BABYV
PENUTUP

Bagian penutup dari laporan penelitian ini adalah menguraikan hasil analisis
penelitian, memberikan implikasi manajerial, membahas tentang keterbatasan

penelitian, dan memberikan rekomendasi untuk penelitian selanjutnya.

5.1 Kesimpulan

Dengan fokus pada generasi milenial dan generasi Z yang aktif di platform
media sosial seperti Instagram, TikTok, Twitter, dan Facebook, penelitian ini
meneliti bagaimana aktivitas pemasaran media sosial memengaruhi pengalaman

merek, kepercayaan merek, brand love, dan pada akhirnya kesetiaan merek didalam
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industri skincare. Kesimpulan dari hasil analisis deskriptif dan struktural yang
dilakukan menggunakan metode SEM-PLS, dapat disimpulkan bahwa aktivitas
pemasaran media sosial memiliki dampak yang signifikan terhadap hubungan antar
variabel yang diteliti. Terbukti bahwa pengalaman konsumen yang positif dengan
merek dapat dihasilkan oleh aktivitas pemasaran media sosial, yang mencakup
promosi, interaksi dengan para konsumen, penyebaran informasi yang akurat dan
personal, dan dorongan Word Of Mouth (WOM) digital. Ketika konsumen merasa
terlibat secara aktif dalam konten yang relevan, jelas, dan komunikatif, mereka
tidak hanya mendapatkan informasi, tetapi juga membangun persepsi psikologis
dan emosional yang mendalam terhadap merek tersebut. Pengalaman ini
membentuk kepercayaan konsumen terhadap merek skincare, terutama dalam hal
kualitas, etika, transparansi, dan keberlanjutan produk skincare yang dipromosikan
melalui media sosial. Kepercayaan ini berasal dari pengalaman yang konsisten,
nilai moral merek, dan reputasi digital yang dibangun.

Pengalaman merek yang menyenangkan memengaruhi rasa brand love. Produk
tidak hanya bermanfaat secara fungsional, tetapi konsumen juga merasakan
hubungan emosional, kenyamanan, dan rasa ikatan dengan merek skincare yang
mereka gunakan. Brand love tercermin dari perasaan nyaman, bahagia, dan puas
saat menggunakan produk skincare, serta keinginan konsumen untuk terus
mendukung dan mendukung merek tersebut dalam berbagai situasi. Dalam loyalitas
merek, kepercayaan merek, dan brand love secara signifikan memengaruhi
kecenderungan konsumen untuk terus menggunakan merek skincare yang sama
dalam waktu jangka panjang, bahkan ketika terdapat merek pesaing yang lebih
murah atau lebih baru dipasaran karena, mereka telah membangun hubungan
emosional dan kepercayaan yang kuat dengan merek, konsumen yang sudah
mempercayai dan mencintai merek akan lebih sulit dipengaruhi oleh strategi
pemasaran kompetitor.

Oleh karena itu, dapat disimpulkan bahwa aktivitas pemasaran media sosial
berperan sebagai penggerak utama dalam menciptakan pengalaman merek yang
berkualitas, yang pada gilirannya meningkatkan kepercayaan dan brand love, dan
keduanya menjadi pendorong utama loyalitas konsumen terhadap produk skincare.

Perusahaan skincare yang mampu mengelola komunikasi online mereka dengan
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baik akan memiliki keunggulan dalam mempertahankan konsumen, membangun

hubungan jangka panjang, dan meningkatkan loyalitas konsumen. Dalam era digital

yang kompetitif seperti sekarang, pengaruh pada konsumen dan merek dibentuk

oleh pengalaman digital yang dibangun secara emosional dan sosial, bukan hanya

kualitas produk. Akibatnya, merek harus tidak hanya berfokus pada penjualan,

tetapi juga berinvestasi dalam strategi komunikasi yang membangun koneksi,

kepercayaan, dan hubungan yang kuat dengan audiens mereka.

5.2 Implikasi Manajerial

Berdasarkan hasil penelitian, berikut merupakan implikasi manajerial pada

penelitian ini:

1.

Karena pihak aktivitas pemasaran media sosial mempengaruhi pengalaman
merek, maka pihak perusahaan perlu memperkuat aktivitas pemasaran media
sosial. Strategi yang disarankan adalah dengan membuat dan membagikan
konten media sosial yang lebih menarik, yang nilainya meannya masih rendah.
Contohnya dengan membagikan konten yang menarik yang dapat menarik
seperti memberikan hadiah, agar minat konsumen lebih meningkat untuk
membagikan konten tersebut diakun media sosialnya.

Karena kepercayaan merek mempengaruhi loyalitas merek, maka perusahaan
perlu memperkuat kepercayaan merek. Strategi yang disarankan adalah dengan
menunjukkan prinsip kejujuran tersebut kepada konsumen, yang nilai meannya
masih rendah. Contohnya dapat dengan menunjukkan informasi—informasi
yang ada diproduk skincare, seperti kandungan yang terdapat didalam skincare,
dan sudah memiliki sertifikat BPOM dan halal, agar konsumen tetap setia

kepada merek skincare tersebut.

. Karena pengalaman merek memiliki pengaruh terhadap kepercayaan merek dan

brand love, maka perusahaan perlu menguatkan pengalaman merek tersebut
terhadap rasa percaya dan rasa cinta konsumen terhadap merek skincare, yang
memiliki nilai mean rendah. Contohnya dengan berkolaborasi dengan
influencer terkenal, agar para konsumen tetap cinta dan selalu percaya terhadap

merek skincare tersebut.

66



4. Karena brand love mempengaruhi loyalitas merek, maka perusahaan harus
memperkuat brand love. Strategi yang disarankan adalah dengan menyukai
merek skincare tersebut, yang memiliki nilai mean rendah. Contohnya dengan
cara selalu menjaga dan meningkatkan kualitas dari merek skincare tersebut
yang akan diberikan kepada konsumen.

5. Karena loyalitas merek memiliki hubungan juga pada aktivitas pemasaran
media sosial, pengalaman merek, kepercayaan merek, dan brand love, maka
perusahaan perlu menguatkan loyalitas merek tersebut. Strategi yang
diperlukan adalah dengan merekomendasikan merek skincare tersebut kepada
orang lain, yang memiliki nilai mean rendah. Contohnya dengan cara membuat
program ulasan untuk konsumen agar konsumen dapat memberikan
pengalaman—pengalaman selama mereka menggunakan merek skincare
tersebut, maka konsumen akan lebih percaya, dan akan merekomendasikan

merek skincare tersebut kepada orang lain.

5.3 Kelemahan Penelitian

Berdasarkan hasil penelitian yang dijabarkan, terdapat kelemahan penelitian
yang dapat disajikan sebagai bahan pertimbangan untuk penelitian selanjutnya.
Penelitian ini belum mengaitkan secara spesifik ke merek tertentu, sehingga
kesuksesan sebagai market leader belum dapat dibuktikan. Karena penelitian ini
belum mengaitkan analisisnya secara khusus pada merek skincare tertentu, temuan
yang dihasilkan bersifat umum dan tidak dapat menggambarkan strategi spesifik
merek untuk menumbuhkan loyalitas pelanggan. Ini adalah kelemahan karena
setiap merek memiliki pendekatan, target pasar, dan kekuatan diferensiasi yang
berbeda. Tidak ada penelitian yang dapat mengevaluasi secara langsung seberapa
efektif strategi pemasaran media sosial dalam meningkatkan posisi market leader
tanpa berfokus pada merek tertentu.

Akibatnya, implikasi manajemen yang dihasilkan cenderung umum dan tidak
dapat memberikan saran strategis yang kuat untuk perusahaan tertentu. Kesuksesan
merek dalam mempertahankan loyalitas pelanggan di tengah persaingan masih
belum dapat diukur. Oleh karena itu, validitas eksternal penelitian ini masih

terbatas ketika berkaitan dengan merek skincare tertentu.
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5.4 Saran Penelitian Kedepan

Berdasarkan kelemahan penelitian diatas, penulis memberikan saran untuk
penelitian berikutnya. Penelitian berikutnya dapat lebih spesifik mengambil sampel
populasi pada kriteria yang lebih miche seperti pemakaian merek, dan spesifikasi
khusus skincare tertentu. Pada penelitian berikutnya dapat mengambil sampel
populasi berdasarkan kriteria yang lebih spesifik, seperti berdasarkan merek
skincare tertentu. Dengan mempelajari pelanggan langsung dari merek tertentu,
peneliti dapat mempelajari lebih dalam tentang perilaku, persepsi, dan kesetiaan
yang dibentuk oleh strategi merek tersebut. Hal ini akan meningkatkan relevansi
dan akurasi hasil jika dibandingkan dengan praktik pasar yang sebenarnya.

Selain itu, fokus pada jenis produk skincare tertentu, seperti anti-aging,
pengobatan acne, atau pemutih, dapat membantu kita memahami lebih baik
kebutuhan pelanggan berdasarkan kategori produk. Setiap kategori memiliki
preferensi dan fitur konsumen yang berbeda, sehingga hasil penelitian akan lebih
tajam dan berguna. Oleh karena itu, penelitian masa depan dapat membantu
membuat strategi pemasaran yang terarah dan sesuai dengan segmen pasar yang

dituju lebih baik.
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LAMPIRAN

Lampiran 1 Kuesioner

Pengaruh Aktivitas Pemasaran Media Sosial
terhadap Loyalitas Merek Skincare melalui

Kepercayaan Merek dan Brand Love

Pertanyaan Filter

Apakah Anda menggunakan skincare *

Ya

Tidak

Apakah Anda memiliki akun media sosial (Instagram, TikTok, Twitter, Facebook) *

Ya

Tidak

Apakah Anda mengikuti trend promosi yang dilakukan oleh produk skincare *

Ya

Tidak

Apakah Anda pernah membeli skincare *

Ya

Tidak

Apakah Anda pernah mengikuti aktivitas dari produk skincare *

Ya

Tidak
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Profilling

Gender *

Wanita

Pria

Umur *

Gen Z (1997 - 2012)

Gen Milenial (1981 - 1996)

Aktivitas Pemasaran Media Sosial

Promosi
PROMOTION (PROMOSI) X
STS :Sangat Tidak Setuju
TS  :Tidak Setuju
N : Netral
S : Setuju
ss : Sangat Setuju
Saya mengikuti aktivitas promosi produk skincare yang saya sukai di platform media sosial *
1 2 3 4 5
Sangat Tidak Setuju Sangat Setuju

Saya tertarik dengan promosi yang dilakukan oleh brand skincare yang saya sukai dimedia *
sosial

Sangat Tidak Setuju Sangat Setuju
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Saya mendapat manfaat dari informasi promosi produk skincare favorit saya yang
dipromosikan di media sosial

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Merek skincare favorit saya aktif mengkampanyekan kelestarian lingkungan *

Sangat Tidak Setuju O O O O O Sangat Setuju

Interaksi

INTERACTIVE (INTERAKSI)

<

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

sSs : Sangat Setuju

Saya dapat berdiskusi dan berbagi pendapat dengan orang lain melalui halaman media sosial *
tentang produk skincare

Sangat Tidak Setuju O O O O O Sangat Setuju

Media sosial dari produk skincare yang saya suka ini selalu merespons dan berkomunikasi *

dengan penggunanya

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya dapat dengan mudah membagikan informasi terkini mengenai produk skincare di media *

sosial

Sangat Tidak Setuju O O O O O Sangat Setuju

Trend

TREND v
~

STS :Sangat Tidak Setuju

TS  :Tidak Setuju

N : Netral

S : Setuju

SS : Sangat Setuju

Produk skincare yang saya sukai selalu membagikan informasi yang terbaru di media *

sosialnya

Sangat Tidak Setuju O O O O O Sangat Setuju

Banyak orang yang menyukai dan mengikuti akun media sosial merek skincare yang saya *
gunakan

Sangat Tidak Setuju O O O O O Sangat Setuju
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Informatif

INFORMATIVE (INFORMATIF)

<

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

Ss : Sangat Setuju

Akun media sosial merek skincare yang saya sukai memberikan informasi yang akurat dan *
tepat mengenai produknya

Sangat Tidak Setuju O O O O O Sangat Setuju

Informasi yang disediakan oleh media sosial perusahaan skincare tersebut sangat membantu *
saya

Sangat Tidak Setuju O O O O O Sangat Setuju
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Personalisasi

PERSONALIZED (PERSONALISASI) v
STS :Sangat Tidak Setuju

TS  :Tidak Setuju

N : Netral

S : Setuju

sSs : Sangat Setuju

Saya mendapatkan manfaat dari informasi yang diposting di media sosial tentang merek *

skincare ini

Sangat Tidak Setuju o O o O O Sangat Setuju

Media sosial brand skincare yang saya sukai menyediakan secara lengkap informasi dan *
mencakup berbagai hal tentang produknya

Sangat Tidak Setuju O O O O O Sangat Setuju

Media sosial dari merek skincare memberikan rekomendasi pembelian yang cocok dengan =~ *
apa yang saya butuhkan

Sangat Tidak Setuju O O O O O Sangat Setuju
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WOM (Word Of Mouth)

WOM(WORD OF MOUTH) (KOMUNIKASI DARI MULUT KE MULUT)

»<

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

sSs : Sangat Setuju

Saya membagikan informasi tentang merek skincare, seperti produk atau layanan, dari akun ~ *
media sosial ke teman-teman saya

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya tertarik untuk membagikan konten dari akun media sosial merek skincare tersebut *
diakun pribadi saya seperti Instagram, TikTok, Twitter, Facebook

Sangat Tidak Setuju O O O O O Sangat Setuju
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Kepercayaan Merek

BT (BRAND TRUST) (KEPERCAYAAN MEREK)

»<

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

ss : Sangat Setuju

Saya yakin dengan kualitas merek skincare yang saya gunakan saat ini *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya yakin merek skincare yang saya gunakan saat ini mempunyai prinsip kejujuran *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa merek skincare yang saya gunakan saat ini mendukung upaya kelestarian *
lingkungan hidup

Sangat Tidak Setuju O O O O O Sangat Setuju
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Pengalaman Merek

SENSORY EXPERIENCE

SENSORY EXPERIENCE (PENGALAMAN PANCA INDRA)

><

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

Ss : Sangat Setuju

Saat melihat merek skincare di media sosial, saya merasakan visual dan pengalaman sensorik *
yang positif, seolah-olah kulit saya ikut merasakan manfaatnya

Sangat Tidak Setuju Sangat Setuju

Konten yang dibagikan oleh merek skincare di media sosial sangat menarik dan positif bagi  *
saya

Sangat Tidak Setuju Sangat Setuju
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Emotional Experience

EMOTIONAL EXPERIENCE (PENGALAMAN EMOSI)

<

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

sSs : Sangat Setuju

Saya merasa tertarik dengan merek skincare ini saat melihat dimedia sosial *

Sangat Tidak Setuju O O O O O Sangat Setuju

Penggunaan merek produk skincare ini memancing emosi saya yang positif *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Cognitive Experience

COGNITIVE EXPERIENCE (PENGALAMAN KOGNITIF / KEMAMPUAN OTAK UNTUK ¥
MEMPROSES INFORMASI)

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

sSs : Sangat Setuju

Merek skincare ini mendorong saya untuk mempunyai pikiran positif ketika saya melihat *
konten di media sosial

Sangat Tidak Setuju O O O O O Sangat Setuju

Konten yang merek skincare bagikan di media sosial memicu rasa ingin tahu saya *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Behavioral Experience
BEHAVIORAL EXPERIENCE (PENGALAMAN PERILAKU)

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

SSs : Sangat Setuju

>«

Menggunakan produk dari merek skincare ini telah memberikan pengalaman fisik yang baik ~ *

bagi saya

Sangat Tidak Setuju
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Brand Love

Intimacy

Merek skincare tersebut terasa familiar bagi saya *

Sangat Tidak Setuju O O O O O Sangat Setuju

INTIMACY (KEINTIMAN / DAPAT MEMAHAMI DAN MEMENUHI KEBUTUHAN
KONSUMEN)

><

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

SS : Sangat Setuju

Saya merasa nyaman terhadap merek skincare tersebut *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa sangat cocok dengan merek skincare tersebut *

Sangat Tidak Setuju O O O O O Sangat Setuju

87

e



Passion
PASSION (GAIRAH)

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

Ss : Sangat Setuju

Saya menyukai merek skincare tersebut *

Sangat Tidak Setuju O O

o O O

Merek skincare ini membawa kebahagiaan untuk pengalaman saya *

Sangat Tidak Setuju O O

Merek skincare ini cocok bagi preferensi saya *

Sangat Tidak Setuju O O

O O O
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Loyalitas Merek

BL (BRAND LOYALITY) (LOYALITAS MEREK / KESETIAAN KONSUMEN TERHADAP v
MEREK)

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N : Netral

S : Setuju

sSS . Sangat Setuju

Saya lebih suka membeli skincare yang saya pakai dibandingkan skincare merek lain *

Sangat Tidak Setuju O O O O O Sangat Setuju

Merek skincare yang saya gunakan saat ini akan menjadi pilihan utama saya saat membeli *
skincare

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan merekomendasikan merek skincare yang biasa saya gunakan ke orang lain *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Lampiran 2 Tabel dan Data Kuesioner

Pertanyaan Filter

Apakah Anda | Apakah Anda | Apakah Anda | Apakah Anda | Apakah Anda

menggunakan | memiliki mengikuti pernah pernah

skincare akun media trend promosi | membeli mengikuti
sosial yang skincare aktivitas dari
(Instagram, dilakukan produk
TikTok, oleh produk skincare
Twitter, skincare
Facebook)

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya

Ya Ya Ya Ya Ya
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Ya Ya Ya Ya Ya
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Profiling

Gender Umur
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 -2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
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Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Z (1997 -2012)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
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Pria Gen Milenial (1981 - 1996)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
Pria Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Z (1997 -2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
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Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 -2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
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Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Milenial (1981 - 1996)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)
Wanita Gen Milenial (1981 - 1996)
Pria Gen Z (1997 - 2012)
Wanita Gen Z (1997 - 2012)

Aktivitas Pemasaran Media Sosial

Promosi
PR1 PR2 PR3 PR4
5 5 5 5
4 4 4 4
4 2 4 2
4 4 4 4
5 5 5 5
4 5 4 2
5 5 5 5
4 4 4 5
4 4 3 3
2 3 3 2
4 4 4 4
4 4 4 4
4 5 5 4
4 4 4 4
5 5 5 5
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101
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Interaksi

INT3

INT2

INTI1

104



105



106



107



Trend

T2

TI

108



109



110



111



112



Informatif

INF2

INF1

113



114



115



116



117



Personalisasi

PERS3

PERS2

PERSI1

118



119



120



121



WOM

W2

Wi
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123



124



125



126



Kepercayaan Merek

BT3

BT2

BT1
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129



130



Pengalaman Merek

Sensory Experience

SE2

SE1

131



132



133



134



135



Emotional Experience

EE2

EE1
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138



139



Cognitive Experience

CE2

CEl
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141



142



143



144



Behavioral Experience

BE1
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147



148
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Brand Love

Intimacy

INTI3

INTI2

INTII

150



151



152



153



Passion

PAS3

PAS2

PAS1

154



155



156



157



158



Loyalitas Merek

BL3
5

BL2
5

BL1

159



160



161



162
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Lampiran 3 Analisis Data

Model Struktural

Kepercayaan
Marsk

;3]

PRI /
B2

Pengalaman
[ Pemasaran Mersk

Layalitas
Merek
sE1
Media Sesial

sE2

Model Konstruk

Kepercayaan

Mersk
0327

8L1
2878 ¥

i o 087t - g5
2879 -

P
R1 BL3

Loyalias

Pengalaman Mersk

Mersk

w79 se2 0416
o

0784 13 Ja05 0839

Brénd Lot
/ / 0803 0827 \- \
INT2 [ PASY PaS2

INTI3

INTIT
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Model Struktural Boostraping

8T BT2 873

et N

" 61.822 52514 27787

sL1
30623 7
30424 »

82
2007, 6280

BL3

/ B8 o o R o 2T \
PAST PAS2 PAS3

INTI INTI2 INTI3

Tabel Outer Loading

Aktivitas Pe.. Brand Love Kepercayaa.. Loyalitas M.. Pengalama..
BE1 0.810
BL1 0.878
BL2 0.871
BL3 0.879
BT1 0.901
BT2 0.894
BT3 0.809
CE1 0.742
CE2 0.833
EE1 0.778
EE2 0.830
INF1 0.788
INF2 0.790
INT1 0.702
INT2 0.770
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Aktivitas Pe.. Brand Love Kepercayaa.. Loyalitas M.. Pengalama..
INT3 0.725

INTI1 0.784

INTI2 0.813

INTI3 0.803

PAS1 0.827

PAS2 0.825

PAS3 0.839

PERS1 0.832

PERS2 0.762

PERS3 0.755

PR1 0.793

PR2 0.803

PR3 0.769

PR4 0.666

SE1 0.630
SE2 0.844
T1 0.786

T2 0.792

W1 0.684

W2 0.678

Tabel AVE (Average Variance Extrated), Cronbach’s Alpha, dan Composite

Reliability
[=] Matrix |ii% Cronbach's Alpha |{i% rho A |iii Composite Reliability |{i% Average Variance Extracted (AVE)
Cronbach's Alpha rho_A Composite Reliability Average Va...
Aktivitas Pemasaran Media Sosial 0.950 0.952 0.955 0.574
Brand Love 0.899 0.899 0.922 0.665
Kepercayaan Merek 0.836 0.839 0.902 0.755
Loyalitas Merek 0.849 0.858 0.908 0.768
Pengalaman Merek 0.895 0.905 0.917 0.615
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Tabel Cross Loading

BE1
BL1
BL2
BL3
BT1
BT2
BT3
CE1
CE2
EE1
EE2
INF1
INF2
INT1
INT2

INT3
INTI

INTI2

INTI3
PAS1
PAS2
PAS3
PERST
PERS2
PERS3
PR1
PR2
PR3
PR4
SE1
SE2
T

n

Aktivitas Pemasaran Media Sosial
0.632
0.520
0.490
0.553
0.536
0.531
0.549
0.536
0.589
0.635
0.623
0.788
0.790
0.702
0.770

0.725
0.510

0.455

0492
0.459
0.504

0.832
0.762
0.755
0.793
0.803
0.769
0.666
0.523
0.700
0.786
0.792

Brand Love
0.587
0.627
0.576
0.739
0612
0.690
0481
0472
0.649
0.657
0.656
0515
0.380
0.292
0.464

0.526
0.784

0.813

0.803
0.827
0.825
0.839
0.500
0.537
0.494
0.505
0435
0.516
0.196
0.229
0.692
0421

167

Kepercayaan Merek
0.606
0.600
0.576
0.693
0.901
0.894
0.809
0.503
0.601
0.603
0.590
0.550
0458
0310
0.440

0.549
0.586

0.534

0.533
0.559
0.568
0.579
0.484
0.543
0478
0.462
0.443
0.504
0379
0.403
0.653
0.465
0.505

Loyalitas Merek
0.550
0.878
0.871
0.879
0.652
0.637
0.576
0.529
0.544
0.543
0533
0.496
0.466
0417
0425

0.490
0.599

0.580

0.633
0.585
0.615
0.629
0.458
0.471
0.448
0455
0.459
0.471
0.340
0419
0.634
0.423
0471

Pengalaman Merek
0.810
0.597
0.562
0.641
0.610
0.665
0.626
0.742
0.833
0.778
0.830
0.590
0.596
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Introduction
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services (Appel et al., 2020). SMM plays a significant role in shaping customers' perceptions of
brands (Wei et al., 2023). In 2023, global statistics showed that 4.95 billion people were actively
engaged in SM networks, marking an increase to 6 billion by 2027 (Dixon, 2023c; Petrosyan, 2024).
The worldwide penetration rate of SM is approximately 75.3% (Dixon, 2023b), with users spending
an average of 151 minutes daily on these platforms (Dixon, 2023a). Indonesia has experienced a
significant surge in SM usage, with 167 million active users, representing 60.4% of its total
population (KKemp, 2023a). This exponential growth has opened new avenues for marketers to
utilize SM to build strong brand-customer relationships, especially in the bottled mineral water
industry.

The rise of SM platforms has fundamentally altered marketing strategies. Instead of serving
purely as channels for disseminating information, businesses now utilize these platforms to engage
with customers actively and maintain their interest (Harrigan et al., 2020; Pascucci et al., 2023). This
strategic application of SM strengthens customer loyalty and promotes continuous engagement
with products and services (Al-Dmour et al., 2023). Moreover, marketing through SM allows
companies to reach audiences far beyond traditional limits, thus gaining new customers and
enhancing brand recognition, reputation, and value (Ebrahim, 2020; Koay et al, 2023). SM's
widespread adoption as the primary avenue for communication (Hatamleh et al., 2023) plays a
pivotal role in the consumer's decision-making journey, serving as a critical source of information
(Mason et al., 2021). Given its significant influence on consumer perceptions, SMM has emerged
as a crucial field of study.

To further explore the impact of SMM, it is essential to examine its influence on critical
factors such as BL, BT, BE, and BLV. Recent studies confirm that customers engaged with a brand
on social media are three times more likely to remain loyal to it (So et al., 2021), highlighting the
significant impact of SMM on fostering BL. SMM also significantly influences BE, BT, and BLV,
which drive BL. SMM shapes BE by influencing consumer perceptions and emotional responses,
which is crucial for loyalty intentions (Akoglu & Ozbek, 2022). Additionally, SMM enhances BT
by fostering consistent and transparent interactions, reducing perceived risks, and ensuring long-
term security (Handayani et al., 2021). Personalized content in SMM also strengthens BLV by
creating emotional attachment and encouraging lovalty (Junaid et al, 2019). The strategic
management of BE, BT, and BLV collectively sustains BL by driving initial attraction through
positive brand experiences, ensuring long-term secutity via trusted interactions, and transforming
customer satisfaction into brand advocacy through emotional connections (Hafez, 2021; Hanaysha,
2022; Mostafa & Kasamani, 2021). Therefore, understanding the interplay between SMM and these
factors is essential for developing robust marketing tactics that not only drive immediate
engagement but also cultivate long-term loyalty and brand advocacy. This comprehensive approach
enriches the discourse on SMM and provides actionable insights for businesses to enhance
consumer engagement and achieve sustained competitive advantage.

The bottled water industry in Indonesia, under supervision by the Food and Diug
Supervisory Agency (BPOM), has experienced significant expansion over time. Currently, 7,780
brands of bottled drinking water are registered with BPOM and produced by 1,032 local and
international producers throughout Indonesia (Badan Pengawas Obat dan Makanan Indonesia,
2020). Based on data from the Central Statistical Agency (BPS), 40.64% of households in Indonesia
consume bottled drinking water (Direktorat Statistik Kesejahteraan Rakyat Badan Pusat Statistik,
2023), which indicates broad market penetration. The industry is entering an increasingly complex
and dynamic competition phase amid a growing population and increased health awareness.
Dominance by key players such as Aqua, Le Minerale, and Nestle Pure Life Angelia (2022) does
not preclude the emergence of new brands that offer differentiation through quality, packaging
innovation, and adaptive marketing strategies. The increasing digital penetration and use of SM in
Indonesia have also opened up new and effective marketing channels, expanded market reach, and
increased competition intensity. In this environment, a company’s ability to quickly adjust to
consumer preferences and market trends becomes the key to success (Appel et al, 2020).
Therefore, bottled water marketers must build strong and emotional brand relationships and
mutual trust, primarily through effective SM marketing strategies (Al-Dmour et al., 2023). Timely
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and focused research is needed to understand how SMM activities can effectively establish and
sustain BL in Indonesia's highly competitive bottled water market.

SMM has emerged as a pivotal strategy for businesses to promote their offerings, yet the
determination of its actual effectiveness remains an ongoing inquiry (Koay et al, 2023). It is
projected that by 2024, the expenditure on SMM will substantially increase, reaching a market
valuation of approximately $219.8 billion, signaling its growing importance in the digital marketing
landscape (Statista et al., 2024). Notably, advertising via SM platforms has overtaken traditional
paid search advertising in popularity, reflecting a shift in marketing strategies (Kemp, 2023b).
Despite this surge, many companies need help fully leveraging SM advantages, often attributed to
the diverse usage patterns across generations. Platforms like Instagram, which features feeds,
Stories, and Reels, are notably favored by millennials and Generation Z. In contrast, Facebook,
known for its broad feature set from text statuses to videos, resonates more with an older
demographic (Pusparisa, 2021). TikTok, distinguished by its engaging short videos, captivates
Generation Z with its unique effects and filters, highlighting the platform's innovative appeal
(Hajiyeva, 2023). The primary obstacle for businesses in crafting distinctive SMM campaigns is a
need for a comprehensive understanding of target audiences' preferences, behaviors, and needs,
leading to misalignments between the content produced and the audience's expectations.
Moreover, the success of SMM efforts largely hinges on the ability of a business to effectively and
strategically navigate the diverse landscape of SM platforms, each catering to specific demographics
and user interaction patterns. A generalized approach to SMM can lead to adequate engagement
levels and improve the overall efficacy of marketing initiatives. Consequently, achieving
prominence in the crowded SMM field requires businesses to deepen the comprehension of their
target audience's characteristics and to adeptly leverage each platform's distinct features and user
base cohesively and strategically (Koay et al., 2023). Grasping these nuances is crucial for ensuring
that investments in SMM boost visibility and foster sustained customer engagement and loyalty.

Several studies have shown the significant SMM impact activities on consumer response to
brands (Althuwaini, 2022; Dwivedi et al., 2021; Haudi et al., 2022; Panigyrakis et al., 2020; Perera
et al., 2022; Ye et al, 2022). However, the core connection between SMM activities and BL
formation remains unexplored. Research by Aljuhmani et al. (2023) found a direct positive
correlation between the perception of SMM and BL, but, as explained by Koay et al. (2023), this
relationship is more complex. Hafez (2021) added that a positive SMM increases BLV and BT,
contributing to BL. Althuwaini (2022) supports this, suggesting that BT mediates SMM and BL
perceptions. Research by Bui et al. (2023) highlights that customer engagement with digital content
often affects BL indirectly, with the evaluation of consumer experience as a critical mediator. M.-
W. Li et al. (2020) show that SM user context and interaction influence BL and trust more, directly
affecting the brand level. It was revealed that there is a more significant connection between
consumer engagement, brand attachment, and BL than the connection between engagement, trust,
and BL. Although there have been attempts to explore the connections between SMM and BL
activities, understanding how SMM affects BL comprehensively is still widespread and needs to be
integrated into the current references.

This study utilizes the stimulus-organism-response (SOR) theory to investigate the complex
relationship between SMM and BL in the bottled water industry in Indonesia. The SOR framework
explains how external stimuli, such as SMM, influence cognitive and emotional states, shaping
consumer behavior (Zhang et al., 2021). Unlike previous research, this study distinguishes between
the stimulus, organism, and response by examining how SMM (stimulus) affects BL (response)
through the mediating roles of BE, BT, and BLV (organism). By introducing a sequential mediation
model, this study aims to uncover the unique contributions of BE, BT, and BLV within the context
of SMM and explore the indirect impact of SMM on BL through the mediating effects of BE, BT,
and BLV. Specifically, this study addresses the following research questions: How does SMM
indirectly affect BL in the Indonesian bottled water market? What roles do BE, BT and BLV play
in mediating the relationship between SMM and BL? How can businesses strategically utilize SMM
to enhance BL through these mediators? By answering these questions, this research provides a
comprehensive understanding of how SMM influences BL, offering actionable insights to improve
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consumer engagement and loyalty strategies. The findings are expected to significantly contribute
to the marketing literature and provide practical guidance for businesses aiming to build stronger
brand-consumer relationships.

Literature Review and Hypotheses

Stimuli-Organism-Response (SOR) Theory

Mehrabian & Russell (1974) developed the Stimulus-Organism-Response (SOR) theory in the
context of environmental psychology, which presents a framework for understanding how the
external environment (Stimulus) affects the inner state of the individual (Organism), which further
determines the behavioral response (Response). According to Mehrabian & Russell (1974),
individuals perceive and process environmental stimuli, producing emotional and cognitive
responses that influence behavior. Loureiro et al. (2020) show that environmental stimuli get
consciousness and trigger the person’s emotional reactions, including feelings, affects, and
petceptions, which directly affect the individual’s behavior. In this context, Islam & Rahman (2017)
elaborate that “organisms” reflect internal processes rooted in individual perception and
evaluation, transforming external environmental inputs into behavioral responses.

SOR theory has found its wide application in various studies, especially in SM marketing.
For example, Aljuhmani et al. (2023) used the SOR theory to uncover how SMM in the aviation
industry can affect BL through consumer cognitive and emotional engagement. Hafez (2021) uses
the SOR theory by focusing on the impact of SMM on equity-related operations in the banking
industry, highlighting the trust and love role of brands as mediators. Meanwhile, Koay et al. (2023)
use SOR theory to investigate how SMM can influence consumer purchase intent, emphasizing a
gradual process involving trust, experience, and love for the brand. Hanaysha (2022) also uses SOR
theory to analyze SMM activities influencing consumer decision-making in the fast food industry,
focusing on trust as a mediating factor. These studies confirm the relevance of SOR theory in
today's digital context, suggesting that stimuli from SM can trigger complex internal processes,
ultimately influencing consumer behavioral responses. This research adopts the framework Koay
et al. (Koay et al., 2023) developed, focusing on how SMM activity stimuli affect consumers' inner
state sequentially, culminating in behavior. The relationship between marketing stimulus, internal
processing by consumers (organisms), and consumer behavioral responses (response) becomes
significant in this study, which seeks to understand the consumer response and the perceived value
of SMM activities.

The Influence of Social Media Marketing (SMM) Activities on Brand Experience (BE)

SMM Activities are a set of activities business organizations conduct on social media platforms for
marketing and customer interaction (Hanafizadeh et al., 2021). These activities include content
creation, distribution, and management on SM platforms using sharing features. This sharing
process involves receiving, disseminating, and exchanging content in various forms (Li et al., 2021).
Content on SM, which can be user-generated or marketing-generated, is crucial in this process
(Meire et al., 2019). Brand pages on SM, which serve as interactive platforms for communication
between customers and brands, allow for unlimited follower count participation and brand-related
message exchange (Fetais et al., 2023; Jamil et al., 2022). Brand content companies facilitate deeper
SM connections among brands and customers (Shahbaznezhad et al,, 2021).

BE refers to the customer's overall perception of their interaction with the brand, which
includes emotional, sensory, and social aspects (Mostafa & Kasamani, 2021). A positive and
prosperous BE can be achieved through the presentation of a comprehensive experience by brand
pages on social media, which can fulfil the hedonic needs of customers and generate a favorable
response from them (Lemon & Verhoef, 2016).

This research builds on the understanding that the distribution of shared content plays a
pivotal role in fostering a positive and enriching consumer experience. In this case, consumers are
usually driven by hedonic motivations, which include the desire for emotional, sensory, and social
stimuli (Kimiagari & Asadi Malafe, 2021). Previous studies have shown that content characteristics
in brand posts, such as interactivity, clarity, and message conveyed, play an essential role in driving
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engagement (Chae, 2021; Lim & Rasul, 2022). This consumer engagement is vital because it reflects
behaviors and actions that can benefit brands (Eslami et al., 2021). Research Beig & Khan (2018)
Explicitly found that business marketing activities that involve sharing content on SM significantly
affect the consumer BE. Drawing from these insights, the following hypothesis is proposed:

Hi: SMM activities have a significant effect on consumer BE.

The Influence of Brand Experience (BE) on Brand Trust (BT)

Confidence indicates the dedication of a brand to prioritizing the needs of customers. Trust
mitigates any uncertainty or apprehension consumers might experience when not well-acquainted
with the product (Hassan et al, 2016). To maintain customer lifetime value in the long run,
companies must establish brand credibility in the eyes of their customers (Gam et al, 2023).
Chaudhuri & Holbrook (2001) explain that BT is the standard by which customers are prepared to
choose the brand’s capacity to fulfil their obligations. Chauhan & Fauzy (2020) show that
developing BT is based on past BE and eatlier connections. BE is defined by Brakus et al. (2009)
as a behavior reaction that brings the stimuli related to the brand and the aspects such as packaging,
communication, environment, and the brand design as the identity, as well as the internal subjective
reaction such as sensation, perspective, and cognition. The experience encompasses four distinct
aspects: sensory perception, emotional response, intellectual engagement, and behavioral
interaction.

Experiences with brands can occur in various settings, including direct interactions during
shopping or through indirect engagement via SM platforms (Akoglu & Ozbek, 2022). These
interactions enable consumers to shape their perception of a BE, which can happen even without
puior purchase of its products (Koay et al., 2023). According to Shahid et al. (2022), certain
sensations linked to memorable BE can foster specific perceptions in consumers' minds, thereby
enhancing trust in the brand (Haudi et al., 2022). The genuineness perceived in a brand's SMM
activities is essential in fostering trust among consumers, especially when they believe the brand
earnestly strives to offer top-notch products and services to cater to their needs (Koay et al., 2023).
Consequently, the research infers that positive impressions derived from consistent and authentic
experiences on SM are vital for cultivating consumer BT. BT emeiges as a secondary response
stemming from the BE. Accordingly, this study introduces the following hypothesis:

Ho: BE in SM has a significant influence on BT.

The Influence of Brand Experience (BE) on Brand Love (BLV)

Researchers have found that the BE has a vital emotional component, where the customer's
feelings and thoughts towards the brand are significant (Brakus et al, 2009). This approach
combines emotion and compassion to understand the brand more deeply (Singh et al., 2021). The
relationship between the customer and the brand involves more than just internal feelings; It also
creates a sense of ownership and attachment to the brand (Schmitt, 2012). Positive experiences
with brands encourage consumers to develop positive emotions and love for the brand, resulting
from their internal processes (Mostafa & Kasamani, 2021). Huber et al. (2015) further elaborate
that customers who develop a fondness for a brand tend to exhibit passionate engagement with it.
Brand Love (BLV) is an intense and enduring emotional attachment to a brand. It represents a
more robust and reliable relationship than customer satisfaction (Watanuki, 2022). Fournier (1998)
states that BLV includes aspects such as obsession, passion, dependence, and feelings for the brand.
Meanwhile, Albert et al. (2009) propose the concept of BLV with two key factors: affection and
passion. We articulate BLV as a high-level construct involving two key aspects: intimacy and love,
in line with the view of (Bae & Kim, 2023; Sarkar et al, 2013), where intimacy reflects the
consumer's emotional bond with the brand and passion indicates deep interest (Batra et al., 2012).

Previous studies have shown that BE significantly affects BLV formation (Huang, 2017;
Na et al,, 2023; Singh et al., 2021), providing insight into the role of BLV resulting from BE in the
mobile context. This relationship was also found in online shopping (Mustafa et al., 2022) and
hypermarket (Singh et al, 2021). Thus, consumers' engagement and interaction with the brand
through various mediums and experiences, from physical products to digital services, play an
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essential role in shaping and strengthening love for the brand. Other research from Hepola et al.
(2017) also points out that online streaming services often aim to meet consumers' emotional
needs, contributing to BLV formation. Next, Madeline & Sthombing (2019) found that memorable
experiences gained from SM marketing activities significantly affect BLV. Based on this review of
the literature and findings, we put forward the following hypotheses:

H;: BE in SM has a significant influence on BLV.

The Influence of Brand Trust (BT) on Brand Loyalty (BL)

Consumer trust in brands can be thought of as a consequence of engagement, stemming from the
experiences consumers have when interacting with the products or brands they use (Chauhan &
Fauzy, 2020). Based on various studies that have been conducted, it is found that BT creates the
basis for a strong relationship between brands and consumers (Akogli & Ozbek, 2022; Na et al.,
2023). This trust is related to customers' favorable view of the product, service, and brand (Park &
Kim, 2016). Specifically, BT indicates the extent to which customers are willing to trust the brand
and its engagement, significantly influencing BL and better customer retention (Dandis et al., 2022;
Mutum et al., 2014). BL is defined as a customer's willingness to repeatedly purchase a brand,
demonstrating a preference for it over other alternatives (Zhou et al., 2022).

The research conducted by Atulkar (2020) asserts that trust in the brand not only affects
customer loyalty but also serves as an incentive for customers to channel their trust in the brand,
forming a lasting relationship (Lin et al., 2017). Therefore, brands that gain trust tend to get more
purchases because they are perceived to have lower risk than other alternatives (Cardoso et al.,
2022). Remember that customers with similar levels of BT do not necessarily exhibit similar levels
of BL (Li et al, 2012). However, customers always look for brands that can deliver on their
promises and meet their expectations, strengthening their trust in the brand (Atulkar, 2020).
Therefore, BT is positively associated with perceptions of quality, value, satisfaction, and
uniqueness (Althuwaini, 2022; Atulkar, 2020; Ebrahim, 2020), which ultimately contributes to the
development of customer loyalty. Based on this description, this research proposes the following
hypotheses:

Has: BT has a significant influence on BL.

The Influence of Brand Love (BLV) on Brand Loyalty (BL)

BLYV encapsulates consumers' emotional connection and positive sentiments towards a specific
brand, a notion distinct from mere satisfaction rooted in cognitive assessment (Ghorbanzadeh &
Rahehagh, 2021). Unlike satisfaction, which is a rational evaluation, this emotional bond
encourages consumers to consistently prefer a brand, diiven by the emotional fulfillment it
provides (Ghorbanzadeh & Rahehagh, 2021). Consequently, due to their strong emotional ties,
consumers must be more relaxed by competitive promotions or adverse information regarding
their preferred brand (Merlo et al., 2023). This loyalty stems from their deep emotional engagement
with the brand, suggesting that brand loyalty is significantly shaped by the depth of the consumer's
emotional investment (Bagozzi et al., 2017; Park et al., 2010).

Recent research has consistently demonstrated a significant relationship between BLV and
consumer loyalty across diverse markets and product categories. For instance, a study by Kazmi &
Khalique (2019) on the cosmetics industry in Pakistan showcased a notable positive link between
these variables. This observation was further echoed in a study by Zhang et al. (2020) focusing on
the Tablet PC market. Furthermore, an investigation into the influence of BLV on BL within
Indonesia's coffee shop sector by Maduretno & Junaedi (2022) provided additional support to
these findings. Building on this trend, a recent analysis conducted by Bae & Kim (2023) on the BL
of Apple iPhone and Samsung Galaxy consumers in Korea further affirmed the substantial impact
of BLV. Drawing upon these theoretical and empirical insights, the present study posits that a
similar relationship between BLV and BL is anticipated within Indonesia's bottled water market,
leading to the following hypothesis:

Hs: BLV has a significant influence on BL.
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The Mediating Role of Brand Experience (BE), Brand Trust (BT), and Brand Love (BLV)

The SOR theory states that BE, BT, and BLV mediate between perceiver SMM activities and BL.
In this framework, perceived SMM activities are the 'stimulus,’ while BE, BT, and BL constitute
the 'organism,' leading to the 'response'—BL. In the current literature, the underlying mechanism
of how perceived SMM activities lead to BL remains unclear, with mixed findings. For example,
Hafez (2021) research revealed that positive SMM activities increase BLV and trust, contributing
positively to BL. Research results in Althuwaini (2022) also support these findings, stating the
association between perceived SNIM and BL mediated by BT. In digital content marketing, research
by Bui et al. (2023) highlights that there is not always a direct connection between BL and digital
content marketing. BL affected the perceived quality of digital content marketing instead of the
influence mediated by customer evaluation experience.

Based on the SOR framework and existing studies, we suggest an in-depth dual sequential
mediation model to understand the influence of perceived SMM activities on fostering BL. We first
hypothesize that when SMNM activities are implemented well, their positive impact is evident in
creating an engaging BE. This engaging and consistent BE can build a strong foundation of BT
and BLV among consumers. These elements are pivotal drivers, motivating consumers to sustain
their allegiance to the brand. On this basis, we advance the following hypotheses:

He: The connection between SMM activities and BL is influenced sequentially and with significance
through BE and BT.

H>: The connection between SMM activities and BL is influenced sequentially and with significance
through BE and BLV.

Figure 1 illustrates the research framework that we have developed:
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Figure 1. Research Framework

Research Methods

This research evaluates the impact of SMM strategies on consumer loyalty towards bottled water
brands. To achieve this goal, the study employed purposive sampling to select participants who
possess specific characteristics: 1) active social media users, 2) followers of a bottled water brand
on social media platforms including Facebook, Twitter, TikTok, and Instagram, and 3) purchasers
of the products of the brands they follow. The selection of respondents spanned across Indonesia's
major islands such as Java, Bali, Nusa Tenggara, Sumatra, Kalimantan, Papua, Maluku, Sulawesi,
and Bangka Belitung to ensure a sample representative of the broader population. Given the
absence of comprehensive data on the number of bottled water consumers in Indonesia, the study
determined its minimum sample size using a methodology proposed by Chin (1998) that focuses
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on statistical power analysis. The application G*Power Chin (1998) focuses on statistical power
analysis. The application G*Power Faul et al. (2007) facilitated this analysis, indicating a
requirement for at least 258 respondents to achieve a statistical power exceeding 0.90. Data
collection commenced with a pilot test of the survey tool on 35 participants, followed by broader
distribution via Google Forms after confirming the absence of significant issues. The survey was
active from December 28, 2023, to Febrmary 6, 2024, and disseminated to chosen participants
through the investigator's Instagram and WhatsApp networks, ultimately garnering 310 valid
responses for analysis. Data evaluation was conducted using a Partial Least Squares (PLS) method
within a Structural Equation Modeling (SEM) framework, adhering to the analytical procedures
outlined by Hair et al. (Hair et al., 2016), including assessments of both the inner and outer model
and the inspection of path coefficients, to ensure the validity and reliability of the research findings.

Measurement

This research is based on earlier theoretical studies on SMM activities, BE, BT, BLV, and BL. The
instruments used to measure each variable in this study are outlined in Appendix 1, and these were
adapted and modified from various studies (Althuwaini, 2022; Batra et al., 2012; Brakus et al., 2009;
Chieng et al,, 2022; Ebrahim, 2020; Koay et al., 2020, 2023; Lin et al., 2017; Sarkar et al., 2012). To
ensure the content validity of each question in the assessment, we collected responses from
participants using a 5-point Likert scale, with five indicating 'strongly agree' and one indicating
“strongly disagree’.

Results and Discussion
Characteristics of Respondents

Table 1. Characteristics of respondents

Category Subcategory Frequency % Cumulative percent
Gender Female 166 54 54
Male 144 46 100
17-26 206 66 66
Ace 27-42 92 30 96
& 43.58 11 3 99
>58 1 1 100
< High School 90 29 29
; Diploma I-IV 34 11 40
Educuam Level Ba}c)helor's Degree 158 51 91
Master’s/Doctoral Degree 28 9 100
IDR <1.500.000 151 49 49
Income Level IDR 1.500.000-2.500.000 34 11 60
IDR 2.500.000-3.500.000 44 14 74
IDR >3.500.000 81 26 100
Le Minerale 117 38 38
Commonly Aqua 108 35 73
consumed bottled Vit 24 8 81
water brands. Nestlé Pure Life 19 6 87
other brands 42 13 100
Bottle size 1500 ml 31 10 10
240 ml 25 8 18
330 ml 22 7 25
600 ml 123 40 65
Gallon 109 35 100
Regularly used Instagram 186 60 60
social media Facebook 21 i 67
platforms. TikTok 15 5 72
Twitter /X 64 21 93
Others 24 & 100
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The characteristics of the respondents provide an overview of demographic situations, education
levels, income, preferences for bottled drinking water, and social media usage, as detailed in Table 1.
Based on the 310 respondents involved, it can be concluded that the survey included a relatively
balanced gender distribution, with females being slightly more dominant than males, at 54% and
46%, respectively. The respondents tended to be young, with the majority (66%) falling within the
age range of 17-26 years. The education level of respondents showed that more than half (51%) held
a bachelor's degree, indicating that the survey involved respondents with relatively high educational
attainment. In terms of income levels, the survey revealed that nearly half of the respondents (49%)
had a monthly income below IDR 1,500,000. When asked about the brand of bottled drinking water
they usually consumed, respondents showed diverse preferences. Le Minerale was the most popular,
with 38% of respondents choosing it, followed by Aqua (35%), and other brands like Vit and Nestlé
Pure Life with smaller percentages. Meanwhile, the most frequently chosen bottle size was 600 ml,
selected by 40% of respondents. Last, social media also played a significant role in the respondents'
lives, with Instagram being the most frequently used platform (60%o), far ahead of Facebook, TikTok,
and Twitter/X. This indicates that Instagram significantly influences the respondents' social media
habits, while other platforms are used less frequently.

Testing the Measurement Model
Table 2. Indicator test results

Variables Items Loading CR AVE
IN1 0.795 0.973 0.676
IN2 0.846
IN3 0.871
INF1 0811
INF2 0.838
INF3 0.826
PERI 0.861
Social media marketing ggllg ggi;
(SMM) activities PRI 0:7 57
PR2 0.8
PR3 0.797
PR4 0.785
TRE1 0.831
TRE2 0.797
WOM1 0.842
WOM?2 0.832
BE1 0.895 0.963 0.763
BE2 0.887
CEl 0.878
Brand CE2 0.853
Experience (BE) EE1 0.895
EE2 0.853
SE1 0.84
SE2 0.883
TR1 0.89 0.919 0.79
Brand Trust (BT) TR2 0.897
TR3 0.88
INT1 0.842 0.937 0.712
INT2 0.864
Brand Love (BLV) ;::131‘331 gg;z
PASS2 0.879
PASS3 0.824
BL1 0.849 0.89 0.73
Brand Loyalty (BL) BL2 0855
BL3 0.858
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Hair et al. (2016) suggest the measurement model's validity and reliability evaluation criteria. The
criteria include convergent validity, assessed based on outer loading values; discriminant validity,
determined by Average Variance Extracted (AVE); and composite reliability, measured. The results
obtained from the outer loading values range between 0.757 and 0.897 in Table 2, exceeding the
minimum threshold of 0.6, which confirms convergent validity. In addition, AVE values ranging
from 0.676 to 0.79, exceeding the value limit of 0.50, indicate sufficient discriminant validity. Finally,
composite reliability for all constructs is above 0.70, signifying satisfactory consistency and stability.
Therefore, the instruments used in this study can be considered efficient and reliable for measuring
the variables involved by ensuring the validity of those that have been thoroughly verified.

Evaluation of Structural Model

Structural model evaluation in PLS-SEM aims to check the validity of conceptual models by
emphasizing their predictive capacity. In this evaluation, we utilize various evaluative metrics such
as R square, Q square, SRMR, and PLS Predict, according to the recommendations of Hair et al.
(Hair et al,, 2019). The R Square analysis showed significant influence from variables such as BE,
BT, and BLV, with R Square values of 0.85 for BE, 0.76 for BT, and 0.803 for BLV, respectively.
Meanwhile, BL showed moderate influence with an R Square of 0.705 (Hair et al, 2011).
Furthermore, the Q square value indicates high predictivity for all variables, with scores of 0.643
for BE, 0.596 for BT, 0.573 for BLV, and 0.504 for BL (Hair et al., 2019). SRMR, as a crucial metric
for assessing model suitability in PLS-SEM, recorded a value of 0.04 in this study, indicating
suitable suitability because the value is below 0.08 (Henseler et al., 2016). Finally, a comparison
between the predictive capabilities of PLS and linear regression (LM) models shows that PLS has
lower RMSE and MAE values in most of its components than LM, indicating that PLS has
moderate predictive potential (Hair et al., 2019).

Hypothesis Testing

This study used the bootstrapping method with 5,000 samples to test the proposed hypotheses to
determine the standard error and t-value. More information about this structural model can be seen
in Table 3. The analysis found that SMM activities (3 = 0.922, p < 0.001) significantly affect BE,
which supports hypothesis H1. Furthermore, it was identified that BE has a significant impact on
BT (8 =0.871,p < 0.001) and BLV (§ = 0.902, p < 0.001), which strengthens hypotheses H2 and
H3. The study also found evidence supporting the significant positive influence of BT (3 = 0.211,
p < 0.05) and BLV (8 = 0.653, p < 0.001) in increasing BL, following hypotheses H4 and H5. In
addition, two indirect effects were analyzed through three coefficients (SNIM -> BE -> BT -> BL
and SMM -> BE -> BLV -> BL). The analysis results show support for H6, with the indirect effect
confidence interval (LB: 0.414; UB: 0.676) not having a zero value, and the same applies to H7,
with the indirect effect confidence interval (LB: 0.035; UB: 0.302) also not having a zero value. In
conclusion, these findings indicate a sequential and significant relationship between SMM and BL
activity mediated by BE, BT, and BE and BLV.

Table 3. Hypothesis Test Results

2 Path Std T P

Edfect Hypothesis coefficient Error Values  Values 3 9%
Direct

Hl SMM - BE 0.922 0014  64.686 0.000 0.897 0.943
H2 BE 2 BT 0.871 0.021 41.192 0.00 0.834 0.903
H3 BE 2 BLV 0.902 0.016 57.993 0.00 0.875 0926
H4 BT 2> BL 0.211 0.099 2137 0.033 0.043 0.367
H5 BLV - BL 0.653 0.093 6.98 0.000  0.499 0.809
Indirect

Ho SMM - BE - BT > BL 0.17 0.082 2.083 0.037 0.035 0302
H7 SMM > BE - BLV - BL 0.543 0.08 6.815 0.000 0414 0.676
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Discussion

This study made a significant contribution in confirming and expanding previous research findings
related to SMM activities and their effects on BE, BT, BLV, and BL. Our findings point to some
of the critical points outlined below:

First, this study confirms that SMM activities are essential in shaping BE. These findings
are consistent with studies by (Beig & Khan, 2018; Zollo et al., 2020), which explicitly show that
business marketing activities involving sharing content on social media significantly affect the
consumer brand experience. SMM activities increase consumer interactivity and engagement with
brands, allowing for personalizing relevant content and increasing brand awareness and
understanding through compelling stories and information. Additionally, the visual and emotional
elements of SMM content can trigger deep emotional responses, creating memorable memories
and strengthening consumers' attachment to the brand. Therefore, an effective and well-planned
SMNM strategy is critical to building a solid and immersive brand experience for consumers.

Second, the study found that BE significantly affects the formation of BT and BLV on
brands. These findings are consistent with research by (Hepola et al., 2017; Koay et al,, 2023;
Madeline & Sihombing, 2019; Shahid et al., 2022), which shows that consistent and memorable BE
encourages consumers to develop trust and a close emotional connection with the brand. Critically,
BE plays a central role in creating consumer perceptions of brand credibility and reliability, a key
component of BT. A positive and consistent experience increases consumer confidence in the
brand's goodwill and integrity, strengthening BT. Further, an alluring and satisfying BE generates
a deep emotional attachment, articulated as BLV, where consumers not only trust the brand but
also have a strong affection for it. This emotional connection is a critical catalyst in shaping
sustainable brand loyalty, as consumers who love the brand are more likely to remain loyal and
recommend it to others. Thus, this study confirms the importance of BEs in building BT and BLV,
which drive solid and sustainable brand loyalty.

Third, this study confirms that BT and BLV are the main determining factors of BL, which
shows that consumers are more likely to choose and remain loyal to products or services from
brands they trust and love. These findings are in line with earlier studies by (Althuwaini, 2022;
Atulkar, 2020; Bae & Kim, 2023; Ebrahim, 2020), which highlight that trust and love for brands is
strongly correlated with brand loyalty. Our study reinforces this relationship by showing that solid
brand trust (BT) creates a sense of security and confidence in brand quality and integrity. In
contrast, love for brands (BLV) builds a deep emotional bond between consumers and brands.
These two elements work synergistically to strengthen consumer loyalty, with BT providing a
rational foundation for loyalty and BLV adding an emotional dimension that strengthens long-term
attachment. Thus, effective brand trust and love management are crucial to maintaining and
increasing brand loyalty in a competitive market.

Fourth, our findings show a positive and sequential relationship between SMM and BL
activities, which BE, BT, and BLV mediate. Practical SMM activities trigger memorable BEs in
consumers, forming positive BT and BLV and increasing the likelihood of consumers becoming
loyal. Previous research by Koay et al. (2023) indicates that consistent and memorable interactions
through SMM can strengthen consumer loyalty to the brand through BT and BLV. However, our
research expands on these findings by showing that directed and consistent SMM activities not
only build BT and BLV but also BE, all of which synergistically contribute to increased brand
loyalty. Thus, this study underscores the importance of a holistic approach in SMM management,
which includes the formation of a positive brand experience, trust, and love for the brand to drive
consumer loyalty on an ongoing basis.

Finally, this study provides unique theoretical insights by proposing and validating a
research model that outlines how consumers respond to stimuli from SMM activities, leading to
internal conditions such as BE, BT, and BLV. These internal conditions positively and sequentially
affect BL. This study also confirms the use of the Stimulus-O1ganism-Response (SOR) theory as
a theoretical basis to explain the mechanism behind the influence of SMM activity on BL. By
integrating BE, BT, and BLV in one comprehensive model, this study is the first to propose a
sequential theory about the contribution of SMM activities to BL in the bottled water industry,
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entiching and expanding the existing research framework. For example, these findings are in line
with earlier research (Aljuhmani et al., 2023; Althuwaini, 2022; Bui et al., 2023; Hafez, 2021; Koay
et al, 2023; Li et al,, 2020) however, it made an additional contribution by showing that SMM
activity not only affected BE but also BT and BLV respectively, which ultimately increased BL.
These findings provide a more robust and practical theoretical foundation for marketers to manage
SMM activities to achieve higher brand loyalty.

Theoretical Implication and Managerial Implication

This research significantly enriches the academic discourse by advancing the application of the
SOR theory in SMM and BL, particularly within the bottled water sector. Through the empirical
validation of a comprehensive model, this study elucidates the sequential influence of SMM in BL,
mediated by BE, BT, and BLV. This not only reaffirms the critical role of these constructs but also
highlights the novelty of applying the SOR theory to uncover the mechanisms at play. The paper's
distinctive contribution emerges from its innovative use of the SOR framework in a unique industry
context, offering profound insights into the strategic employment of SMM to cultivate consumer
loyalty. By seamlessly integrating theoretical framework with practical implications, this research
not only enriches existing studies but also lays a robust foundation for subsequent explorations
into the dynamics of digital-age consumer-brand relationships.

Building on these theoretical insights, the managerial implications underscore the
imperative for brands to harness SM's potential as a pivotal consumer engagement channel,
comparable in impact to traditional channels like TV and print media (Fraccastoro et al., 2021).
Marketers are advised to prioritize inventive digital campaigns, acknowledging that SM's influence
extends beyond brand awareness to significantly affect BL by crafting memorable and consistent
BEs (Na et al., 2023). Drawing from the research findings, several strategic recommendations are
proposed, emphasizing personalization, entertainment, interaction, and timely content. Brands are
encouraged to differentiate through personalized offerings and services, such as demographic-
specific promotional content (Dwivedi et al., 2021) and sophisticated predictive recommendation
systems on social platforms (Bleier et al, 2018), to enhance BL. The importance of captivating
consumer attention in an information-saturated environment is highlighted, with a call for engaging
visual content on platforms like TikTok and Instagram that prioritize images and stories.
Additionally, the study underscores the necessity of responsiveness in SM interactions—prompt
complaint resolution and active engagement with comments are crucial for fostering consumer
engagement (Istanbulluoglu, 2017). Effective SMM strategies are instrumental in developing a
wealthy BE and solidifying trust and love for the brand to propel BL. This seamless integration of
theoretical insights and practical strategies offers a comprehensive roadmap for leveraging SMM
to fortify the consumer-brand bond, aligning theoretical implications with actionable managerial
recommendations.

Conclusion and Future Direction

This research substantiates the effectiveness of the SOR theory in clarifying the role of SMM in
enhancing BL. It demonstrates that SMM activities significantly boost BE, positively affecting BL
through BT and BLV. Additionally, our analysis uncovers notable indirect routes through which
SMM activities contribute to BT and BLV, culminating in increased BL. These findings corroborate
our initial hypotheses and underline the vital importance of SMM in promoting BL via BE, BT,
and BLV.

Although this study has important implications, some limitations should be recognized for
future research suggestions. Firsz, using a cross-sectional research method, characterized by
simultaneous and uniform data collection, restricts the ability to establish causal relationships
definitively. Adopting a longitudinal data collection approach is recommended to enhance the
robustness of future research outcomes. Second, employing a simple purposive sampling technique
has led to a sample bias, predominantly comprising respondents aged 17-26 with undergraduate
education levels. This highlights the necessity for future research to encompass a more diverse
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representation of the general population. Third, the current investigation concentrates on the effects
of Brand Social Media Marketing (SMM) activities on brand loyalty (BL). Subsequent studies
underscore the importance of exploring their impact on other aspects, such as impulse buying
behavior. Fourth, although this research focuses on bottled water brands, it has yet to consider
sustainability aspects like environmental awareness. Future studies should include these
sustainability factors in analyzing SMM activities' influence on bottled water brand loyalty. Last,
considering the research's exclusive focus on bottled water brands, future studies must extend their
scope to other products. This expansion will provide a more comprehensive understanding of the
prevailing market dynamics.

References

Akoglu, H. E.,, & Ozbek, O. (2022). The effect of brand experiences on brand loyalty through
perceived quality and brand trust: a study on sports consumers. Asia Pacific Journal of
Marketing and Logistics, 34(10), 2130-2148. https://doi.org/10.1108/APJML-05-2021-0333

Al-Dmour, R., Alkhatib, O. H., Al-Dmour, H., & Basheer Amin, E. (2023). The Influence of Social
Marketing Drives on Brand Loyalty via the Customer Satisfaction as a Mediating Factor in
Travel and Tourism Offices. SAGE Open, 13(2), 1-13.
https://dot.org/10.1177/21582440231181433

Albert, N., Wesford, F., Merunka, D., & Valette-Florence, P. (2009). The Feeling of Love Toward
a Brand: Concept and Measurement. _Advances in Consumer Research, 36, 300-307.
https://www.researchgate.net/profile/ Pierre-Valette-
Florence/publication/49136328_The_Feeling_of_Love_Toward_a_Brand_Concept_and
_Measurement/links/0046352a5¢7d62b3be000000/ The-Feeling-of-Love-Toward-a-
Brand-Concept-and-Measurement.pdf

Aljuhmani, H. Y., Elrehail, H., Bayram, P., & Samarah, T. (2023). Linking social media marketing
efforts with customer brand engagement in driving brand loyalty. Asia Pacific Journal of
Marketing and Logistics, 35(7), 1719—-1738. https:/ /doi.org/10.1108 / APJML-08-2021-0627

Althuwaini, S. (2022). The Effect of Social Media Activities on Brand Loyalty for Banks: The Role
of Brand Trust. Administrative Sciences, 12(4), 148.
https://doi.org/10.3390/admsci12040148

Angelia, D. (2022). 7 Merek Air Mineral Favorit Masyarakat Indonesia 2022. GoodStats Data.
https://goodstats.id /article/ 7-merek-air-mineral-favorit-masyarakat-indonesia-2022-
kqaPc

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media in marketing.
Journal of the Academy of Marketing Science, 48(1), 79-95. https:/ /doi.org/10.1007/s11747-
019-00695-1

Atulkar, S. (2020). Brand trust and brand loyalty in mall shoppers. Marketing Intelligence and Planning,
38(5), 559-572. https://doi.org/10.1108/MIP-02-2019-0095

Badan Pengawas Obat dan Makanan Indonesia. (2020). Lindungi Kesehatan Masyarakat dengan Sinergi
Pengawasan Produk Air Minum Dalam Kemasan (AMDK). Pusat Data Dan Informasi Obat
Dan  Makanan.  https://www.pom.go.id/siaran-pers/lindungi-kesehatan-masyarakat-
dengan-sinergi-pengawasan-produk-air-minum-dalam-kemasan-amdk

Bae, B. R, & Kim, S. E. (2023). Effect of brand experiences on brand loyalty mediated by brand
love: the moderated mediation role of brand trust. Asia Pacific Journal of Marketing and
Logistics, 35(10), 2412-2430. https://doi.org/10.1108 /APJML-03-2022-0203

Bagozzi,R. P., Batra, R., & Ahuvia, A. (2017). Brand love: development and validation of a practical
scale. Marketing Letters, 28(1), 1-14. https://doi.org/10.1007 /s11002-016-9406-1

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). Brand Love. Joumal of Marketing, 76(2), 1-16.

181



Jurnal Siasat Bisnis Vol. 28 No. 2, 2024, 172-192 | 185

https://dot.org/10.1509/jm.09.0339

Beig, F. A., & Khan, M. F. (2018). Impact of Social Media Marketing on Brand Experience: A
Study of Select Apparel Brands on Facebook. T7ion, 22(3), 264-275.
https://dot.org/10.1177/0972262918785962

Bleier, A., De Keyser, A., & Verleye, K. (2018). Customer Engagement Through Personalization
and Customization. In R. W. Palmatier, V. Kumar, & C. M. Harmeling (Eds.), Customer
Engagement ~ Marketing  (pp.  75-94).  Springer  International ~ Publishing.
https://doi.org/10.1007/978-3-319-61985-9_4

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What is It? How is it
Measured? Does it Affect Loyalty? Jowrnal of Marketing, 73(3), 52—68.
https://doi.org/10.1509 /jmkg.73.3.052

Bui, T. T,, Tran, Q. T, Alang, T., & Le, T. D. (2023). Examining the relationship between digital
content marketing perceived value and brand loyalty: Insights from Vietnam. Cogent Social
Sciences, 9(1). https:/ /doiorg/10.1080/23311886.2023.2225835

Cardoso, A., Gabuiel, M., Figueiredo, J., Oliveira, I, Régo, R, Silva, R., Oliveira, M., & Meirinhos,
G. (2022). Trust and Loyalty in Building the Brand Relationship with the Customer:
Empirical Analysis in a Retail Chain in Northern Brazil. Journal of Open Innovation: Technology,
Market, and Complexity, 8(3), 109. https://dot.org/10.3390/joitmc8030109

Chae, M.-]. (2021). Driving consumer engagement through diverse calls to action in corporate
social responsibility messages on social media. Swstainability, 13(7), 3812
https://doi.org/10.3390/su13073812

Chaudhur, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust and Brand
Affect to Brand Performance: The Role of Brand Loyalty. Journal of Marketing, 65(2), 81—
93. https://doi.org/10.1509/jmkg.65.2.81.18255

Chauhan, R., & Fauzy, H. M. (2020). the Influence of Brand Trust in Mediating Consumer Online
Behavior Against Buying Interest in Online Stores (Case Study of Hypermart Online Shop
in Indonesia). Dinasti International Journal of Digital Business Management, 1(3), 471-484.
https://doi.org/10.31933/dijdbm.v1i3.294

Chieng, F., Sharma, P., Kingshott, R. P. ., & Roy, R. (2022). Interactive effects of self-congruity
and need for uniqueness on brand loyalty via brand experience and brand attachment.
Journal of Product and Brand Management, 31(6), 870—885. https:/ /doi.org/10.1108 /JPBM-12-
2020-3250

Chin, W. W. (1998). The partial least squares approach for structural equation modeling. In G. A.
Marcoulides (Ed.), Modern methods for business research (pp. 295-336). Psychology Press.
https://www.taylorfrancis.com/books/edit/10.4324 /9781410604385 /modern-methods-
business-research-george-marcoulides

Dandis, A. O., Al Haj Eid, M. B., Robin, R., & Wierdak, N. (2022). An empirical investigation of
the factors affecting customer lifetime value. International Journal of Ouality and Reliability
Management, 39(4), 910-935. https:/ /doi.org/10.1108/IJQRM-12-2020-0412

Direktorat Statistik Kesejahteraan Rakyat Badan Pusat Statistik. (2023). Statistik Kesejahteraan Rakyat
2023.
https://www.bps.go.id/publication/2023/10/27 /bc5b86dd8£16cd0640aa278b /statistik -
kesejahteraan-rakyat-2023.html

Dixon, S. J. (2023a). Average daily time spent on social media worldwide 2012-2023. Statista.Com.
https:/ /www.statista.com/ statistics /433871 /daily-social-media-usage-worldwide/

Dixon, S. J. (2023b). Global social  network  penetration  2019-2028.  Statista.Com.
https://www.statista.com/ statistics/ 260811 /social-network-penetration-worldwide/

182



186 | Social media marketing dynamics and brand loyalty: ...

Dixon, S. ]J. (2023c). Number of global social network —wusers 2017-2027. Statista.Com.
https://www.statista.com/ statistics /278414 /number-of-worldwide-social-network-
users/

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Cailson, J., Filieri, R., Jacobson, J., Jain, V.,
Karjaluoto, H., Kefi, H., Krishen, A. S, Kumar, V., Rahman, M. M., Raman, R,
Rauschnabel, P. A., Rowley, ., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the future
of digital and social media marketing research: Perspectives and research propositions.
International Journal of Information Management, 59, 102168.
https://doi.org/10.1016/j.ijinfomgt.2020.102168

Ebrahim, R. S. (2020). The Role of Trust in Understanding the Impact of Social Media Marketing
on Brand Equity and Brand Loyalty. Journal of Relationship Marketing, 19(4), 287-308.
https://doi.org/10.1080/15332667.2019.1705742

Eslami, S. P., Ghasemaghaei, M., & Hassanein, IKC (2021). Understanding consumer engagement
in social media: The role of product lifecycle. Decision Support Systems, 162, 113707.
https://doi.org/10.1016/j.dss.2021.113707

Faul, F., Exdfelder, E., Lang, A.-G., & Buchner, A. (2007). G*Power 3: A flexible statistical power
analysis program for the social, behavioral, and biomedical sciences. Bebavior Research
Methods, 39(2), 175-191. https:/ /doi.org/10.3758 /BF03193146

Fetais, A. H., Algharabat, R. S., Aljafari, A., & Rana, N. P. (2023). Do Social Media Marketing
Activities Improve Brand Loyalty? An Empirical Study on Luxury Fashion Brands.
Information Systems Frontiers, 25(2), 795-817. https:/ /doi.org/10.1007 /s10796-022-10264-7

Fournier, S. (1998). Consumers and Their Brands: Developing Relationship Theory in Consumer
Research. Journal of Consumer Research, 24(4), 343-373. https://doi.org/10.1086/209515

Fraccastoro, S., Gabrielsson, M., & Pullins, E. B. (2021). The integrated use of social media, digital,
and traditional communication tools in the B2B sales process of international SMEs.
International Business Review, 30(4), 101776. https://doi.org/10.1016/j.ibusrev.2020.101776

Gam, A., Bahri-Ammari, N., & Soliman, M. (2023). Intelligent Customer Experience and
Behavioral Brand Loyalty: Empirical Evidence from the Commerce Environment.
International ~ Journal of  Human-Compnter Interaction, 39(10), 2090-2101.
https://doi.org/10.1080/10447318.2022.2074120

Ghorbanzadeh, D., & Rahehagh, A. (2021). Emotional brand attachment and brand love: the
emotional bridges in the process of transition from satisfaction to loyalty. Rajagiri

Management Journal, 15(1), 16-38. https://doi.org/10.1108/ram;j-05-2020-0024

Hafez, M. (2021). The impact of social media marketing activities on brand equity in the banking
sector in Bangladesh: the mediating role of brand love and brand trust. International Journal
of Bank Marketing, 39(T), 1353-1376. https:/ /doi.otg/10.1108/IJBM-02-2021-0067

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016). .4 Primer on Partial Least Squares Structural
Egunation Modeling (PLS-SEM). SAGE Publications.

Hair, ]. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing
Theory and Practice, 19(2), 139-152. https:/ /doi.org/10.2753/MTP1069-6679190202

Hair, J. F,, Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the
results of PLS-SENL Ewrgpean Business Review, 31(1), 2-24. https://doi.org/10.1108/EBR-
11-2018-0203

Hajiyeva, K. (2023). What the data says about Gen Z TikTok nsage? Planly. https://planly.com/gen-z-

tiktok-use/
Hanafizadeh, P., Shafia, S., & Bohlin, E. (2021). Exploring the consequence of social media usage
on firm performance. Digital Business, 1(2), 100013.

183



Jurnal Siasat Bisnis Vol. 28 No. 2, 2024, 172-192 | 187

https://doi.org/10.1016/j.digbus.2021.100013

Hanaysha, J. R. (2022). Impact of social media marketing features on consumer’s purchase decision
in the fast-food industry: Brand trust as a mediator. International Journal of Information
Management Data Insights, 2(2), 100102. https:/ /doLorg/10.1016/].jjime1.2022.100102

Handayani, D. F. R., PA, R. W., & Nuryakin, N. (2021). The influence of e-service quality , trust ,
brand image on Shopee customer satisfaction and loyalty. Jumal Siasat Bisns, 25(2), 119—

130. https://doi.org/10.20885/jsb.vol25.iss2.art3

Harrigan, P., Miles, M. P, Fang, Y., & Roy, S. K. (2020). The role of social media in the engagement
and information processes of social CRM. International Journal of Information Management, 54,
102151. https://doi.org/10.1016/j.ijinfomgt.2020.102151

Hassan, M., Rafi, A., & Kazmi, S. S. (2016). Impact of Differentiated Customer Service, Brand
Trust, Brand Commitment, and Brand Salience on Brand Advocacy. International Review of
Management and Marketing, 6(4), 232-238.

Hatamleh, I. H. M., Safori, A. O., Habes, M., Tahat, O., Ahmad, A. K, Abdallah, R. A. Q., &
Aissani, R. (2023). Trust in Social Media: Enhancing Social Relationships. Sodal Sciences,
12(7), 416. https:/ /doi.org/10.3390/socscil 2070416

Haudi, Handayani, W., Musnaini, Suyoto, Y. T., Prasetio, T, Pital-Oka, E., Wijoyo, H., Yonata, H.,
Koho, I R., & Cahyono, Y. (2022). The effect of social media marketing on brand trust,
brand equity and brand loyalty. Inzernational Journal of Data and Network Science, 6(3), 961—
972. https://doi.org/10.5267 /j.1jdns.2022.1.015

Henseler, J., Hubona, G., & Ray, P. A. (2016). Using PLS path modeling in new technology
research: Updated guidelines. Industrial Management and Data Systems, 116(1), 2-20.
https://doi.org/10.1108/IMDS-09-2015-0382

Hepola, J., Karjaluoto, H., & Hintikka, A. (2017). The effect of sensory brand experience and
involvement on brand equity directly and indirectly through consumer brand engagement.
Journal of Product and Brand Management, 26(3), 282—293. https:/ /doi.org/10.1108 /JPBM-10-
2016-1348

Huang, C.-C. (2017). The impacts of brand experiences on brand loyalty: mediators of brand love
and trust. Management Decision, 55(5), 915-934. https://doi.org/10.1108/MID-10-2015-0465

Huber, F., Meyer, F., & Schmid, D. (2015). Brand love in progress — the interdependence of brand
love antecedents in consideration of relationship duration. Joumal of Product ¢ Brand
Management, 24(6), 567-579. https:/ /doi.org/10.1108/JPBM-08-2014-0682

Islam, J., & Rahman, Z. (2017). The impact of online brand community characteristics on customer
engagement: An application of Stimulus-Organism-Response paradigm. Telematics and
Informatics, 34(4), 96-109. https:/ /doi.org/10.1016/j.tele.2017.01.004

Istanbulluoglu, D. (2017). Complaint handling on social media: The impact of multiple response
times on consumer satisfaction. Computers in  Human Bebavior, 74, 72-82.

https://doi.o1g/10.1016/j.chb.2017.04.016

Jamil, K., Dunnan, L., Gul, R. F,, Shehzad, M. U, Gillani, S. H. M., & Awan, F. H. (2022). Role of
Social Media Marketing Activities in Influencing Customer Intentions: A Perspective of a
New Emerging Era. Frontiers n Psychology, 12, 808525.
https://doi.org/10.3389 /fpsyg.2021.808525

Junaid, M., Hou, F., Hussain, K., & Kirmani, A. A. (2019). Brand love: the emotional bridge
between experience and engagement, generation-M perspective. Journal of Product and Brand

Management, 28(2), 200-215. https:/ /doi.org/10.1108/JPBM-04-2018-1852

Kazmi, S. H. A., & Khalique, M. (2019). Brand Experience and Mediating Roles of Brand Love,
Brand Prestige and Brand Trust. Market Forces, 14(2), 78-98.

184



188 | Social media marketing dynamics and brand loyalty: ...

http:/ /www.pafkiet.edu.pk/marketforces /index.php/marketforces /article/view/399 /34
5

Kemp, S. (2023a). Digital 2023: Indonesia. Data Reportal. https://datareportal.com/reports/ digital-
2023-indonesia

Kemp, S. (2023b). The Global State Of Digital In Aprii 2023. We Are Social.
https://wearesocial.com/id/blog/2023/04/the-global-state-of-digital-in-april-2023/

Kimiagari, S., & Asadi Malafe, N. S. (2021). The role of cognitive and affective responses in the
relationship between internal and external stimuli on online impulse buying behavior.
Journal of Retailing and Consumer Services, 61, 102567.
https://doi.org/10.1016/j.jretconser.2021.102567

Koay, K. Y., Cheah, C. W, & Goon, S. W.-U. (2023). How Do Perceived Social Media Marketing
Activities Foster Purchase Intentions? A Multiple Sequential Mediation Model. Jourmal of
Global Marketing, 36(3), 210-224. https:/ /doi.org/10.1080/08911762.2023.2207072

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2020). Perceived social media marketing
activities and consumer-based brand equity: Testing a moderated mediation model. ~4siz
Pacific Journal of Marketing and Logistics, 33(1), 53-72. https:/ /doi.org/10.1108/ APJML-07-
2019-0453

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the
customer journey. Journal of Marketing, 80(6), 69-96. https://doi.org/10.1509 /jm.15.0420

Li, F., Latimo, J., & Leonidou, L. C. (2021). Social media marketing strategy: definition,
conceptualization, taxonomy, validation, and future agenda. Journal of the Academy of
Marketing Science, 49(1), 51-70. https://doi.org/10.1007 /s11747-020-00733-3

Li, G, Li, G, & Kambele, Z. (2012). Luxury fashion brand consumers in China: Perceived value,
fashion lifestyle, and willingness to pay. Journal of Business Research, 65(10), 1516-1522.
https://dot.org/10.1016/j.jbusres.2011.10.019

Li, M.-W., Teng, H.-Y., & Chen, C.-Y. (2020). Unlocking the customer engagement-brand loyalty
relationship in tourism social media: The roles of brand attachment and customer trust.
Journal of Hospitality and Tonrism Management, H, 184-192.
https://doi.org/10.1016/j.jhtm.2020.06.015

Lim, W. M., & Rasul, T. (2022). Customer engagement and social media: Revisiting the past to
inform the futare.  Jowrnal  of  Business  Research, 148, 325-342.
https://dot.org/10.1016/j.jbusres.2022.04.068

Lin, J., Lobo, A., & Leckie, C. (2017). The role of benefits and transparency in shaping consumers’
green perceived value, self-brand connection and brand loyalty. Journal of Retailing and
Consumer Services, 35, 133—141. https:/ /doiorg/10.1016/].jretconser.2016.12.011

Loureiro, S. M. C,, Bilro, R. G., & Japutra, A. (2020). The effect of consumer-generated media
stimuli on emotions and consumer brand engagement. Jowrnal of Product and Brand
Management, 29(3), 387-408. https:/ /doi.org/10.1108/JPBM-11-2018-2120

Madeline, S., & Sihombing, S. O. (2019). THE IMPACTS OF BRAND EXPERIENCES ON
BRAND LOVE, BRAND TRUST, AND BRAND LOYALTY: AN EMPIRICAL
STUDY. Jurnal Bisnis Dan Manajemen, 20(2), 91-107.
https://pdfs.semanticscholar.org /£105/4d40ab85430£1820£f8bd4bda60£fc6754c0.pdf

Maduretno, R. B. E. H. P., & Junaedi, M. F. S. (2022). Exploring the effects of coffee shop brand
experience on loyalty: The roles of brand love and brand trust. Gadjah Mada International

Journal of Business, 24(3), 289-309. https:/ /doi.org/10.22146/ gamaijb.63218

Mason, A. N., Narcum, J., & Mason, K. (2021). Social media marketing gains importance after
Covid-19. Cogent Business [ig Management, 8(1).

185



Jurnal Siasat Bisnis Vol. 28 No. 2, 2024, 172-192 | 189

https://doi.org/10.1080/23311975.2020.1870797

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. In .A» approach
to environmental psychology. The MIT Press.

Meire, M., Hewett, K., Ballings, M., Kumar, V., & Van den Poel, D. (2019). The Role of Marketer-
Generated Content in Customer Engagement Marketing. Joumal of Marketing, 83(6), 21-42.
https://doi.org/10.1177/0022242919873903

Merlo, O., Eisingerich, A. B., & Hoyer, W. D. (2023). Immunizing customers against negative
brand-related information. Journal of the Academy of Marketing Science, 52(1), 140—163.
https://doi.org/10.1007/s11747-023-00929-3

Mostafa, R. B., & Kasamani, T. (2021). Brand experience and brand loyalty: is it a matter of
emotions? Asia  Pacific  Journal of Marketing and Logistics, 33(4), 1033-1051.
https://doi.org/10.1108/APJML-11-2019-0669

Mustafa, K., Ahmad, F., Qaisar, M. N., Zada, S., Jamil, S., Anwer, N., Khawaja, K. F., Vega-Muiioz,
A., Contreras-Barraza, N., Hamid, S. A. R., & Mariam, S. (2022). Brand Love: Role of
Online Customer Experience, Value Co-creation, and Relationship Quality. Frontiers in
Psychology, 13,897933. https:/ /doi.org/10.3389 /fpsyg.2022.897933

Mutum, D., Mohd Ghazali, E., Nguyen, B., & Amott, D. (2014). Online loyalty and its interaction
with switching barriers. Jowrnal of Retailing and Consumer Services, 21(6), 942-949.
https://dot.org/10.1016/}.jretconser.2014.08.012

Na, M., Rong, L., Ali, M. H., Alam, S. S., Masukujjaman, M., & Ali, K. A. M. (2023). The Mediating
Role of Brand Trust and Brand Love between Brand Experience and Loyalty: A Study on
Smartphones in China. Bebavioral Sciences, 13(6), 502. https:/ /doi.org/10.3390/bs13060502

Panigyrakis, G., Panopoulos, A., & Koronaki, E. (2020). All we have is words: applying rhetoric to
examine how social media marketing activities strengthen the connection between the
brand and the self.  Imternational  Jowrnal of Advertising, 39(5), 699-718.
https://doi.org/10.1080/02650487.2019.1663029

Park, C. W., Macinnis, D. J., Priester, J., Eisingerich, A. B., & Tacobucci, D. (2010). Brand
Attachment and Brand Attitude Strength: Conceptual and Empirical Differentiation of
Two  Ciitical Brand Equity Drivers.  Journal  of  Marketing,  74(6), 1-17.
https://doi.org/10.1509/jmkg.74.6.1

Park, H., & Kim, Y. K. (2016). Proactive versus reactive apparel brands in sustainability: Influences
on brand loyalty. Journal of Retailing and Consumer  Services, 29, 114-122.
https://doi.org/10.1016/j.jretconser.2015.11.013

Pascucci, F., Savelli, E., & Gistri, G. (2023). How digital technologies reshape marketing: evidence
from a qualitative investigation. Itakan Journal —of Marketing, 2023, 27-58.
https://doi.org/10.1007/543039-023-00063-6

Perera, C. H., Nayak, R., & Thang Nguyen, L. Van. (2022). Social Media Marketing and Customer-
Based Brand Equity for Higher Educational Institutions: Case of Vietnam and Sri Lanka.
In Springer Link (1st ed.). Springer Nature Singapore Pte Ltd. https://doi.org/10.1007/978-
981-19-5017-9

Petrosyan, A. (2024). Number of internet and social media users worldwide as of April 2024 (in billions).
Statista.Com. https://www.statista.com/ statistics /617136 /digital-population-worldwide/

Pusparisa, Y. (2021).  Instagram,  Media  Sosial ~ Favorit ~ Generasi Z. Databoks.
https://databoks.katadata.co.id/datapublish /2021 /05/16/ instagram-media-sosial-
favorit-generasi-z

Sarkar, A., Ponnam, A., & Murthy, B. K. (2012). Understanding and measuring romantic brand
love. Journal of Customer Bebavionr, 11(4), 325-348.

186



190 | Social media marketing dynamics and brand loyalty: ...

https://doi.org/10.1362/147539212x13546197909985

Sarkar, A., Ponnam, A., & Murthy, B. K. (2013). Understanding and measuring romantic brand
love. Journal of Ciustomer Behavionr, 11(4), 324-347.
https://dot.org/10.1362/147539212x13546197909985

Schmitt, B. (2012). The consumer psychology of brands. Jourmal of Consumer Psychology, 22(1), 7-17.
https://doi.org/10.1016/j.jcps.2011.09.005

Shahbaznezhad, H., Dolan, R., & Rashidirad, M. (2021). The Role of Social Media Content Format
and Platform in Users’ Engagement Behavior. Journal of Interactive Marketing, 53(1), 47—65.
https://doi.org/10.1016/j.intmar.2020.05.001

Shahid, S., Paul, J., Gilal, F. G., & Ansari, S. (2022). The role of sensory marketing and brand
experience in building emotional attachment and brand loyalty in luxury retail stores.
Psychology and Marketing, 39(7), 1398—1412. https://doi.org/10.1002/mar.21661

Singh, D., Bajpai, N., & Kulshreshtha, K. (2021). Brand Experience-Brand Love Relationship for
Indian Hypermarket Brands: The Moderating Role of Customer Personality Traits. Joumal
of Relationship Marketing, 20(1), 20—41. https:/ /doi.org/10.1080/15332667.2020.1715179

So, K. K. F., Wei, W, & Martin, D. (2021). Understanding customer engagement and social media
activities in tourism: A latent profile analysis and cross-validation. Journal of Business Research,
129, 474-483. https:/ /doLorg/10.1016/j.jbusres.2020.05.054

Statista Market Insights. (2024). Sodal Media Advertising - Worldwide.  Statista.Com.
https:/ /www.statista.com/ outlook /dmo/ digital-advertising/ social-media-
advertising/worldwide

Watanuki, S. (2022). Neural mechanisms of brand love relationship dynamics: Is the development
of brand love relationships the same as that of interpersonal romantic love relationships?
Frontiers in Neuroscience, 16, 984647. https:/ /doi.org/10.3389 / fnins.2022.984647

Wei, L. H., Huat, O. C., & Thurasamy, R. (2023). The impact of social media communication on
consumer-based brand equity and purchasing intent in a pandemic. International Marketing
Review, 40(5), 12131244 https://doi.org/10.1108 /IMR-12-2021-0353

Ye, Y., Yu, Q. Zheng, Y., & Zheng, Y. (2022). Investigating the effect of social media application
on firm capabilities and performance: The perspective of dynamic capability view. Journal
of Business Research, 139, 510-519. https://doi.org/10.1016/j.jbusres.2021.10.008

Zhang, S., Peng, M. Y. P, Peng, Y., Zhang, Y., Ren, G., & Chen, C. C. (2020). Expressive Brand
Relationship, Brand Love, and Brand Loyalty for Tablet PCs: Building a Sustainable Brand.
Frontiers in Psychology, 11, 231. https://doi.org/10.3389 /fpsyg.2020.00231

Zhang, Yue, Ye, & Peng. (2021). Understanding the Impact of the Psychological Cognitive Process
on Student Learning Satisfaction: Combination of the Social Cognitive Career Theory and
SOR Model. Frontiers in Psychology, 12, 712323, https://doi.org/10.3389/ fpsyg.2021.712323

Zhou, Q., Yuen, K. F,, & Ye, Y. (2022). The effect of brand loyalty and loss aversion on
competitive trade-in strategies. Total Quality Management &> Business Excellence, 33(9—10),
1084-1112. https://doi.org/10.1080/14783363.2021.1933423

Zollo, L., Filieri, R., Rialti, R., & Yoon, S. (2020). Unpacking the relationship between social media
marketing and brand equity: The mediating role of consumers’ benefits and experience.
Journal of Business Research, 117, 256-267. https:/ /doi.org/10.1016/j.jbusres.2020.05.001

187



Jurnal Siasat Bisnis Vol. 28 No. 2, 2024, 172-192 | 191

APPENDIX 1. Research Instrument

Table. Research Instrument

Variable Code Items

Source

Promotion 1

Interactive L.

I follow the promotional activities of the mineral

water brand I like on social media platforms.

I was interested in the promotions held by the

mineral water brand, which I liked on social media. (Althuwaini,
I benefit from the promotional information my 2022)
favorite mineral water brand shared on social media.

My favorite mineral water brand is actively

campaigning for environmental sustainability.

I can discuss and share opinions with others

through the social media pages of bottled water

products.
2. The social media pages of this bottled water (Koay et al.,
product that I love often respond to and 2020, 2023)
communicate with its users
3. I can easily share the latest information about
bottled water products on its social media pages.
Tren 1. This bottled water brand often shares the latest
information on its social media.
Sodi 2. Many people like and follow the social media
ocial .
Media ) accoun'ts of the bottled \Vatelr bmx}d I hkg
Marketing SMM Informative 1. The merd water company's soqgl media accounts
Activities provide accurate product information.
2. The information provided by the social media of
this mineral water company was helpful to me.
3. The social media accounts of this bottled water
brand that I love provide accurate and precise (Soayetial,
; : pr P 2020)
information about its products
Personalized 1. Ibenefited from the information posted on social
media about this bottled water brand.
2. The brand's social media provides complete
information and covers various things about its
products.
3. Social media from bottled mineral water brands
provide purchase recommendations that match
what I need.
WOM 1. 1 share information about bottled water brands,
such as products or services, from the brand's social
media accounts with my friends. (Koay et al.,
2. Tam interested in sharing content from the mineral ~ 2023)
water brand's social media accounts on my personal
Facebook, Instagram, TikTok, or Twitter pages.
1. Tam confident in the quality of the bottled water brand I use today
B 2. 1believe that the bottled water brand I use today has the principle (Althuwaini,
rand
Tiust BT of honesty 2022; Koay
3. 1 feel that the bottled water brand I use today supports et al, 2023)
environmental sustainability efforts
Sensory 1. When interacting with bottled water brands on
Experience social media, I felt a positive visual and sensory
experience.
B 2. The content shared by bottled mineral water brands  (Brakus et
rand 5 i B i
Esbesatics: ‘BE on social media is so exciting and positive for my al., 2009;
Xperien g
senses. Chieng et
Emotional 1. I feel positive about this bottled mineral water al., 2022)

Experience

brand when interacting on social media.
The use of products from this brand of bottled
mineral water provokes positive emotions.
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Variable Code Items Source
Cognitive 1. This bottled mineral water brand encourages me to
Experience have positive thoughts when I see its content on
social media.
2. The content that the bottled mineral water brand
shared on social media stimulated my curiosity and
positive thinking
Behavioral 1. Using products from bottled mineral water brands
Experience has provided a positive physical experience for me.
2. Using products from bottled mineral water brands
has provided a positive physical experience for me.
Intimacy 1. T feel positive about this brand of bottled mineral
water
2. 1 feel exceptionally connected to this brand of
bottled mineral water X
B 3. This brand of bottled mineral water feels familiar to (Bau.a etal,
rand 2012;
Love BLV . me . . Sarkar et al.
Passion 1. Ilike this brand of bottled mineral water 2012 ’
2. This beand of bottled mineral wate brisigs )
happiness to my experience
3. This brand of bottled mineral water suits my
preferences
1. I prefer to buy the bottled mineral water I use than other mineral
water brands. .
Brand BL 2. The brand of mineral water I use now will be my top choice when ;]é!zagahLu;,
: S ; Lin et
Loyalty buying mineral water. al, 2017)

3. Iwould recommend the mineral water brand I regularly use to

others.
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