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ABSTRACT

Perceived social media marketing activities especially on context of Instagram
used to promote the products for company. For selecting products, value consciousness
and brand consciousness appears on consumers evaluation in order to be brand loyal.
This research examine the effect of perceived social media marketing activities on
brand loyalty : The mediation effect of brand and value consciousness. Questionnaire
was distributed to 160 respondents who have and follow one of brand account on
Instagram and buy 2 times in last 6 month which held on Faculty of Economy in
Universitas Atma Jaya Yogyakarta. The analysis used path analysis and operated on
IBM SPSS 22.

The finding shows perceived social media marketing activities on brand loyalty
with mediation effect of brand and value consciousness was significant. All of the
hypothesis was supported. This indicates consumers who brand loyal on Instagram

considered about brand and value company offers.

Keywords : Perceived Social Media Marketing Activities, Brand Loyalty, Brand

Consciousness, Value Consciousness
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