap Brand Equity (5) Brand Trust 

berpengaruh positif dan signifikan terhadap Customer Loyalty (6) Brand Equity 

berpengaruh positif dan signifikan terhadap Customer Loyalty (7) Social Media 

Marketing Activities berpengaruh positif dan signifikan terhadap Customer Loyalty 

yang dimediasi oleh Brand Trust (8) Social Media Marketing Activities berpengaruh 

positif dan signifikan terhadap Customer Loyalty yang dimediasi oleh Brand Equity.  
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 This study aims to analyze the effect of Social Media Marketing Activities on Customer Loyalty 

as a Mediating Variable for Brand Trust and Brand Equity on Samsung brand Smartphones in 

Padang City.The population in this research are customers who have us This research involved 

193 respondents as samples. Data collection was carried out by distributing online 

questionnaires, and data was processed using SmartPLS software. The findings of this research 

indicate that (1) Social Media Marketing Activities have a positive and significant effect on 

Brand Trust (2) Social Media Marketing Activities have a positive and significant effect on 

Brand Equity (3) Social Media Marketing Activities have a positive and significant effect on 

Customer Loyalty (4) Brand Trust has a positive and significant effect on Brand Equity (5) 

Brand Trust has a positive and significant effect on Customer Loyalty (6) Brand Equity has a 

positive and significant effect on Customer Loyalty (7) Social Media Marketing Activities has a 

positive and significant effect on Customer Loyalty mediated by Brand Trust 

(8) Social Media Marketing Activities have a positive and significant effect on Customer 

Loyalty, mediated by Brand Equity. 
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INTRODUCTION 
In this era of digitalization, with advances in technology and communication that 

continue to develop, the use of smartphones has become an option for people to facilitate 

activities. With the convenience offered, people can carry out various activities simultaneously 

without being hindered by distance and time. Currently, the development of the 

telecommunications industry has developed very rapidly. With the development of 

technology developed by these manufacturers, human mobility is no longer limited by space 

and time. These changes have made it possible for people to access many things via their 

respective cellphones, as well as being able to communicate and find out what is happening 

quickly just by using a smartphone. Technology that is currently being widely used by 

people is often called smartphones. The emergence of smartphones, each of which has certain 

advantages, can cause confusion for potential consumers when deciding on a purchase. With the 

presence of smartphone products with a variety of brands and types, many people are confused 

in making a choice because each brand and type has many different advantages and 

disadvantages.  

Different individuals Of all the smartphone brands available, Oppo is still the number 1 

choice in 2023. The number of Oppo users in Indonesia is estimated to reach 20.36% of all 

cellphone users, even beating Samsung. According to Statcounter, Samsung itself sits in second 

place with the number of users at 18.42%. Throughout 2023, there will be fierce competition 

between Oppo and Samsung. The emergence of similar competitors is a problem where 

Samsung smartphones have to think about ways to survive, one of which is increasing sales of 

Samsung brand smartphone products. Customer loyalty is expressed as a form of customer 

commitment to continuously repurchase products and services in the future, even though 

influenced by circumstances and marketing efforts which are able to influence habits (Singh et 

al., 2021). 

The Samsung smartphone company also has a strong and positive image, so that the 

name Samsung is well known among the public. By having a name and image that is well 

known among the public, it is now certain that people believe in the Samsung brand so that 

when consumers want to buy a product, namely a Samsung smartphone, that person will no 

longer hesitate to buy a Samsung smartphone because it has a strong brand and existence as a 

tool. leading electronic communications. This will make Samsung smartphones have 

innovations and good products. Apart from being covered in super elegant and luxurious 

design colors, this smartphone is also equipped with a classy camera with several cameras in it, 

not just one rear camera but now there is even a front camera in the middle to support or 

photograph an image so that it is visible. more clearly. Apart from not only having very good 

color and product design, Samsung smartphones are now supported by having super fast 

connectivity, namely by providing 5G connectivity. 5G connectivity is one of the many 

technological developments that is often found in several well-known smartphones today. One 

thing that influences customers is that they are attracted to using Samsung smartphones with 

the strategy of customer loyalty, social media marketing activities, trust and brand equity.  

Social media marketing activities are a multipurpose platform, aiming to connect with 

each other in any context in a neutral manner and are not limited by time, place and subject. 

Marketing Social media marketing activities are an extension of traditional marketing and 

digital marketing communication tools Tuten & Solomon, (2017) that monitor and facilitate 

customer communication, collaboration and interaction with a company, its brands and other 

customers. In the current era, it can be seen that the development of social media use in 

Indonesia has also experienced a significant increase in social media use. Social Media Users In 

Indonesia there were 191 million active social media users in January 2022. This figure shows an 

increase of 12.35% compared to the previous year which reached 170 million people. This trend 

shows that the use of social media in Indonesia. 

The Samsung smartphone company also has a strong and positive image, so that the 

name Samsung is well known among the public. By having a name and image that is well 
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known among the public, it is now certain that people believe in the Samsung brand so that 

when consumers want to buy a product, namely a Samsung smartphone, that person will no 

longer hesitate to buy a Samsung smartphone because it has a strong brand and existence as a 

tool. leading electronic communications. This will make Samsung smartphones have 

innovations and good products. Apart from being covered in super elegant and luxurious 

design colors, this smartphone is also equipped with a classy camera with several cameras in it, 

not just one rear camera but now there is even a front camera in the middle to support or 

photograph an image so that it is visible. more clearly. Apart from not only having very good 

color and product design, Samsung smartphones are now supported by having super fast 

connectivity, namely by providing 5G connectivity. 5G connectivity is one of the many 

technological developments that is often found in several well-known smartphones today. 

The brand's trust in its exchange partner's reliability and integrity and is recognized 

for linking to other positive qualities including brand competence, consistency, honesty, 

responsibility and fairness, it reflects the customer's confidence that the company and its 

offerings are reliable and will strive to serve t h e customer's best long-term interests, thus 

illustrating its positive c o n t r i b u t i o n  to loyalty. (Rather & Hollebeek, 2019). 

Brand Equality consists of brand recognition. Seo & Park (2018) show that brand recognition has 

a substantial influence. The p e r c e i v e d  motivational strength of the i n f l u e n c e r  is revealed as the 

main predictor of buyer d e c i s i o n s . It cannot be denied that social meldia can i n v o l v e  

c o n t e n t  on social media that can increase p u r c h a s e  i n t e n t i o n s  and can be used as an 

efficient marketing tactic to increase trust. Based on the existing phenomena and the background described 

above, researcher are interested in researche "Thel In f l ue n ce  of Social Media Marketing Activities on 

Customer Loyalty as a M e d i a t i n g  V a r i a b l e  for Brand T r u s t  & Brand Equity on S a m s u n g  

Brand Smartphones in Padang City". 

 

 

LITERATURE REVIEW 

Customer Loyalty 

Customer loyalty Customer l o y a l t y  is a culstomelr's delelp intelrelst in pulrchasing a 

produlct, selrvicel, brand and organization (Wang & Wul, 2012). Culstomelr loyalty is an 

important belhavior that deltelrminels thel fultulrel sulccelss of a brand (Christian elt al., 2021). 

Culstomelr loyalty has belcomel a long- telrm asselt that shows a good rellationship beltweleln 

culstomelrs and opelrators providing selrvicels and produlcts (Mulrsid & Wul, 2021). Indicators of 

Culstomelr Loyalty Adriani Kulsulmawati & Sri Rahulyul, 2019: 

a. Relvisit Intelntion 

b. Positivel Word of Moulth 

c. Relcommelndations 

 

According to (Priansa 2017), selvelral factors influlelncel brand loyalty, inclulding: 

a. Valulel and Pricel 

b. Imagel 

c. Convelnielncel and elasel 

d. Qulality Loyalty 

e. Culstomelr Satisfaction 

f. Loyalty Selrvicel 

g. Gularantelel 

h. Brand Trulst 
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Social Media Marketing Activities 

Meldia Social Markelting Activitiels is contelnt that contains information crelateld by peloplel 

who ultilizel pulblishing telchnology, is velry elasy to accelss and is intelndeld to facilitatel 

commulnication, influlelncel and intelraction with othelr peloplel and with thel gelnelral pulblic 

(Belrnardo elt al., 2022). Social meldia will stop if no ulselrs fill in thel contelnt. Thel charactelristics of 

social meldia arel that melssagels arel convelyeld not only to onel pelrson bult can bel selnt to many 

peloplel, melssagels dellivelreld telnd to bel fastelr compareld to othelr meldia, thelrel is 

intelraction with many partiels, making this meldia morel livelly. Social meldia can takel thel form 

of forulms, microblogging, social neltworking and social bookmarking. Indicators of Social Meldia 

Markelting Activitiels According to (Kim and KO, 2012): 

a. Trelndinelss 

b. Culstomisation 

c. Word of Moulth (WOM) 

 

Brand Trust 

Khadim elt al. (2018) s t a te l  that trulst is a positivel hopel that othelr peloplel will not act 

opportulnistically. From this delfinition, it can bel elxplaineld that trulst is a shareld hopel that is 

maintaineld by an individulal whosel words movel from onel party to anothelr to bel trulsteld. 

Trulst is bulilt with confidelncel in relliability and honelsty from onel sidel to anothelr. 

Chauldhulri & Holbrook in Seltiawan (2020) culstomelr trulst consists of foulr indicators, namelly: 

a. Trulst in brand 

b. Brand relliability 

c. Brand honelsty 

d. Brand safelty 

 

Brand Equitiy 

According to Wantini & Yuldiana (2021), brand is delfineld as a culstomelr's pelrspelctivel on 

brand relpultation. Wheln a particullar brand has a good relpultation, it melans that thel brand has 

thel potelntial to havel high brand elqulity. According to Larochel elt al., (2012); Sadelk elt al., 18 

(2018); Selo elt al., (2020); Selo & Park, (2018) brand elqulity is a selt of brand asselts and liabilitiels 

rellateld to thel brand, its namel and symbols, which add to or sulbtract from thel valulel provideld 

by a produlct or selrvicel to a company and/or that company's culstomelrs. In this relselarch, 

selvelral indicators adapteld from (Majeleld elt al., 2021) will bel ulseld, namelly: 

a. Elasy to relcognizel brand 

b. Trulst brand company 

c. Brand is thel first choicel 

d. High brand qulality 

 

Social Media Marketing Activities on Brand Trust 

Relselarch condulcteld by Ibrahim & Aljarah (2018) stateld that social meldia markelting 

activitiels havel a significant rellationship with brand trulst. Relselarch condulcteld by Anggraelni elt 

al., (2019) and Zullfikar & Mikhriani, (2017) stateld that social meldia markelting activitiels havel a 

significant positivel elffelct on brand trulst. As a relsullt, thel hypothelsels arel: 

H1: Social meldia markelting activitiels havel a significant positivel elffelct on brand trulst. 

 

Social Media Marketing on Brand Equity 

Relselarch condulcteld by Wantini & Yuldiana (2021) statels that Social Meldia Markelting 

Activitiels havel a positivel and significant elffelct on Brand Elqulity. Relselarch condulcteld by 

Rahayul (2021) also statels that Social Meldia Markelting Activitiels havel a positivel and significant 

elffelct on Brand Elqulity. As a relsullt, thel hypothelsels arel: 

H2: Social Meldia Markelting Activitiels have a positivel and significant elffelct on Brand Elqulity 
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Social Media Marketing Activities on Customer Loyalty 

Relselarch condulcteld by Anggraelni & Djulwita (2019) elxplains that Social Meldia 

Markelting Activitiels havel a positivel and significant elffelct on Culstomelr Loyalty. Relselarch 

condulcteld by Swimbawa & Lelmy (2023) statels that Social Meldia Markelting Activitiels havel a 

positivel and significant elffelct on Culstomelr Loyalty. As a relsullt, thel hypothelsels arel: 

H3: Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Culstomelr 

Loyalty. 

 

Brand Trust on Brand Equity 

Brand Trulst and brand elqulity sulpport elach othelr. Brand Trulst is an important foulndation 

in bulilding strong brand elqulity, and strong brand elqulity, in tulrn, can maintain and strelngtheln 

consulmelr trulst in a brand. Companiels that sulccelssfullly bulild and maintain consulmelr trulst 

ulsulally havel highelr brand elqulity and arel morel profitablel. As a relsullt, thel hypothelsels arel: 

H4: Brand Trulst havel a positivel and significant elffelct on Brand Elqulity 

 

Brand Trust on Cutomer Loyalty 

Relselarch condulcteld by Rini & Sullistyawati (2014) stateld that Brand Trulst has a 

positivel and significant elffelct on Culstomelr Loyalty. Relselarch condulcteld by Anggraelni & 

Djulwita (2019) statels that Brand Trulst has a positivel and significant elffelct on Culstomelr Loyalty. 

As a relsullt, thel hypothelsels arel:  

H5: Brand Trulst has a positivel and significant elffelct on Culstomelr Loyalty. 

 

Brand Equity terhadap Cutomer Loyalty 

Relselarch condulcteld by Wantini & Yuldiana (2021) statels that Brand Elqulity has a positivel 

and significant elffelct on Culstomelr Loyalty. As a relsullt, thel hypothelsels arel: 

H6: Brand Elqulity has a positivel and significant elffelct on Culstomelr Loyalty 

 

Social Media Marketing Activities on Customer Loyalty mediation by Brand Trust. 

Research condulcteld by Anggraelni & Djulwita (2019) stateld that Social Meldia Markelting 

Activitiels had a positivel and significant elffelct on Culstomelr Loyalty meldiation by Brand Trulst. 

In this relselarch, it is elxplaineld that social meldia markelting activitiels, sulch as direlct 

intelractions, spelcial offelrs, and rellelvant contelnt, play an important rolel in bulilding 

consulmelr trulst in brands. As a relsullt, thel hypothelsels arel: 

H7: that Social Meldia Marketing Activitiels had a positivel and significant elffelct on Culstomelr 

Loyalty meldiation by Brand Trulst. 

 

Social Media Marketing Activities on Customer Loyalty mediation by Brand Equity. 

Relselarch condulcteld by Wantini, El., & Yuldiana, F. El (2021) statels that Social Meldia 

Markelting Activitiels havel a positivel and significant elffelct on Culstomelr Loyalty, meldiateld by 

Brand Elqulity. In this relselarch, it is elxplaineld that social meldia markelting activitiels, sulch as 

activel intelractions, intelrelsting contelnt, and spelcial offelrs, play a rolel in bulilding brand Elqulity. 

As a relsullt, thel hypothelsels arel: 

H8: Social Meldia Marketing Activitiels havel a positivel and significant elffelct on Culstomelr Loyalty 

meldiation by Brand Elqulity. 
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Figulrel 1. Concelptulal Framelwork 

 

METHOD 

The type of relselarch applied is qulantitativel relselarch. Qulantitativel data is a data 

modell that is melasulreld or calcullateld direlctly with information as melasulreld by nulmbelrs 

(Sulgiyono, 2016). Thel primary data soulrcel in this stuldy is data obtaineld from qulelstionnairels 

filleld oult by relselarch samplels from preldeltelrmineld popullations. Thel total samplel used in 

this stuldy was 193 samplels. This relselarch ulsels non-probability sampling telchniqulel. Thel stylel 

of data collelction ulseld in this stuldy was in thel form of a qulelstionnairel which was melasulreld 

ulsing a Likelrt Scalel. Data analysis ulseld in this relselarch is SmartPLS 4.0 softwarel. 

Thel data that has beleln collelcteld throulgh thel qulelstionnairel will bel analyzeld ulsing 

thel Strulctulral Elqulation Modelling (SElM) melthod with thel Partial Lelast Sqularel path 

modelling (PLS) typel. Fulrthelrmorel, thel data will bel analyzeld ulsing SmartPLS 4. PLS softwarel 

which can simulltaneloulsly telst thel melasulrelmelnt modell and variant-baseld telsting modell. 

According to Ghozali and Latan (2015) in thel book Hamid & Anwar (2019) thel pulrposel of PLS-

SElM is to delvellop thelory or bulild thelory (preldictivel orielntation). PLS is ulseld to elxplain 

whelthelr thelrel is a rellationship beltweleln latelnt variablels (preldictions). PLS is a powelrfull 

analytical melthod belcaulsel it doels not assulmel thel data mulst bel of a celrtain scalel of 

melasulrelmelnt, thel nulmbelr of samplels is small.Thel data analysis model in this stuldy is 

divideld into two, namelly delscriptivel analysis and infelrelntial analysis. 

 

RESULTS AND DISCUSSION 

This stuldy elmploys mulltivariatel analysis in conjulnction with strulctulral elqulation 

modelling (SElM). SElM is a telchniqulel used to analyze ulnobselrveld variablels (variablels that 

cannot be m e a s u r e d ) and calcullatel m e a s u r e m e n t  elrrors. Thel SElM approach is ulseld in 

this stuldy and is baseld on Partial Lelast Sqularels (SElM-PLS). This melthod is ulseld with small 

samplel sizels. Thel SElM-PLS melthod is a typel of caulsal modelling that aims to maximizel thel 

critelria for thel variation of thel Iatelnt variablel that can bel elxplaineld by thel preldictor. Thel 

SmartPLS softwarel was ulseld for thel analysis. 

The validity and relliability of thel instrulmelnt beling telsteld welrel asselsseld dulring thel 

telst of thel telst melasulrelmelnt modell (oultelr modell). Thel validity telst is pelrformeld to 

delmonstratel thel elxtelnt to which thel melasulring instrulmelnt is capablel of melasulring what is 
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delsireld. Thel pulrposel of thel validity telst is to melasulrel thel qulality of thel instrulmelnt and 

delmonstratel thel instrulmelnt's validity, as welll as how welll a concelpt can bel delfineld by thel 

melasulrel (Hair elt al. 2018). Thel validity telst is baseld on convelrgelnt validity, which relqulirels 

that thel factor loading bel grelatelr than 0.7 and thel avelragel elxtracteld variancel (AVEl) bel 

grelatelr than 0.5. This stuldy's validity telst is thel minimulm valulel for construlct validity telst. 

Tablel 1 shows thel relsullts for thel oultelr loading: 

 

Table 1. Oultelr Loading 

 

Brand Equity (Z2) Brand Trust 

(Z1) 

Customer Loyalty 

(Y) 
SMM Activities (X) 

BEl1 0.733    

BEl2 0.752    

BEl3 0.763    

BEl4 0.808    

BT1  0.726   

BT2  0.788   

BT3  0.808   

BT4  0.824   

CL1   0.799  

CL3   0.738  

CL4   0.780  

CL5   0.863  

SMMA1    0.780 

SMMA3    0.768 

SMMA4    0.792 

SMMA5    0.762 

SMMA6    0.748 

Soulrcel: Primary Data 2024 

 

According to Table 1, a f t e r  r e m o v i n g  indicators with value l e s s  than 0.7, the values of all 

indicators were greater than 0.7. Convergent validity value is correct. 

 

Tabell 2. Oultpult AVE 

 

 Average variance extracted (AVE) 

Brand Elqulity (Z2) 0.584 

Brand Trulst (Z1) 0.620 

Customer Loyalty (Y) 0.634 

SMM Activitiels (X) 0.593 

Source: Primary Data 2024 

 

According to Table 2, if the AVE v a l u e  of all variables is greater than 0.5, the c o n v e r g e n t  

validity is said to be valid. 
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Tabell 3. Cross Loading Value 

 

 Brand Equity 

(Z2) 

Brand Trust 

(Z1) 

Customer Loyalty 

(Y) 

SMM Activities 

(X) 

BEl1 0.733 0.517 0.489 0.558 

BEl2 0.752 0.633 0.553 0.529 

BEl3 0.763 0.658 0.597 0.511 

BEl4 0.808 0.595 0.611 0.557 

BT1 0.545 0.726 0.520 0.385 

BT2 0.637 0.788 0.587 0.583 

BT3 0.659 0.808 0.597 0.511 
BT4 0.638 0.824 0.566 0.573 

CL1 0.609 0.584 0.799 0.543 

CL3 0.563 0.522 0.738 0.453 

CL4 0.509 0.499 0.780 0.533 

CL5 0.660 0.675 0.863 0.626 

SMMA1 0.538 0.504 0.536 0.780 

SMMA3 0.568 0.505 0.518 0.768 

SMMA4 0.578 0.554 0.539 0.792 

SMMA5 0.509 0.447 0.481 0.762 

SMMA6 0.510 0.515 0.543 0.748 

Soulrcel: Primary Data 2024 

 

Table 3 shows that the variablel's score (correllation) to the indicator is highelr than the variablel's 

score (correllation) to other indicators. It can be c o n c l u d e d  that all of the indicators tested in the 

s t u d y  have discriminant validity. 

 

Tabel 4. Cronbach Alpha dan Composite Relliability 

 Cronbach's alpha Composite reliability (rho_a) 

Brand Elqulity (Z2) 0.763 0.765 

Brand Trulst (Z1) 0.796 0.801 

Culstomelr Loyalty (Y) 0.807 0.818 

SMM Activitiels (X) 0.829 0.830 

Source: Primary Data 2024 

 

According to Table 4, the variable has good relliability or is capable of melasulring its construlct. A 

variablel is said to bel qulitel relliablel if its Cronbach alpha valule is grelatelr than 0.6 and its 

compositel relliability is grelatelr than 0.7 (Weltrs elt al. 1974, citeld in (Sofyani & Ulmy, n.d.). 

 

Tabell 5. R Square 

 R-square Kriteria 

Brand Equlity (Z2) 0.682 Strong 

Brand Trulst (Z1) 0.433 Modelratel 

Culstomelr Loyalty (Y) 0.629 Modelratel 

Soulrcel: Primary Data 2024 

 

Based on Table 5, it shows that the R Sqularel valulel of the Brand Elqulity variable is 0.682, this 

valulel statels that the Brand Elqulity variablel can be elxplaineld by the Social Meldia Markelting 
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Activitiels variable of 68.2% while the relmaining 31.8% is elxplaineld by othelr variablels not 

incluldeld in this relselarch. Thel R Sqularel valulel of thel Brand Trulst variablel is 0.433, this valule 

statels that thel Brand Trulst variablel can bel elxplaineld by thel Social Meldia Markelting Activitiels 

variablel of 43.3% and thel relmaining 56.7% is elxplaineld by othelr variablels not incluldeld in this 

relselarch. Apart from that, thel R sqularel of thel Culstomelr Loyalty variablel is 0.629, this valulel 

statels that thel pulrchasel intelrelst variablel can bel elxplaineld by thel Social Meldia Markelting 

Activitiels, Brand Elqulity and Brand Trulst variablels of 62.9% and thel relmaining 37.1% is 

elxplaineld by othelr variablels not incluldeld in this relselarch. 

Tabell 6. Path Coelfficient 

 Original 

                              Sample  
T Statistics P Values 

SMM Activitiels (X) -> Brand Trulst (Z1) 0.658 10.570 0.000 
SMM Activitiels (X) -> Brand Elqulity (Z2) 0.324 4.327 0.000 

SMM Activitiels (X) -> Culstomelr Loyalty (Y) 0.258 3.273 0.001 

Brand Trulst (Z1) -> Brand Elqulity (Z2) 0.576 7.768 0.000 

Brand Trulst (Z1) -> Culstomelr Loyalty (Y) 0.298 3.394 0.001 

Brand Elqulity (Z2) -> Culstomelr Loyalty (Y) 0.323 3.963 0.000 

Soulrcel: Primary Data 2024 

 

It is concluldeld from Tablel 6 and thel relsullts of statistical analysis ulsing PLS that : 

1. Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Brand Trulst. 

In Tablel 6 Social Meldia Markelting Activitiels havel a positivel and significant influlelncel on 

Brand Trulst belcaulsel thel valulel obtaineld from hypothelsis telsting in Tablel 21 shows a T 

statistic valulel of 10.570 or > 1.96, a P valulel of 0.000 or < 0.05 and an original samplel valulel 

of 0.658. Thel relselarch relsullts idelntifield that thel first hypothelsis was accelpteld, namelly 

that Social Meldia Markelting Activitiels had a positivel and significant elffelct on Brand 

Trulst.Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Brand 

Elqulity. 

2. Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Brand Elqulity. 

In Table 6 Social Meldia Markelting Activitiels havel a positivel and significant influlelncel on 

Brand Elqulity belcaulsel the valule obtaineld from hypothelsis telsting in Tablel 21 shows a 

T statistic valulel of 4,327 or > 1.96, a P valulel of 0.000 or < 0.05 and thel original samplel valulel 

0.324. Thel relselarch relsullts idelntifield that thel selcond hypothelsis was accelpteld, 

namelly that Social Meldia Markelting Activitiels had a positivel and significant elffelct on 

Brand Elqulity. 

3. Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Culstomelr 

Loyalty 

In Tablel 6, Social Meldia Markelting Activitiels havel a positivel and significant influlelncel 

on Culstomelr Loyalty belcaulsel thel valulel obtaineld from hypothelsis telsting in Tablel 21 

shows a T statistic valulel of 3,273 or > 1.96, a P valulel of 0.001 or < 0.05 and thel original 

samplel valulel 0.258. Thel relselarch relsullts idelntifield that thel third hypothelsis was 

accelpteld, namelly that Social Meldia Markelting Activitiels had a positivel and significant 

elffelct on Culstomelr Loyalty. 

4. Brand Trulst has a positivel and significant elffelct on Brand Elqulity. 

In Tablel 6, Brand Trulst has a positivel and significant influlelncel on Brand Elqulity belcaulsel 

thel valulel obtaineld from hypothelsis telsting in Tablel 21 shows a T statistic valulel of 

7.768 or > 1.96, a P valulel of 0.000 or < 0.05 and an original samplel valulel of 0.576. Thel 

relselarch relsullts idelntifield that thel foulrth hypothelsis was accelpteld, namelly that Brand 

Trulst had a positivel and significant elffelct on Brand Elqulity. 
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5. Brand Trulst has a positivel and significant elffelct on Culstomelr Loyalty. 

In Tablel 6, Brand Trulst has a positivel and significant influlelncel on Culstomelr Loyalty 

belcaulsel thel valulel obtaineld from hypothelsis telsting in Tablel 21 shows a T statistic 

valulel of 3.394 or > 1.96, a P valulel of 0.001 or < 0.05 and an original samplel valulel of 0.298. 

Thel relselarch relsullts idelntifield that thel fifth hypothelsis was accelpteld, namelly that 

Brand Trulst had a positivel and significant elffelct on Culstomelr Loyalty. 

6. Brand Elqulity has a positivel and significant elffelct on Culstomelr Loyalty. 

In Tablel 6, Brand Elqulity has a positivel and significant influlelncel on Culstomelr Loyalty 

belcaulsel thel valulel obtaineld from hypothelsis telsting in Tablel 21 shows a T statistic 

valulel of 3.963 or > 1.96, a P valulel of 0.000 or < 0.05 and an original samplel valulel of 0.323. 

Thel relselarch relsullts idelntifield that thel sixth hypothelsis was accelpteld, namelly that 

Brand Elqulity had a positivel and significant elffelct on Culstomelr Loyalty. 

 

Tabell 7. Indirelct Elffelct 

Original Sample T Statistics P Values 

SMM Activitiels (X) -> Brand Trulst (Z1) 

-> Culstomelr Loyalty (Y) 

 

0.196 

 

3.525 

 

0.000 
SMM Activitiels (X) -> Brand Elqulity 

(Z2) -> Culstomelr Loyalty (Y) 
 

0.105 
 

2.879 
 

0.004 

Source: Primary Data 2024 

 

It is concluldeld from Table 7 and the r e s u l t s  of statistical analysis using PLS that : 

 

1. Social Meldia Markelting Activitiels have a positive and significant effect on Customer Loyalty, 

meldiation by Brand Trulst. 

In Table 7, Social Meldia Markelting Activitiels havel a positive and significant elffelct on 

Culstomelr Loyalty meldiatin by Brand Trulst belcaulse the valule obtaineld from 

hypothelsis telsting in Tablel 22 shows a T statistic valule of 3.525 or > 1.96, a P valulel of 

0.000 or < 0.05 and original samplel valulel 

0.196. The relselarch relsullts idelntifield that the selvelnth hypothelsis was accelpteld, 

namelly that Social Meldia Markelting Activitiels had a positivel and significant elffelct on 

Culstomelr Loyalty, meldiateld by Brand Trulst. 

2. Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Culstomelr 

Loyalty, meldiation by Brand Elqulity. 

In Tablel 7, Social Meldia Markelting Activitiels have a positivel and significant elffelct on 

Culstomelr Loyalty meldiation by Brand Elqulity belcaulsel thel valulel obtaineld from 

hypothelsis telsting in Tablel 22 shows a T statistic valule of 2,879 or > 1.96, a P valulel of 

0.004 or < 0.05 and original samplel valulel 

0.105. The relselarch relsullts idelntifield that the selvelnth hypothelsis was accelpteld, 

namelly that Social Meldia Markelting Activitiels had a positivel and significant elffelct on 

Culstomelr Loyalty meldiation by Brand Elqulity. 

DISCUSSION 

Aftelr analyzing thel data with thel PLS-SElM analysis telchniqulel, thel following statistical 

procelssing relsullts arel obtaineld to telst the relselarch hypothelsis: 

1. Social Meldia Markelting Activitiels have a positivel and significant elffelct on Brand Trulst. 
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Thel relselarch relsullts show that thel Social Meldia Markelting Activitiels variablel 

has a positivel and significant elffelct on Brand Trulst. Social meldia markelting activitiels 

play a significant rolel in bulilding brand trulst. Throulgh activel intelractions with 

consulmelrs, sulch as posting elngaging contelnt and relsponding to commelnts, brands can 

form closelr rellationships with consulmelrs. Qulick relsponsels to consulmelr qulelstions or 

inpult on social meldia crelatel thel imprelssion that thel brand relally pays attelntion to 

culstomelr nelelds and is relliablel. Additionally, sellelcting rellelvant, high- qulality contelnt, 

along with highlighting culstomelr telstimonials and aulthelntic storiels, hellps bulild brand 

creldibility and aulthelnticity. Consulmelrs who felell confidelnt in a brand's valulels and 

intelgrity telnd to havel highelr lelvells of brand trulst. 

Positivel relvielws and relcommelndations from consulmelrs on social meldia arel 

strong social proof, and can influlelncel consulmelr trulst in a brand. A brand's ability to 

relspond welll to criticism via social meldia shows thel brand's commitmelnt to 

improvelmelnt and improvelmelnt, thelrelby strelngthelning consulmelr confidelncel that 

thel brand can bel rellield on in thel long telrm. This is what forms a strong foulndation in 

bulilding brand trulst in thel minds of consulmelrs. 

Prelviouls relselarch that sulpports thel relsullts of this relselarch is relselarch condulcteld by 

Ibrahim & Aljarah (2018) which statels that social meldia markelting activitiels havel a 

significant rellationship with brand trulst. Relselarch condulcteld by Anggraelni elt al., (2019) 

and Zullfikar & Mikhriani, (2017) stateld that social meldia markelting activitiels havel a 

significant positivel elffelct on brand trulst. This relsearch elxplains that social meldia is a 

melans of intelracting, elxchanging information, delbating aboult a produlct or selrvicel to 

increlasel trulst in thel ulsel of social meldia as a markelting tool to belcomel an altelrnativel 

for companiels to achielvel bulsinelss goals. 

 

2. Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Brand Elqulity. 

Thel relselarch relsullts show that thel Social Meldia Markelting Activitiels variablel 

has a positivel and significant elffelct on Brand Elqulity. Social meldia markelting activitiels that 

ultilizel social meldia platforms to commulnicatel, intelract and elngagel with culstomelrs 

telnd to increlasel Brand Elqulity. Throulgh Social Meldia Markelting Activitiels, companiels 

can providel addeld valulel and positivel elxpelrielncels to culstomelrs, which theln 

increlasels consulmelr belhavioral relsponsels to thel brand. 

Social Meldia Markelting Activitiels that arel consistelnt on social meldia can also 

crelatel a positivel imprelssion attacheld to thel brand. Social meldia ulselrs who arel 

continuloulsly elxposeld to sulch markelting contelnt telnd to form positivel pelrcelptions and 

associatel thel brand with satisfying elxpelrielncels. This is thel main kely in increlasing Brand 

Elqulity, belcaulsel thelsel positivel bellielfs and associations direlctly increlasel thel valulel 

and attractivelnelss of thel brand in thel elyels of consulmelrs. Thuls, Social Meldia 

Markelting Activitiels not only strelngtheln culstomelr intelractions, bult also play an 

important rolel in forming and increlasing brand elqulity, so that thely can crelatel a 

sulstainablel positivel impact for thel company. 

Prelviouls relselarch that sulpports thel relsullts of this relselarch is relselarch 

condulcteld by Wantini & Yuldiana (2021) which statels that Social Meldia Markelting Activitiels 

havel a positivel and significant elffelct on Brand Elqulity. Relselarch condulcteld by Rahayul 

(2021) also statels that Social Meldia Markelting Activitiels havel a positivel and significant 

elffelct on Brand Elqulity. This relselarch elxplains that Social Meldia Markelting activitiels 

seleln from thel dimelnsions of elntelrtainmelnt, intelraction, trelndinelss, culstomization, and 

word-of-moulth havel a positivel influlelncel on Brand Elqulity. Throulgh social meldia 

platforms, brands can elxpand thelir relach and increlasel consulmelr awarelnelss of thelir 

produlcts or selrvicels. Direlct intelraction with culstomelrs allows for thel formation of closelr 

rellationships, strelngthelning Brand Elqulity. 

 



Chair Chairani, Dwita Vidyarini / Journal of Small and Medium Enterprises, Vol.3 (No),1 2024, 40-56 

12 

 

 

3. Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Culstomelr  

Loyalty Social Meldia Markelting Activitiels play a kely rolel in strelngthelning 

Culstomelr Loyalty throulgh variouls stratelgiels that ultilizel direlct intelraction and contelnt 

crelativity. Throulgh qulick relsponsels to culstomelr inquliriels and pulblication of 

rellelvant contelnt, Social Meldia Markelting Activitiels can bulild strong rellationships and 

elnsulrel ongoing elngagelmelnt. Variouls programs on social meldia sulch as gift 

programs, elxclulsivel  promotions, and loyalty programs advelrtiseld throulgh social 

meldia providel incelntivels for loyal culstomelrs, thelrelby crelating a strong bond beltweleln 

consulmelrs and produlcts. By lelvelraging social meldia analytics tools, bulsinelssels can 

melasulrel thel elffelctivelnelss of thelir campaigns, relspond to culstomelr feleldback, and 

proactivelly adjulst thelir stratelgiels to strelngtheln thel culstomelr elxpelrielncel, thelrelby 

increlasing Culstomelr Loyalty. 

Prelviouls relselarch that sulpports thel relsullts of this relselarch is relselarch 

condulcteld by Anggraelni & Djulwita (2019) which elxplains that Social Meldia Markelting 

Activitiels havel a positivel and significant elffelct on Culstomelr Loyalty. Relselarch 

condulcteld by Swimbawa & Lelmy (2023) statels that Social Meldia Markelting Activitiels 

havel a positivel and significant elffelct on Culstomelr Loyalty. In this relselarch, it is 

elxplaineld that markelting activitiels on social meldia, sulch as direlct intelractions and spelcial 

offelrs, crelatel elngagelmelnt and additional valulel that improvels thel rellationship 

beltweleln brands and culstomelrs. By providing positivel elxpelrielncels and relsponding to 

individulal nelelds, social meldia hellps bulild elmotional bonds, thelrelby increlasing 

culstomelr loyalty. 

 

4. Brand Trulst has a positivel and significant elffelct on Brand Elqulity 

Consulmelrs' strong trulst in a brand crelatels a solid foulndation for bulilding and 

increlasing ovelrall brand valulel. Wheln consulmelrs arel confidelnt that a brand will 

dellivelr thel promiseld qulality, providel a positivel elxpelrielncel, and melelt thelir 

elxpelctations, it crelatels a delelp elmotional bond. This trulst not only increlasels consulmelr 

loyalty, bult also strelngthelns thel brand imagel and positivel pelrcelption in thel elyels of 

thel markelt. 

In addition, Brand Trulst also contribultels to thel corel ellelmelnts of Brand Elqulity, 

sulch as brand awarelnelss, pelrceliveld qulality, brand associations, and consulmelr loyalty. 

Consulmelrs who bellielvel in a brand telnd to belcomel loyal brand advocatels, elxpanding 

thel brand's relach throulgh positivel relcommelndations. Thuls, bulilding and maintaining 

brand trulst is a stratelgic kely in managing and increlasing ovelrall Brand Elqulity, so as to 

increlasel Brand Elqulity.In rellationship markelting, trulst is nelcelssary to initiatel and 

maintain rellationships, trulst delvellops from prelviouls elxpelrielncel and contribultels to 

bulilding brand knowleldgel and associations. Thelrelforel, it strelngthelns thel asselts of thel 

company as indicateld by brand elqulity (Amblelr 1997; Dellgado-Ballelstelr & Mulnulelra-

Alelm an, 2005). 

Brand Trulst and brand elqulity sulpport elach othelr. Brand Trulst is an important 

foulndation in bulilding strong brand elqulity, and strong brand elqulity, in tulrn, can 

maintain and strelngtheln consulmelr trulst in a brand. Companiels that sulccelssfullly bulild 

and maintain consulmelr trulst ulsulally havel highelr brand elqulity and arel morel 

profitable. 

 

5. Brand Trulst has a positivel and significant elffelct on Culstomelr Loyalty. 

Brand Trulst is a crulcial factor in forming positivel rellationships beltweleln 

consulmelrs and companiels. Wheln consulmelrs pelrcelivel a brand's relliability, intelgrity, 

and consistelnt qulality, thely telnd to delvellop high lelvells of trulst. This crelatels a strong 

basis for forming culstomelr loyalty, whelrel consulmelrs felell comfortablel and confidelnt to 



Chair Chairani, Dwita Vidyarini / Journal of Small and Medium Enterprises, Vol.3 (No),1 2024, 40-56 

13 

 

 

continulel choosing produlcts or selrvicels from that brand. This trulst not only crelatels 

transactional rellationships, bult also bulilds delelp elmotional bonds with consulmelrs, 

thelrelby increlasing culstomelr loyalty. 

With Brand Trulst, culstomelrs arel not julst bulyelrs, bult also loyal sulpportelrs of a 

brand. Brands that arel ablel to bulild high lelvells of trulst in thelir consulmelrs will 

elxpelrielncel positivel impacts, sulch as increlaseld culstomelr reltelntion, increlaseld 

pulrchasel frelqulelncy, and positivel relcommelndations to othelrs. This trulst will 

ulltimatelly givel risel to culstomelr loyalty to thel brand. Prelviouls relselarch that sulpports 

thel relsullts of this relselarch is relselarch condulcteld by Rini & Sullistyawati (2014) which 

statels that Brand Trulst has a positivel and significant elffelct on Culstomelr Loyalty. Relselarch 

condulcteld by Anggraelni & Djulwita (2019) statels that Brand Trulst has a positivel and 

significant elffelct on Culstomelr Loyalty. In this relselarch, it is elxplaineld that wheln 

consulmelrs havel high trulst in a brand, thely telnd to felell morel comfortablel and 

confidelnt in pulrchasing produlcts or ulsing selrvicels from that brand. This trulst crelatels a 

strongelr connelction beltweleln thel brand and thel consulmelr, minimizels ulncelrtainty, and 

motivatels consulmelrs to choosel thel brand consistelntly. Thuls, elstablishing Brand Trulst is 

an important kely in bulilding and maintaining culstomelr loyalty. Brand Elqulity has a 

positivel and significant elffelct on Culstomelr Loyalty. 

Strong Brand Elqulity crelatels an elmotional bond and trulst, motivating consulmelrs to 

relpelateldly choosel produlcts or selrvicels from a particullar brand. When consumers 

idelntify a brand with positive awarelnelss, a favorablel imagel, and consistent pelrcelptions 

of qulality, thely arel more likelly to relmain loyal to that brand. With solid Brand Elqulity, a 

closelr rellationship is crelateld beltweleln brands and consulmelrs, relsullting in highelr 

culstomelr reltelntion. In celrtain indulstrial contelxts, thel positivel influlelncel of Brand 

Elqulity on Culstomelr Loyalty can bel seleln throulgh increlasing pulrchase. frelqulelncy, 

relcommelndations to othelrs, and positive relsponsels to brand initiativels. So, it can be 

concluded that strong Brand Elqulity has an important role in increasing customer loyalty. 

Prelviouls research that supports the r e s u l t  of this relselarch is relselarch 

condulcteld by Wantini & Yuldiana (2021) which statels that Brand Elqulity has a positive and 

significant elffelct on Culstomelr Loyalty. This relselarch elxplains that Brand Elqulity 

incluldels consulmelrs' positivel pelrcelptions of thel brand, brand awarelnelss, brand loyalty, 

and thel valulels associateld with thel brand. A strong Brand Elqulity makels consulmelrs 

felell morel attacheld to thel brand, felell that thel brand's produlcts or selrvicels providel 

belttelr valulel, and telnd to choosel it consistelntly. Thelrelforel, thelrel is a positivel 

rellationship beltweleln good Brand Elqulity and highelr lelvells of culstomelr loyalty. Brands 

that sulcceleld in bulilding strong Brand Elqulity havel an advantagel in reltaining culstomelrs 

and increasing consulmelr loyalty. 

 

6. Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Culstomelr 

Loyalty, meldiation by Brand Trulst. 

Throulgh markelting activitiels on social meldia, a brand can intelract direlctly with 

consulmelrs, providel rellelvant contelnt, and relspond qulickly to feleldback. All of this 

contribultels to forming a positivel consulmelr pelrcelption of thel brand. Wheln consulmelrs 

felell connelcteld to a brand throulgh positivel social meldia intelractions, thelir lelvell of trulst 

in thel brand increlasels. 

Brand Trulst which continulels to increlasel is thel kely in linking social meldia 

markelting activitiels with thel lelvell of culstomelr loyalty. Consulmelrs who havel high trulst 

in a brand telnd to pelrcelivel highelr valulel in thelir rellationship with thel brand. Markelting 

activitiels on social meldia can strelngtheln brand imagel, transparelncy and consistelnt 

commulnication, all factors that form Brand Trulst. As Brand Trulst increlasels, consulmelrs 

arel morel likelly to relmain loyal, makel relpelat pulrchasels, and elveln sharel thelir 
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positivel elxpelrielncels with othelrs. Thelrelforel, it can bel concluldeld that markelting 

activitiels via social meldia havel a positivel and significant impact on Culstomelr Loyalty, 

with Brand Trulst as an intelrmeldiary that strelngthelns this rellationship. 

Previous relselarch that sulpports thel relsullts of this relselarch is relselarch 

condulcteld by Anggraelni & Djulwita (2019) which statels that Social Meldia Markelting 

Activitiels havel a positivel and significant elffelct on Culstomelr Loyalty meldiateld by Brand 

Trulst. In this relselarch, it is elxplaineld that social meldia markelting activitiels, sulch as direlct 

intelractions, spelcial offelrs, and rellelvant contelnt, play an important rolel in bulilding 

consulmelr trulst in brands. Wheln consulmelrs havel high trulst (Brand Trulst) in a brand 

throulgh positivel intelractions on social meldia, this telnds to increlasel thelir loyalty to that 

brand. Meldiation by Brand Trulst shows that a high lelvell of consulmelr trulst is thel 

main bridgel connelcting social meldia markelting activitiels with culstomelr loyalty. 

 

7. Social Meldia Markelting Activitiels havel a positivel and significant elffelct on Culstomelr 

Loyalty, meldiation by Brand Elqulity. 

Markelting activitiels via social meldia that p r o v i d e  rellelvant contelnt, fast relsponsels 

and elngageld intelractions, contribultel to increlasing Brand Elqulity of a brand. Thelsel 

activitiels can crelatel belttelr brand awarelnelss among consulmelrs, shapel a positivel 

imagel, and commulnicatel brand valulels elffelctivelly. Increlaseld Brand Elqulity incluldels 

aspelcts sulch as pelrceliveld qulality, brand ulniqulelnelss, and positivel associations, crelating 

a solid foulndation for thel rellationship beltweleln thel brand and consulmelrs.  

High Brand Elqulity theln belcomels a kely factor in increlasing Culstomelr Loyalty. 

Consulmelrs telnd to bel morel loyal to brands that arel considelreld to havel good qulality, 

arel ulniqulel and havel positivel associations. By having strong Brand Elqulity throulgh 

Social Meldia Markelting Activitiels, brands can motivatel consulmelrs to makel relpelat 

pulrchasels, providel long-telrm sulpport, and elveln promotel thel brand to othelrs. 

Thelrelforel, it can bel concluldeld that Social Meldia Markelting Activitiels can positivelly 

influlelncel Brand Elqulity and ulltimatelly increlasel Culstomelr Loyalty. 

Prelvious research that supports thel r e s u l t s  of this research is relselarch condulcteld by 

Wantini, El., & Yuldiana, F. El (2021) which statels that Social Meldia Markelting Activitiels 

havel a positivel and significant elffelct on Culstomelr Loyalty meldiateld by Brand Elqulity. In 

this relselarch, it is elxplaineld that social meldia markelting activitiels, sulch as activel 

intelraction, intelrelsting contelnt, and spelcial offelrs, play a rolel in bulilding brand valulel 

(Brand Elqulity). Brand Elqulity, which incluldels brand awarelnelss, pelrceliveld valulel, and 

brand imagel, theln belcomels thel bridgel that connelcts social meldia markelting activitiels 

with thel lelvell of culstomelr loyalty. In othelr words, by bulilding strong Brand Elqulity 

throulgh social meldia, brands arel ablel to increlasel consulmelr loyalty, belcaulsel consulmelrs 

felell connelcteld to thel positivel valulels and image of the brand. As a meldiator, Brand 

Elqulity is a kely factor that strelngthelns thel rellationship beltweleln social meldia 

markelting activitiels and highelr lelvells of culstomelr loyalty. 

CONLUSION 
Baseld on thel relsullts of thel hypothelsis telsting analysis, thel influlelncel of social 

meldia markelting activitiels on culstomelr loyalty as a meldiating variablel for brand trulst & 

brand elqulity on Samsulng brand smartphonels in Padang City is as follows that Social Meldia 

Markelting Activitiels havel a positivel and significant elffelct on Brand Trulst on Samsulng 

brand smartphonels in Padang City. Social Meldia Markelting Activitiels havel a positivel and 

significant elffelct on Brand Elqulity on Samsulng brand smartphonels in Padang City. Social 

Meldia Markelting Activitiels havel a positivel and significant elffelct on Culstomelr Loyalty on 

Samsulng brand smartphonels in Padang City. Brand Trulst has a positivel and significant 

elffelct on Brand Elqulity on Samsulng brand smartphonels in Padang City. Brand Trulst has a 
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positivel and significant elffelct on Culstomelr Loyalty on Samsulng brand smartphonels in 

Padang City. Brand Elqulity has a positivel and significant elffelct on Culstomelr Loyalty on 

Samsulng brand smartphonels in Padang City. Social Meldia Markelting Activitiels havel a 

positivel and significant elffelct on Culstomelr Loyalty meldiation by Brand Trulst on Samsulng 

brand smartphonels in Padang City. Social Meldia Markelting Activitiels havel a positivel and 

significant elffelct on Culstomelr Loyalty meldiation by Brand Elqulity on Samsulng brand 

smartphonels in Padang City. 
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