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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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ABSTRACT
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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.

How to cite: Chair Chairani, Dwita Vidyarini (2024). The effect of social media marketing activities on customer loyalty as a mediating
variable for brand trust & brand equity on Samsung brand smartphones in Padang City. Journal of Small and Medium
Enterprises, Vol.3 (No.1),40-56. DOI: 10.24036/jsme.v1il

DROIS

This is an open access article distributed under the Creative Commons 4.0 Attribution License, which permits unrestricted use, distribution, and reproduction in any

NC medium, provided the original work is properly cited. ©2020 by author.

* Corresponding author: Chairaniich@gmail.com


mailto:Chairaniich@gmail.com

Chair Chairani, Dwita Vidyarini / Journal of Small and Medium Enterprises, Vol.3 (N0),1 2024, 40-56

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 thecustomer's best long-term interests, thus
illustrating its positive contribution toloyalty. (Rather & Hollebeek, 2019).

Brand Equality consists of brand recognition. Seo & Park (2018) show that brand recognition has
a substantial influence. The perceived motivational strength of the influencer is revealed as the
main predictor of buyer decisions. It cannot be denied that social meldia can involve
content on social media that can increase purchase intentions 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 Influence of Social Media Marketing Activities on
Customer Loyalty asa Mediating Variable for Brand Trust & Brand Equity on Samsung
Brand Smartphones in Padang City".

LITERATURE REVIEW

Customer Loyalty

Customer loyalty Customer loyalty is a customer's delelp intelrelst in purchasing a
product, selrvice, brand and organization (Wang & Wul 2012). Customer loyalty is an
important behavior that determines thel fultulrel sulccelss of a brand (Christian elt al., 2021).
Culstomelr loyalty has belcomel a long- term asset that shows a good relationship beltwelein
customelrs and operators providing selrvicels and products (Mursid & Wul, 2021). Indicators of
Culstomelr Loyalty Adriani Kusumawati & Sri Rahulyul, 2019:

a. Revisit Intention

b. Positive Word of Mouth

c. Recommendations

According to (Priansa 2017), seivelral factors influlencel brand loyalty, including;:
Valulel and Price

Image

Conveniencel and easel

Qulality Loyalty

Customer Satisfaction

Loyalty Selrvicel

Gularantee

Brand Truist

Se@ "o oo o
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Social Media Marketing Activities
Media Social Marketing Activitiels is content that contains information crelateld by peloplel

who ultilizel publishing technology, is velry elasy to access and is intended to facilitate
communication, influlencel and interaction with other peloplel and with thel genelral public
(Bernardo elt al., 2022). Social media will stop if no ulselrs fill in thel content. Thel characteristics of
social meldia arel that messagels arel convelyeld not only to onel person bult can bel sent to many
pelople, melssagels delivelreld tend to bel faster compared to other media, thelrel is
interaction with many parties, making this media more! lively. Social media can take thel form
of forums, microblogging, social networking and social bookmarking. Indicators of Social Media
Marketing Activities According to (Kim and KO, 2012):

a. Trendinelss

b. Customisation

¢. Word of Moulth (WOM)

Brand Trust
Khadim elt al. (2018) statel that trust is a positive hopel that other peloplel will not act
opportunistically. From this definition, it can bel explaineld that trust is a shared hope that is
maintained by an individual whosel words movel from onel party to another to bel trusted.
Trust is built with confidencel in reliability and honesty from onel sidel to another.
Chaudhuri & Holbrook in Setiawan (2020) customer trust consists of foulr indicators, namely:
a. Trulstin brand

b. Brand reliability
c. Brand honesty
d. Brand safeity

Brand Equitiy

According to Wantini & Yuldiana (2021), brand is delfineld as a culstomer's perspelctivel on
brand reputation. Whein a particular brand has a good reputation, it melans that thel brand has
thel potential to have! high brand elqulity. According to Larochel elt al.,, (2012); Sadek elt al., 18
(2018); Selo elt al., (2020); Selo & Park, (2018) brand elquiity is a selt of brand assetts and liabilities
relateld to thel brand, its namel and symbols, which add to or subtract from thel valulel provided
by a product or selrvicel to a company and/or that company's customers. In this research,
selvelral indicators adapted from (Majeleld elt al., 2021) will bel ulseld, namely:

a. Easy torecognizel brand

b. Truist brand company
c. Brand is thel first choicel
d. High brand quality

Social Media Marketing Activities on Brand Trust

Reselarch conducted by Ibrahim & Aljarah (2018) stated that social media marketing
activities havel a significant relationship with brand trust. Relsearch conducted by Anggraeni elt
al., (2019) and Zulfikar & Mikhriani, (2017) stated that social media marketing activities have a
significant positive elffelct on brand trust. As a relsult, thel hypothesels arel
H1: Social media marketing activities have a significant positive elffelct on brand trust.

Social Media Marketing on Brand Equity
Reselarch condulcteld by Wantini & Yudiana (2021) statels that Social Meldia Marketing
Activities havel a positive and significant elffelct on Brand Elqulity. Relsearch condulcted by
Rahayul (2021) also states that Social Meldia Marketing Activities havel a positive and significant
elffelct on Brand Elquility. As a relsullt, thel hypothelsels arel:
H2: Social Meldia Marketing Activities have a positive and significant elffelct on Brand Eiqulity
4
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Social Media Marketing Activities on Customer Loyalty

Relsearch condulcteld by Anggraeni & Djuwita (2019) explains that Social Media
Marketing Activities havel a positive and significant elffelct on Customer Loyalty. Relselarch
conducted by Swimbawa & Lemy (2023) states that Social Meldia Marketing Activities have a
positive and significant elffelct on Culstomelr Loyalty. As a relsullt, thel hypothelsess arel:
H3: Social Meldia Marketing Activities havel a positive and significant elffelct on Culstomer

Loyalty.

Brand Trust on Brand Equity

Brand Truist and brand elqulity sulpport elach other. Brand Trust is an important foundation
in building strong brand elqulity, and strong brand elqulity, in turn, can maintain and strengthen
consumer trust in a brand. Companies that sulccelssfully build and maintain consumerr trust
usulally havel higher brand elqulity and arel morel profitable. As a relsullt, thel hypotheses arel:
H4: Brand Trusst havel a positive and significant elffelct on Brand Elqulity

Brand Trust on Cutomer Loyalty

Reiselarch condulcteld by Rini & Sulistyawati (2014) stated that Brand Trust has a
positive and significant elffelct on Customer Loyalty. Relselarch conducted by Anggraeni &
Djuwita (2019) states that Brand Trust has a positive and significant elffelct on Culstomelr Loyalty.
As a relsult, thel hypothesels arel:
H5: Brand Trusst has a positive and significant elffelct on Culstomelr Loyalty.

Brand Equity terhadap Cutomer Loyalty

Reselarch condulcted by Wantini & Yuldiana (2021) states that Brand Elqulity has a positive
and significant elffelct on Culstomelr Loyalty. As a relsullt, thel hypothelses arel:
Hé: Brand Elqulity has a positivel and significant elffelct on Culstomelr Loyalty

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

Research conducted by Anggraeni & Djuwita (2019) stated that Social Meldia Marketing
Activities had a positivel and significant elffelct on Culstomelr Loyalty mediation by Brand Truist.
In this relselarch, it is explaineld that social meldia marketing activitiels, sulch as direct
interactions, spelcial offers, and relelvant content, play an important rolel in building
consumer trust in brands. As a relsullt, thel hypotheses arel:

H7: that Social Meldia Marketing Activities had a positive and significant elffelct on Culstomelr

Loyalty mediation by Brand Trulst.

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

Reselarch condulcted by Wantini, El., & Yudiana, F. El (2021) states that Social Meldia
Marketing Activities havel a positive and significant elffelct on Culstomelr Loyalty, meldiateld by
Brand Eiqulity. In this reselarch, it is explaineld that social meldia marketing activities, sulch as
active interactions, intelrelsting content, and special offelrs, play a rolel in building brand Elqulity.
As arelsullt, thel hypotheses arel
HS8: Social Meldia Marketing Activitiels havel a positive and significant elffelct on Culstomelr Loyalty

mediation by Brand Equlity.



Chair Chairani, Dwita Vidyarini / Journal of Small and Medium Enterprises, Vol.3 (N0),1 2024, 40-56

Brand Trust
(21)

SMM
Activities (X)

Customer
Loyalty (Y)

Y

Brand
Equity (Z2)

Figulre 1. Conceptual Framework

METHOD

The type of reselarch applied is quantitative reselarch. Quantitative data is a data
model that is melasulred or calculateld directly with information as melasulreld by numbers
(Sugiyono, 2016). Thel primary data soulrcel in this study is data obtained from qulestionnairels
filleld oult by relselarch samples from preldetermineld populations. Thel total sample used in
this study was 193 samples. This reselarch ulsels non-probability sampling telchniqulel. Thel style
of data collection ulseld in this study was in thel form of a qulelstionnaire which was melasuireld
ulsing a Likeirt Scalel. Data analysis ulseld in this relselarch is SmartPLS 4.0 software.

Thel data that has beleln collected through thel questionnairel will bel analyzed using
thel Structural Elquation Modeling (SEM) method with thel Partial Lelast Sqularel path
modeling (PLS) type. Furthermore, thel data will bel analyzed using SmartPLS 4. PLS software
which can simultaneouisly test thel melasulreiment model and variant-based testing model.
According to Ghozali and Latan (2015) in thel book Hamid & Anwar (2019) thel purposel of PLS-
SEM is to delvelop theory or build theory (predictivel orientation). PLS is ulseld to eixplain
whelthelr thelrel is a relationship beltweleln latent variables (predictions). PLS is a powerful
analytical method belcaulsel it doels not assumel thel data muist bel of a certain scale of
melasurement, thel numbelr of samples is small. Thel data analysis model in this study is
divided into two, namely delscriptivel analysis and inferential analysis.

RESULTS AND DISCUSSION

This study employs multivariate analysis in conjunction with structural elquation
modeling (SEM). SEIM is a telchniqulel used to analyze unobserveld variables (variables that
cannot be measured) and calculatel measurement errors. Thel SEMM approach is ulseld in
this study and is based on Partial Lelast Sqularels (SEIM-PLS). This method is ulseld with small
sample sizes. Thel SEM-PLS method is a type! of causal modeling that aims to maximize thel
criteria for thel variation of thel latent variable that can bel explaineld by thel predictor. Thel
SmartPLS software was ulseld for thel analysis.

The validity and reliability of thel instrument beling telsteld welrel asselssed during thel
telst of thel telst melasulremelnt model (oulter model). Thel validity telst is performed to

demonstratel thel elxtent to which thel melasuring instrument is capable of measulring what is
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delsireld. Thel pulrposel of thel validity telst is to melasulrel thel quality of thel instrument and
demonstrate thel instrument's validity, as welll as how welll a concept can bel defineld by thel
melasulrel (Hair elt al. 2018). Thel validity telst is baseld on convergent validity, which relqulirels
that thel factor loading bel grelatelr than 0.7 and thel avelrage eixtracteld variance (AVE) bel
grelatelr than 0.5. This study's validity telst is thel minimum wvalulel for construct validity teist.
Tablel 1 shows thel reisullts for thel oultelr loading:

Table 1. Outer Loading

Brand Equity (Z2) Brand Trust Customer Loyalty SMM Activities (X)
(z1) (Y)

BE1 0.733

BE2 0.752

BE3 0.763

BE4 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
SMMAS5 0.762

SMMA6 0.748
Soulrcel: Primary Data 2024

According to Table 1, after removing indicators with value less than 0.7, the values of all

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

Tabel 2. Output AVE

Average variance extracted (AVE)

Brand Elquiity (22) 0.584
Brand Trust (Z1) 0.620
Customer Loyalty (Y) 0.634
SMM Activities (X) 0.593

Source: Primary Data 2024

According to Table 2, if the AVE value of all variables is greater than 0.5, the convergent
validity is said to be valid.
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Tabel 3. Cross Loading Value

Brand Equity Brand Trust Customer Loyalty = SMM Activities

(Z22) (Z1) Y X)
BE1 0.733 0.517 0.489 0.558
BE2 0.752 0.633 0.553 0.529
BE3 0.763 0.658 0.597 0.511
BE4 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
SMMAS5 0.509 0.447 0.481 0.762
SMMAG6 0.510 0.515 0.543 0.748

Soulrcel: Primary Data 2024
Table 3 shows that the variable's score (correlation) to the indicator is higher than the variable's
score (correlation) to other indicators. It can be concluded that all of the indicators tested in the

study have discriminant validity.

Tabel 4. Cronbach Alpha dan Composite Reliability

Cronbach's alpha Composite reliability (rtho_a)
Brand Eiquiity (Z2) 0.763 0.765
Brand Trust (Z1) 0.796 0.801
Culstomelr Loyalty (Y) 0.807 0.818
SMM Activities (X) 0.829 0.830

Source: Primary Data 2024

According to Table 4, the variable has good reliability or is capable of measulring its construct. A
variable is said to bel qulitel reliablel if its Cronbach alpha valule is greater than 0.6 and its
composite reliability is grelatelr than 0.7 (Wetrs elt al. 1974, cited in (Sofyani & Umy, n.d.).

Tabel 5. R Square

R-square Kriteria
Brand Equlity (Z2) 0.682 Strong
Brand Trust (Z1) 0.433 Modeéeratel
Culstomer Loyalty (Y) 0.629 Moderate

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 states that the Brand Elqulity variable can be explained by the Social Media Marketing
8
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Activities variable of 68.2% while the remaining 31.8% is explaineld by other variables not

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

states that thel Brand Trulst variable can bel explaineld by thel Social Meldia Marketing Activities

variablel of 43.3% and thel remaining 56.7% is explained by other variables not inclulded in this

relselarch. Apart from that, thel R squlare! of thel Cuistomelr Loyalty variable is 0.629, this valulel

states that thel purchasel interelst variable can bel eixplaineld by thel Social Media Marketing

Activities, Brand Elqulity and Brand Trust variables of 62.9% and thel remaining 37.1% is

explained by other variables not incluldeld in this relsearch.

Tabel 6. Path Coefficient

Original T Statistics P Values

Sample
SMM Activities (X) -> Brand Trulst (Z1) 0.658 10.570 0.000
SMM Activitiels (X) -> Brand Elqulity (Z2) 0.324 4.327 0.000
SMM Activities (X) -> Cu'stomelr Loyalty (Y) 0.258 3.273 0.001
Brand Trusst (Z1) -> Brand Elquiity (Z2) 0.576 7.768 0.000
Brand Trust (Z1) -> Culstomer Loyalty (Y) 0.298 3.394 0.001
Brand Elqulity (Z22) -> Culstomelr Loyalty (Y) 0.323 3.963 0.000

Soulrcel: Primary Data 2024

It is concluded from Tablel 6 and thel resullts of statistical analysis using PLS that :

1.

Social Meldia Marketing Activities havel a positive and significant elffelct on Brand Trust.

In Tablel 6 Social Media Marketing Activities havel a positive and significant influleincel on
Brand Trust belcaulsel thel valulel obtained from hypothesis testing 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 relsults identified that thel first hypothesis was accelpteld, namely
that Social Media Marketing Activities had a positive and significant elffelct on Brand
Trust.Social Media Marketing Activities havel a positive and significant elffelct on Brand
Equlity.

Social Meldia Marketing Activities havel a positive and significant elffelct on Brand Elquiity.
In Table 6 Social Meldia Marketing Activities havel a positive and significant influlelncel on
Brand Elqulity belcaulsel the valule obtained from hypothesis testing 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 sample valulel
0.324. Thel reselarch relsults identified that thel second hypothesis was accelpted,
namely that Social Media Marketing Activities had a positive and significant elffelct on
Brand Elqulity.

Social Meldia Marketing Activities havel a positive and significant elffelct on Customer
Loyalty

In Tablel 6, Social Meldia Marketing Activities havel a positive and significant influlemncel
on Culstomelr Loyalty belcaulsel thel valulel obtained from hypothesis testing in Tablel 21
shows a T statistic valulel of 3,273 or > 1.96, a P valulel of 0.001 or < 0.05 and the! original
sample valulel 0.258. Thel relselarch results identified that thel third hypothesis was
accepteld, namely that Social Media Marketing Activities had a positive and significant
elffelct on Customelr Loyalty.

Brand Trusst has a positive and significant elffelct on Brand Equlity.

In Table! 6, Brand Trulst has a positive and significant influlelncel on Brand Elqulity belcaulsel
thel valulel obtained from hypothesis testing in Table 21 shows a T statistic valulel of
7.768 or > 1.96, a P valulel of 0.000 or < 0.05 and an original sample valulel of 0.576. Thel
reselarch relsullts identified that thel fourth hypothesis was accelpteld, namely that Brand
Trust had a positive and significant elffelct on Brand Elqulity.

9
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Brand Trusst has a positive and significant elffelct on Culstomelr Loyalty.

In Tablel 6, Brand Trulst has a positive and significant influlencel on Customer Loyalty
belcaulsel thel valulel obtained from hypothesis testing 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 sample valulel of 0.298.
Thel reselarch resullts identified that thel fifth hypothesis was accepteld, namely that
Brand Trusst had a positive and significant elffelct on Culstomer Loyalty.

Brand Elqulity has a positive and significant elffelct on Culstomelr Loyalty.

In Tablel 6, Brand Elqulity has a positive and significant influlencel on Customer Loyalty
belcaulsel thel valulel obtained from hypothesis 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 resselarch relsults identified that thel sixth hypothesis was accelpted, namely that
Brand Elqulity had a positive and significant elffelct on Customelr Loyalty.

Tabel 7. Indirect Elffelct

Original Sample T Statistics P Values
SMM Activities (X) -> Brand Trusst (Z1)
-> Customelr Loyalty (Y) 0.196 3.525 0.000
SMM Activities (X) -> Brand Elqulity
(2) > Customer Loyalty (Y) 0.105 2.879 0.004

Source: Primary Data 2024

It is concludeld from Table 7 and the results of statistical analysis using PLS that :

Social Media Marketing Activities have a positive and significant effect on Customer Loyalty,
mediation by Brand Trulst.

In Table 7, Social Meldia Marketing Activities have a positive and significant elffelct on
Culstomer Loyalty mediatin by Brand Trust belcaulse the wvalule obtained from
hypothesis testing 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 sample valulel

0.196. The relselarch relsults identified that the seventh hypothesis was accelpteld,
namely that Social Meldia Marketing Activities had a positive and significant elffelct on
Culstomelr Loyalty, meldiateld by Brand Trust.

Social Meldia Marketing Activities havel a positive and significant elffelct on Cu'stomelr
Loyalty, mediation by Brand Equility.

In Tablel 7, Social Meldia Marketing Activities have a positive and significant elffelct on
Customer Loyalty mediation by Brand Elqulity belcaulsel thel valulel obtained from
hypothesis testing 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 sample valulel

0.105. The relselarch results identified that the seventh hypothesis was accepteld,
namely that Social Media Marketing Activities had a positivel and significant elffelct on

Culstomelr Loyalty mediation by Brand Eiqulity.

DISCUSSION

After analyzing thel data with thel PLS-SEIM analysis teichniqule], thel following statistical

processing reisullts arel obtained to test the relselarch hypothesis:

1. Social Meldia Marketing Activities have a positive and significant elffelct on Brand Trust.
10
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Thel relsearch relsullts show that thel Social Media Marketing Activities variable
has a positive and significant elffelct on Brand Trust. Social meldia marketing activities
play a significant role in building brand trust. Through activel interactions with
consumers, such as posting engaging content and responding to comments, brands can
form closelr relationships with consumers. Quick responseis to consumelr questions or
input on social meldia crelatel thel impression that thel brand relally pays attention to
customer nelelds and is reliable. Additionally, selecting relevant, high- quality content,
along with highlighting customer testimonials and aulthentic stories, helps build brand
credibility and authenticity. Consumeirs who felell confident in a brand's valulels and
integrity tend to havel higher lelvells of brand trulst.

Positivel relviews and recommendations from consumelrs on social meldia arel

strong social proof, and can influlencel consumelr trust in a brand. A brand's ability to
respond welll to criticism via social media shows thel brand's commitment to
improvement and improvement, thereby strengthening consumelr confidence that
thel brand can bel rellield on in thel long term. This is what forms a strong foundation in
building brand trust in thel minds of consumers.
Previouls relselarch that supports thel relsults of this relselarch is relselarch condulcteld by
Ibrahim & Aljarah (2018) which states that social media marketing activities have a
significant relationship with brand trust. Relselarch condulcted by Anggraeni elt al., (2019)
and Zulfikar & Mikhriani, (2017) stated that social meldia marketing activities havel a
significant positive elffelct on brand trust. This research explains that social meldia is a
means of interacting, exchanging information, debating about a product or selrvicel to
increlasel trust in thel ulsel of social media as a marketing tool to belcomel an alternative
for companies to achielvel bulsineiss goals.

. Social Meldia Marketing Activities havel a positive and significant elffelct on Brand Elquiity.

Thel relselarch relsults show that the Social Media Marketing Activities variable
has a positive and significant elffelct on Brand Elqulity. Social media marketing activities that
ultilizel social meldia platforms to communicate, interact and engagel with culstomers
tend to increlasel Brand Equlity. Through Social Meldia Marketing Activitiels, companies
can provide added wvalulel and positive expelriencels to customelrs, which then
increlasels consumelr behavioral responsels to thel brand.

Social Media Marketing Activities that arel consistent on social media can also
crelatel a positive impression attached to thel brand. Social media ulselrs who arel
continuloussly exposeld to sulch marketing content tend to form positive perceptions and
associatel thel brand with satisfying expelriencels. This is thel main kely in increasing Brand
Elqulity, belcaulsel thelsel positive bellielfs and associations directly increlasel thel valulel
and attractiveness of thel brand in thel elyels of consumers. Thus, Social Media
Marketing Activities not only strengthen customelr interactions, bult also play an
important rolel in forming and increasing brand elqulity, so that thely can crelatel a
sustainablel positive impact for thel company.

Prelviouls relsearch that supports thel relsults of this reselarch is reiselarch
conducted by Wantini & Yudiana (2021) which states that Social Meldia Marketing Activities
havel a positive and significant elffelct on Brand Eiquility. Research conducted by Rahayu
(2021) also states that Social Media Marketing Activities havel a positive and significant
elffelct on Brand Elqulity. This relselarch explains that Social Media Marketing activities
seleln from thel dimensions of entertainment, interaction, trendiness, customization, and
word-of-mouth havel a positive influlencel on Brand Elqulity. Through social media
platforms, brands can expand their relach and increlasel consumer awarenelss of their
products or services. Direct interaction with culstomelrs allows for thel formation of closelr
relationships, strengthening Brand Elqulity.
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3. Social Media Marketing Activities havel a positive and significant elffelct on Customelr

Loyalty Social Meldia Marketing Activities play a kely rolel in strengthening
Culstomer Loyalty through various strategiels that ultilizel direct interaction and content
creativity. Through qulick relsponsels to culstomelr inquiiries and publication of
relevant content, Social Media Marketing Activities can bulild strong relationships and
ensulrel ongoing engagement. Various programs on social media sulch as gift
programs, elxclulsivel promotions, and loyalty programs advertised through social
media provide incentives for loyal customelrs, thelreby creating a strong bond beltwelein
consumers and products. By leveraging social media analytics tools, bulsinelssels can
melasulrel thel elffelctivenelss of their campaigns, respond to customer feedback, and
proactively adjust their strategies to strengthen the customer expelriencel thereby
increasing Customer Loyalty.

Prelvious relselarch that supports thel relsults of this reiselarch is relselarch
condulcted by Anggraeni & Djuwita (2019) which explains that Social Media Marketing
Activities havel a positive and significant elffeict on Culstomelr Loyalty. Relselarch
conducted by Swimbawa & Lemy (2023) states that Social Media Marketing Activities
have a positive and significant elffelct on Culstomelr Loyalty. In this research, it is
explaineld that marketing activities on social meldia, sulch as direct interactions and special
offers, crelatel elngagement and additional valulel that improves thel relationship
beltwelen brands and customers. By providing positive expelrielncels and responding to
individual nelelds, social media helps bulild emotional bonds, thereby increasing
customerr loyalty.

4. Brand Trust has a positivel and significant elffelct on Brand Elquiity

Consumelrs' strong trulst in a brand crelatels a solid foundation for building and
increasing overall brand valulel. When consumelrs arel confident that a brand will
deliver thel promised quality, provide a positive elxpelrience, and melelt thelir
expectations, it crelatels a delelp emotional bond. This trust not only increlasels consumer
loyalty, bult also strengthens thel brand imagel and positive percelption in thel elyels of
thel market.

In addition, Brand Trust also contribultes to thel corel elements of Brand Elquiity,
sulch as brand awarenelss, pelrceliveld quality, brand associations, and consumelr loyalty.
Consumelrs who bellielvel in a brand tend to belcomel loyal brand advocates, expanding
thel brand's relach through positive recommendations. Thuls, building and maintaining
brand trust is a strategic kely in managing and increasing overall Brand Elqulity, so as to
increlasel Brand Elqulity.In relationship marketing, trust is necelssary to initiate and
maintain relationships, trust devellops from previous expelriencel and contributes to
building brand knowleldge and associations. Thelrefore, it strengthens thel assets of thel
company as indicated by brand elqulity (Ambler 1997; Delgado-Ballelster & Munulelra-
Alelm an, 2005).

Brand Truist and brand elqulity support elach other. Brand Trulst is an important
foundation in building strong brand elqulity, and strong brand elqulity, in turn, can
maintain and strengthen consumer trust in a brand. Companies that sulcce'ssfully build
and maintain consumelr trust ulsulally havel highelr brand elqulity and arel morel
profitable.

5. Brand Trust has a positive and significant elffelct on Culstomeir Loyalty.

Brand Trust is a crucial factor in forming positive relationships beltwelen
consumelrs and companies. Wheln consumers pelrcelivel a brand's reliability, integrity,
and consistent qulality, they tend to develop high lelvels of trust. This crelatels a strong
basis for forming culstomelr loyalty, whelrel consumers felell comfortable and confident to
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continule! choosing products or services from that brand. This trust not only createls
transactional relationships, bult also builds delelp emotional bonds with consumers,
thereby increasing cuistomelr loyalty.

With Brand Trust, culstomelrs arel not julst bulyelrs, bult also loyal supporters of a
brand. Brands that arel ablel to bulild high lelvells of trust in their consumers will
elxpelriencel positive impacts, suich as increlased culstomer retention, increlased
purchasel frelquency, and positive recommendations to others. This trust will
ultimately givel risel to customer loyalty to thel brand. Prelviouls relselarch that supports
thel relsullts of this relselarch is reiselarch conducted by Rini & Sulistyawati (2014) which
states that Brand Trulst has a positive and significant elffelct on Customelr Loyalty. Relselarch
condulcted by Anggraeni & Djuwita (2019) states that Brand Truist has a positive and
significant elffelct on Customer Loyalty. In this reselarch, it is eixplaineld that when
consumers have high trust in a brand, thely tend to felell morel comfortable and
confident in purchasing products or using selrvicels from that brand. This trust crelatels a
stronger connection beltwelein thel brand and thel consumelr, minimizes uncertainty, and
motivates consumelrs to choose! thel brand consistently. Thuls, establishing Brand Trulst is
an important kely in bulilding and maintaining culstomelr loyalty. Brand Elqulity has a
positive and significant elffelct on Culstomelr Loyalty.

Strong Brand Elqulity crelatels an emotional bond and trust, motivating consumelrs to
repelatedly choose products or servicels from a particular brand. When consumers
identify a brand with positive awarenesss, a favorable image| and consistent perrceptions
of quality, thely arel more likely to remain loyal to that brand. With solid Brand Elqulity, a
closer relationship is crelateld beltwelen brands and consumers, resulting in higher
customer retention. In certain industrial contexts, thel positive influleincel of Brand
Elqulity on Culstomelr Loyalty can bel selen through increasing purchase. frelqulency,
recommendations to others, and positive relsponses to brand initiatives. So, it can be
concluded that strong Brand Elqulity has an important role in increasing customer loyalty.

Prelviouls research that supports the result of this relsearch is reiselarch
condulcted by Wantini & Yudiana (2021) which states that Brand Elqulity has a positive and
significant elffelct on Culstomelr Loyalty. This relsearch explains that Brand Elqulity
includes consumers' positive perceptions of thel brand, brand awareness, brand loyalty,
and thel valulels associated with thel brand. A strong Brand Elqulity makes consumers
felell morel attached to thel brand, felell that thel brand's products or servicels provide
belttelr valule, and tend to choose it consistently. Thelrefore, thelrel is a positive
relationship beltweleln good Brand Elqulity and higher lelvells of culstomelr loyalty. Brands
that sulcceleld in building strong Brand Elqulity havel an advantage in retaining customers
and increasing consumeir loyalty.

. Social Media Marketing Activities havel a positive and significant elffelct on Culstomer

Loyalty, mediation by Brand Trulst.

Through marketing activitiels on social media, a brand can interact directly with
consumelrs, provide relelvant content, and respond quickly to feledback. All of this
contribultes to forming a positive consumelr perception of thel brand. Whein consumelrs
felell connelcteld to a brand through positive social meldia interactions, thelir lelvel of trust
in thel brand increasels.

Brand Trust which continulels to increlasel is thel kely in linking social media
marketing activities with thel lelvell of culstomeir loyalty. Consumelrs who havel high trust
in a brand tend to pelrcelivel higher valulel in their relationship with thel brand. Marketing
activities on social media can strengthen brand image| transparency and consistent
communication, all factors that form Brand Trulst. As Brand Trulst increlasels, consumelrs
arel more likely to remain loyal, makel relpeat purchases, and elven sharel their
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positive elxpelriencels with others. Thelreffore|, it can bel concludeld that marketing
activities via social meldia have a positive and significant impact on Culstomelr Loyalty,
with Brand Trust as an intermediary that strengthens this relationship.

Previous relselarch that supports thel relsults of this reselarch is relselarch
conducted by Anggraeni & Djuwita (2019) which statess that Social Media Marketing
Activitiels have a positive and significant elffelct on Culstomelr Loyalty meldiateld by Brand
Trusst. In this relselarch, it is explained that social media marketing activities, sulch as direct
interactions, special offelrs, and relevant content, play an important rolel in building
consumer trust in brands. Whein consumers have high trust (Brand Trulst) in a brand
through positive interactions on social meldia, this tends to increlasel their loyalty to that
brand. Mediation by Brand Trulst shows that a high lelvell of consumelr trust is thel
main bridge connecting social meldia marketing activities with customer loyalty.

. Social Media Marketing Activities havel a positive and significant elffelct on Cu'stomelr

Loyalty, mediation by Brand Eiqulity.

Marketing activities via social ithat provide relevant content, fast responsels
and engageld interactions, contributel to increasing Brand Elqulity of a brand. Thelsel
activities can crelate! belttelr brand awareness among consumers, shape a positive
image, and commuhnicatel brand valulels effelctively. Increlased Brand Elquity includels
aspects such as pelrceliveld quality, brand uniquenelss, and positive associations, creating
a solid foundation for thel relationship beltwelen thel brand and consumers.

High Brand Elqulity then belcomels a kely factor in increasing Culstomelr Loyalty.
Consumelrs tend to bel more loyal to brands that arel considereld to havel good quality,
arel uniqulel and havel positive associations. By having strong Brand Elqulity through
Social Media Marketing Activities, brands can motivate consumelrs to makel rejpelat
purchases, provide long-term support, and elveln promote thel brand to others.
Thelrelfore|, it can bel concluldeld that Social Meldia Marketing Activities can positively
influlencel Brand Elqulity and ultimately increlasel Customelr Loyalty.

Prelvious research that supports thel results of this research is relselarch conducted by
Wantini, El, & Yudiana, F. El (2021) which states that Social Media Marketing Activities
havel a positive and significant elffelct on Culstomelr Loyalty mediated by Brand Elqulity. In
this relselarch, it is explained that social media marketing activities, suich as active
interaction, interesting content, and spekcial offers, play a rolel in building brand valulel
(Brand Elquiity). Brand Elqulity, which inclulde's brand awareness, pelrceiiveld valulel, and
brand image| then belcomels thel bridge that connects social meldia marketing activities
with thel lelvell of culstomelr loyalty. In other words, by building strong Brand Elquility
through social media, brands arel ablel to increlasel consumer loyalty, belcaulsel consumelrs
felell connecteld to thel positive valulels and image of the brand. As a mediator, Brand
Elqulity is a kely factor that strengthens thel relationship beltweleln social media
marketing activities and higher lelvells of customer loyalty.

CONLUSION

Baseld on thel relsullts of thel hypothesis tessting analysis, thel influleincel of social

meldia marketing activitiels on culstomelr loyalty as a mediating variablel for brand trulst &
brand elqulity on Samsung brand smartphones in Padang City is as follows that Social Meldia
Marketing Activities have a positivel and significant elffelct on Brand Tru'st on Samsung
brand smartphones in Padang City. Social Meldia Marketing Activities havel a positivel and
significant elffelct on Brand Elqulity on Samsung brand smartphones in Padang City. Social
Meldia Marketing Activities havel a positivel and significant elffelct on Culstomeir Loyalty on
Samsung brand smartphones in Padang City. Brand Trulst has a positivel and significant
elffelct on Brand Elqulity on Samsung brand smartphones in Padang City. Brand Truist has a
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positive. and significant elffelct on Culstomelr Loyalty on Samsung brand smartphones in
Padang City. Brand Elqulity has a positivel and significant elffelct on Culstomelr Loyalty on
Samsung brand smartphones in Padang City. Social Media Marketing Activities havel a
positive and significant elffelct on Culstomelr Loyalty meldiation by Brand Trulst on Samsung
brand smartphones in Padang City. Social Meldia Marketing Activitiels havel a positivel and
significant elffelct on Culstomelr Loyalty mediation by Brand Elqulity on Samsung brand
smartphones in Padang City.
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