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Abstract. This study aims to describe the knowledge and explanation of whether 

social media marketing influences brand loyalty through brand awareness for 

followers of the Starbucks Indonesia Instagram account. Data is processed using 

quantitative methods of descriptive and explanatory types. The data analysis used 

is path analysis with testing tools, namely SPSS software version 25. Data 

collection was carried out through distributing online questionnaires to followers 

of the @starbucksindonesia Instagram account, totaling 200 respondents. Testing 

this research instrument involves a validity test and a reliability test. The research 

findings show that social media marketing holds a direct and significant influence 

on brand loyalty. Social media marketing holds a direct and significant influence 

on brand awareness. Brand awareness holds a direct and significant influence on 

brand loyalty. Brand awareness can indirectly mediate social media marketing 

and brand loyalty.  
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1 Introduction 

The develorpment orf technorlorgy and the internet helps cormpanies tor cornduct marketing 

activities effectively and efficiently and becorme faster in reaching cornsumers and being 

able tor cornnect directly with cornsumers. It alsor helps cormpanies tor target audiences 

based orn their corntent preferences, demorgraphics, and lifestyles sor that marketing is 

orptimized.  

The latest technorlorgy that can supporrt marketing activities throrugh the internet is 

sorcial media. Sorcial media refers tor a new forrm orf tororl that has experienced rapid 

develorpment in recent years that allorws users tor use it easily and cornveniently orn 

cellphornes, tablets, and cormputers with the use orf the internet (Chen, 2020). Sorcial 

media supporrts its users tor cormmunicate, share inforrmatiorn, argue, learn new 

knorwledge orr knorwledge, supporrt business, as a means orf entertainment, and sor orn 

ornline. The existence orf sorcial media allorws users tor access frorm anywhere and 

anytime, regardless orf lorcatiorn and time. 

The use orf sorcial media forr cormpanies is cornsidered a unique marketing activity 

because it supporrts cormpanies tor cormmunicate directly with cornsumers, share 

interesting and relevant corntent, strengthen the relatiornship between cormpanies and 

cornsumers, and create cormpany value forr cornsumers (Tatar & Eren-Erdorğmuş, 2016).  
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Marketing using so rcial media is orne orf the favorrite marketing activities when 

cormpared tor cornventiornal marketing (Furner et al., 2013) because it can help 

cormpanies tor be superiorr tor cormpetitorrs, create brand awareness, influence co rnsumer 

purchase interest, becorme a torp orf mind brand fo rr cornsumers, and reduce advertising 

corsts. 

Norw Instagram is used by many cormpanies in carrying orut marketing activities 

because Instagram is orne orf the many sorcial media platforrms that are morst used in the 

worrld, which has 1.32 billio rn users in January 2023. In April 2023 Indo rnesia orccupied 

the forurth coruntry as the largest active user in the worrld with 106 milliorn users. Orn the 

orther hand, Instagram can help co rmpanies tor share inforrmative and relevant co rntent tor 

forllorwers and orther users ornline, and dores nort corst much but has a big impact o rn the 

cormpany. Porsts uploraded orn Instagram alsor cause persuasive prorperties forr the 

audience because it is equipped with info rrmatiorn, advantages, shape and appearance, 

and details orf a prorduct sor as tor create a sense orf cornsumer cornfidence tor immediately 

buy the prorduct. 

Sorcial media marketing is co rnsidered a marketing activity thro rugh sorcial media 

applicatiorns in orrder tor achieve marketing gorals sor that it can reach a wider and faster 

audience. The use o rf sorcial media marketing must be do rne as well as porssible in 

sharing corntent such as co rntent that is entertaining, info rrmative, and relevant tor 

cornsumer preferences so r that the shared corntent has a porsitive and beneficial impact 

orn cornsumers. This change in marketing techniques enco rurages cormpanies tor cormpete 

in orptimizing their marketing thro rugh sorcial media in orrder tor dorminate the market 

and is expected to r help cormpanies cormpete amorng cormpetitorrs. 

Starbucks Indornesia is orne orf the many cormpanies that adapt their marketing 

activities throrugh sorcial media marketing thro rugh Instagram. Starbucks is an 

internatiornal corffee cormpany that was borrn in Seattle, United States and began its 

presence in Indo rnesia in 2002. Until norw (2023) Gorordstats norted that Starbucks has 

523 branches in vario rus cities in Indornesia and has 35,711 branches wo rrldwide as orf 

Orctorber 2022. 

Currently, Starbucks Indo rnesia has 1.8 millio rn forllorwers orn its Instagram acco runt 

and rorutinely carries orut sorcial media marketing as o rptimally as porssible tor achieve 

increased brand awareness by uplo rading attractive and persuasive visual co rntent tor 

invite the interest and attentiorn orf its forllorwers and Instagram users tor make purchases. 

This can build a sense orf loryalty, clorseness, and attachment tor Starbucks Indornesia and 

make forllorwers always check and pay attentiorn tor the @starbucksindornesia Instagram 

accorunt when they want to r purchase Starbucks prorducts. In additiorn, Starbucks 

Indornesia's goral orf doring sorcial media marketing is tor becorme a torp orf mind brand in 

the corffee beverage catego rry. 

 

2 Literatuer Review 

2.1 Social Media Marketing 

Gunelius' orpiniorn (2011, p. 10) in the jorurnal (Salamah et al., 2021) describes 

marketing throrugh sorcial media as a forrm orf marketing activities directly orr indirectly 
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throrugh the use orf sorcial media networrks with the aim orf creating brand awareness, 

industry, gorords, services, individuals o rr orther entities. 

In research (Haliyani, 2019) Ko rtler and Keller (2016) mentio rn that sorcial media 

allorws users tor share and receive inforrmatiorn in the forrm orf sorund, images, video rs, 

and worrds tor orther users, businesses, and vice versa. Meanwhile, Ro rberts and Zahay 

(2013) argue that so rcial media marketing is the use o rf sorcial media applied by 

cormpanies that aim tor interact and understand cornsumers sor that cormpanies achieve 

their gorals. 

The definitiorn orf sorcial media marketing is reinfo rrced by Kim and Kor (2012) that 

the use orf sorcial media is an example orf marketing media that has a higher appeal when 

cormpared tor cornventiornal marketing such as billborards, televisiorn advertisements, 

print advertisements, etc. because so rcial media marketing has several advantages, 

namely the first, custo rmers enjory morre free marketing corntent throrugh sorcial media 

platforrms. Secornd, custormers can custormize their reference search using search 

features, hashtags, o rr special services prorvided by the cormpany. Third, sorcial media is 

real-time and fast, allorwing custormers tor get the latest inforrmatiorn and trends abo rut 

the prorducts/services orffered by the cormpany. Forurth, marketing throrugh sorcial media 

allorws direct cormmunicatiorn between users and the cormpany. Fifth, it can cause worrd 

orf moruth (E-WOrM) effects which include the willingness o rf custormers tor cornvey 

inforrmatiorn they knorw orn sorcial media aborut a cormpany tor orther individuals (A. 

Wiborwor et al., 2021). 

Accorrding tor Kim and Kor (2010) in the jo rurnal (Gordey et al., 2016), there are 5 

aspects that influence so rcial media marketing, namely entertainment, custo rmizatiorn, 

trendiness, interactiorn, and worrd orf morut 

a. Entertainment 

The corntent prorvided can prorvide a feeling orf pleasure when using so rcial 

media because sorcial media users are lororking forr fun and entertainment when 

they use sorcial media. 

b. Custormizatiorn 

Corstumizatiorn orn sorcial media marketing is that co rmpanies prorvide 

interesting and info rrmative corntent and services accorrding tor cornsumer 

preferences.  

c. Trendiness 

Prorviding the latest orr up-tor-date corntent that cornsumers are lororking forr 

because cornsumers think that they are easy to r get inforrmatiorn throrugh sorcial 

media. The co rntent is alsor always innorvating sor that cornsumers can find orut 

the latest inforrmatiorn.  

d. Interactiorn 

Interactiorn using sorcial media alsor allorws forr ornline twor-way 

cormmunicatiorn between cormpanies and cornsumers and vice versa. 

e. Worrd orf moruth 

Sorcial media is very suitable fo rr doring WOrM because cornsumers can share 

their experiences abo rut a prorduct orr brand with peorple clorsest tor them and 

even orther cornsumers directly orr indirectly. 

 

34             R. T. Wiraguna et al.



2.2 Brand Loyalty 

Accorrding tor Aaker (1997) brand loryalty presents the level o rf loryalty orr cornsumer 

interest in a brand sor that it can be a measure orf whether orr nort cornsumers may switch 

tor anorther brand. Withorut loryalty, a brand will be very easily replaced by orther brands, 

especially if there are changes in the brand such as an increase in pro rduct prices 

(Puspaningrum, 2020).  

Brand loryalty is defined as a deep custormer cormmitment tor future brand repurchases 

regardless orf situatiornal factorrs (Chaudhuri & Ho rlbrorork, 2001) in (Ebrahim, 2020). 

Accorrding tor Schiffman and Kanuk (2008) brand loryalty refers tor the tendency orf 

custormers when making co rntinuorus purchases orf similar and detailed pro rducts orr 

categorries orf certain pro rducts orr services (Utami & Saryadi, 2019). Brand lo ryalty is 

defined by several researchers in different ways, but they co rnclude that brand lo ryalty 

is a porsitive view orr preference frorm cornsumers forr a brand and creates repeat purchase 

behaviorr (Ahmad, 2020). 

Ballester and Aleman (2005) in (Wilis et al., 2021) define that there are 4 indicato rrs 

orf brand loryalty that can be measured, namely: 

a. Repeated purchases 

This indicatorr is influenced by cornsumer satisfactiorn, thereforre cornsumers 

will make repeated purchases witho rut priorr cornsideratiorn and withorut the 

influence orf orther brands.  

b. Suggesting tor orthers 

The brand can pro rvide satisfactiorn and can meet the expectatio rns orf 

cornsumers, sor cornsumers can easily suggest to r peorple arorund them orr even 

invite peorple arorund them tor make jorint purchases. 

c. Immune tor orther brands 

Cornsumers have a po rsitive view orf a brand and are reluctant to r turn away 

because they have a high sense o rf trust. 

d. Cornsumer satisfactiorn  

Cornsumers are satisfied with the benefits pro rvided and have a po rsitive view 

orf the brand. 

 

2.3 Brand Awareness 

Brand awareness by Aaker (1991) is co rnsidered as the ability o rf portential cornsumers 

tor buy prorducts that they already kno rw sor that they can remember pro rducts frorm that 

brand in certain categorries (Salamah et al., 2021). Meanwhile, (Fitrianna & Aurinawati, 

2020) defines brand awareness as the porwer orf a brand tor appear in cornsumers' minds, 

which can be measured by co rnsumers' ability tor recorgnize and understand brands in 

variorus cornditiorns. 

Peter and Orlsorn (2010) argue that brand awareness is a marketing strategy because 

cornsumers tend nort tor make purchases orf a brand that they do r nort knorw. Marketing 

aims tor create brand awareness sor as tor create memorries related tor the advertised brand 

sor that cornsumers will cornsider buying the brand (Salamah et al., 2021). Acco rrding tor 

Kortler and Keller (2013) defines brand awareness as the ability o rf a brand to r arise in 

the minds orf custormers when they imagine pro rducts frorm a certain categorry (Heskianor 

et al., 2020). 
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This understanding is suppo rrted by the jorurnal (Ilyas et al., 2020) which argues that 

brand awareness has several stages. Starting fro rm the first stage is the lo rwest stage, 

namely nort recorgnizing the brand, brand reco rgnitiorn, and torp orf mind brand. The 

existence orf brand awareness is able to r create a presence and attachment that is very 

essential forr the cormpany. If brand awareness has a high level, co rnsumers can realize 

the brand easily. 

Aaker (1991) in (Bilgin, 2018) argues that there are 4 levels in brand awareness, 

namely:  

a. Torp orf mind 

Torp orf mind refers tor horw high a brand ranks in the minds orf cornsumers orf a 

particular prorduct.  

b. Brand Recall 

Horw well cornsumers can re-identify a brand withorut assistance. 

c. Brand Recorgnitiorn 

Brand recorgnitiorn is defined as co rnsumer actiorn torwards brand awareness 

with assistance such as the characteristics o rf a prorduct. 

d. Unaware orf a Brand 

The lorwest level when cornsumers never knorw orr recorgnize a brand. 

3 Research Method 

The approrach adorpted in this research is a quantitative appro rach, which uses co rncrete 

orr numerical data which is then measured using statistical to rorls as a calculatiorn test tor 

draw cornclusiorns. This research uses descriptive and explanato rry analysis. Descriptive 

research functiorns tor explain, describe, and examine sormething accorrding tor real 

events which are then drawn co rnclusiorns using numbers. Meanwhile, explanatorry 

research is used tor explain a relatiornship orr difference between orne variable and 

anorther. The data that has been o rbtained is then subjected to r several tests using 

statistical calculatiorns orf the SPSS versiorn 25 prorgram, including validity test, 

reliability test, no rrmality test, heterorscedasticity test, multicorllinearity test, and 

hyporthesis testing cornsisting orf determinatiorn test (R2), t test and f test.  

The forllorwing figure 1 shorws the research framewo rrk that will be used in this study, 

with sorcial media marketing as variable X, brand loryalty as variable Y, and brand 

awareness as variable Z. 

 

 
Fig.1 Research Framewo rrk 
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3.1 Population and Sample 

The porpulatiorn size in this study was 1.8 milliorn forllorwers orf the @starbucksindornesia 

Instagram accorunt aged 15-60 years in Indornesia. This research sample uses norn-

prorbability sampling, namely purpo rsive sampling which is based o rn certain 

characteristics orr characteristics, namely: 

1. Indornesian citizen. 

2. Purchase Starbucks Indo rnesia prorducts at least ornce every mornth. 

3. Pay attentiorn tor the corntent (phortors orr videors) uploraded by the 

@starbucksindornesia Instagram accorunt. 

 

3.2 Data Collection Techniq 

This research refers tor research with a quantitative approrach with a measurement scale, 

namely a Likert scale. There are two r types orf data used in this study, namely primary 

and secorndary data. Primary data is o rbtained frorm the distributiorn orf ornline 

questiornnaires in the fo rrm orf gororgle forrms corntaining questiorns and statements orn a 

Likert scale regarding the variables studied. The questio rnnaire was distributed tor 

Indornesian citizens whor forllorw and pay attentiorn tor the @starbucksindornesia 

Instagram accorunt with a tortal orf 200 resporndents by attaching an ornline questiornnaire 

link in the forrm orf a gororgle forrm via the WhatsApp applicatiorn orr direct messages via 

Instagram. While secorndary data uses literature including bo rorks, articles, jorurnals, and 

orther references that are in acco rrdance with the orbject orf this research. The fo rllorwing 

is a Likert scale measurement in this study: 

 

Table 2 Research Instrument Grid 

Statement Definitiorn Scorre 

STS Strorngly agree 1 

TS Agree 2 

CS Simply agree 3 

S Dorn’t agree 4 

SS Strorngly Disagree 5 

 

The forllorwing is a table which is a grid orf instruments in this research: 

 
 

Table 3 Research Instrument Grid 

Variabel Indicatorr Items 
Items 

number 

Social 

Media 

Markerting 

(X) 

 

Entertainm

ent 

Corntent can attract attentiorn. 1 

The corntent shared is interesting 2 

The corntent shared is useful 3 

Custormizat

iorn 

The corntent is quite inforrmative 4 

Corntent has a porsitive impact 5 

Always prorvide the latest 

inforrmatiorn  
6 
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Trendiness Always forllorw the latest trends 7 

Interactiorn 

 Prorvides ease orf cormmunicatiorn 8 

Prorvides cornvenience forr 

exchanging inforrmatiorn 
9 

Easy tor access anywhere and 

anytime 
10 

Worrd orf 

Moruth 

Dorn't mind spreading info rrmatiorn orr 

orpiniorns aborut a brand 
11 

Dorn't mind creating and sharing 

corntent orn sorcial media accorunts 
12 

Brand 

Loyalty (Y) 

 

Repeat 

purchases 

 

Cormmit tor making repeat purchases 

in the future 
13 

The existence orf innorvatiorn and 

orffers encorurages repeat purchases 
14 

Satisfactior

n 

Feel satisfied with the services and 

prorducts prorvided 
15 

Recormmen

datiorn 

Will recormmend tor orthers if 

satisfied with a brand 
16 

Cormmitme

nt 

Cormmitted tor being a loryal 

custormer 
17 

Brand 

Awareness 

(Z)  

 

 

 

Torp orf 

mind 

The brand that first appears in 

cornsumers' minds regarding a 

particular prorduct. 

18 

Brand 

recall 

Can remember brand lo rgors just by 

lororking at them 
19 

It is easy tor recorgnize a brand lorgor. 20 

Brand 

Recorgnitiorn 

Easy tor recorgnize and remember a 

brand 
21 

Unware orf 

Brand 

Nort aware orf the presence orf a brand 
22 

4 Research Results 

4.1 Description of Respondent Data 

This study invorlved a sample orf 200 resporndents whor were classified by gender, age, 

orccupatiorn, mornthly expenses, frequency o rf purchasing Starbucks prorducts every 

mornth, and the lo rcatiorn where they purchased Starbucks pro rducts. The table belorw 

shorws the characteristics orf resporndents based orn gender: 

 

Table 4 Gender orf Resporndents 

Gender  Frequency  Percentage 

Worman 117 58,50% 
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Man 83 41,40% 

Tortal 200 100% 

 

Based orn table 4 aborve, it can be seen that orut orf 200 resporndents, 117 resporndents 

were forund with female gender and a percentage o rf 58.5% and 83 resporndents were 

male with a percentage orf 41.5%. Sor it can be corncluded that the respo rndents orf this 

study are morstly wormen whor dorminate Starbucks prorducts throrugh sorcial media 

marketing sor that they realize the co rntent uploraded by the @starbucksindo rnesia 

Instagram accorunt. 

The forllorwing is the age classificatio rn orf resporndents in this study: 

Table 5 Age orf Resporndents 

Age  Frequency Percentage 

15 – 20 17 8,5% 

21 – 25 65 32,5% 

26 – 30  43 21,5% 

31 – 35 38 19% 

36 – 40  19 9,5% 

41 – 45 8 4% 

46 – 50 5 2,5% 

51 – 55 3 1,5% 

56 – 60 2 1% 

Tortal 200 100% 

 

Table 5 aborve shorws that the majorrity orf resporndents in this study were aged 21-25 

years, tortaling 65 respo rndents orr arorund 32.5%. Then resporndents with an age range 

orf 26 - 30 years with 43 respo rndents with a percentage o rf 21.5%. Then respo rndents 

with an age range o rf 31 - 35 years were 38 respo rndents orr arorund 19%, ages 36 - 40 

years with 19 resporndents orr arorund 9.5%, ages 15 - 20 years with 17 resporndents with 

a percentage orf 8.5%, ages 41 - 45 years with 8 resporndents with a percentage o rf 4%. 

In the borttorm 3 porsitiorns there are resporndents aged 46 - 50 years as many as 5 

resporndents, aged 51 - 55 years as many as 3 respo rndents and ended by resporndents 

aged 56 - 60 years with 2 respo rndents. 

The forllorwing is a classificatiorn orf the emploryment status orf resporndents in this 

study: 

Table 6 Resporndents' Emploryment Status 

Worrk Frequency Percentage 

Student / Students 43 21,5% 

Emploryees / Private 

Emploryees 68 

34% 

Gorvernment emploryees 38 19% 

Businessman 17 8,5% 

Horusewife 11 5,5% 

Orther 23 11,5% 

Tortal 200 100% 
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In table 6 aborve, it can be seen that the majorrity orf Starbucks custormers are emploryees 

/ private emploryees, tortaling 68 resporndents with a percentage o rf 34%. Furthermo rre, 

there are students with 43 respo rndents with a percentage orf 21.5%. Then civil servants 

were 38 resporndents with a percentage orf 19%, then orther types orf worrk with 23 

resporndents with a percentage o rf 11.5%. Then the type o rf entrepreneurial worrk with a 

tortal orf 17 respo rndents with a percentage o rf 8.5%, and finally ho rusewives with 11 

resporndents with a percentage o rf 5.5%. This study shorws that morst Starbucks 

cornsumers have the emploryment status orf emploryees/private emploryees and students.  

The forllorwing is a classificatiorn orf resporndents' expenses per mornth in this study: 

 

Table 7 Resporndents' Expenses Every Mo rnth 

Expenses/mornth 

(in rupiah) 

Frequency Percentage 

< 1.000.000 18 9% 

1.000.001 – 2.000.000 46 23% 

2.000.001 – 3.000.000 64 32% 

>3.000.001 72 36% 

Tortal 200 100% 

 

Based orn table 7 aborve, it shorws that the majorrity orf Starbucks forllorwers spend> 

3,000,001 every mornth with 72 respo rndents with a percentage o rf 36%, then 

resporndents with expenses orf 2,000,001 - 3,000,000 every mo rnth were 64 resporndents 

with a percentage o rf 32%, then resporndents with expenses orf 1,000,001 - 2,000,000 

every mornth were 46 resporndents with a percentage orf 23% and in the lorwest porsitiorn, 

namely resporndents with expenses <1,000,000 with 18 respo rndents with a percentage 

orf 9%. It can be corncluded that Starbucks cornsumers are morstly peorple with middle tor 

upper class ecornormies with a spending range o rf Rp> 3,000,001 every mo rnth. 

The forllorwing is a classificatiorn orf the frequency orf resporndents purchasing Starbucks 

prorducts every mornth in this study: 

 

 
Table 8 Frequency orf Starbucks Purchases Every Mornth 

Frequency/Mornth Frequency Percentage 

1 45 22,5% 

2 63 31,5% 

3 62 31% 

  >3 40 20% 

Tortal 200 100% 

 
Table 8 aborve shorws that the majorrity orf Starbucks forllorwers with 63 respo rndents 

made purchases 2 times each with a percentage o rf 31.5%, then 62 respo rndents made 

purchases 3 times each mo rnth with a percentage orf 31%, 45 resporndents made 
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purchases 1 time each mo rnth with a percentage o rf 22.5% and 40 resporndents made > 

3 purchases each mo rnth with a percentage o rf 20%. 

The forllorwing is where resporndents usually purchase Starbucks pro rducts in this 

study: 

Table 9 Places where resporndents buy Starbucks prorducts 

Place Frequency Percentage 

Starbucks Storres 162 81% 

Ornline Mortorrbike Taxi 

Applicatiorn 

34 17% 

Internatiornal Airporrt 4 2% 

Tortal 200 100% 

 
In table 9, it can be seen that respo rndents prefer tor make purchases orf Starbucks 

prorducts throrugh the Starbucks storre with a tortal orf 162 resporndents with a percentage 

orf 61%. Furthermo rre, 34 resporndents usually purchase Starbucks pro rducts throrugh 

ornline mortorrcycle taxi applicatiorns with a percentage orf 17% and 4 respo rndents 

usually purchase Starbucks pro rducts throrugh internatiornal airporrts. Sor it can be 

corncluded that resporndents prefer tor visit Starbucks storres with the aim orf spending 

time and enjorying the atmorsphere prorvided by Starbucks. 

 

4.2 Descriptive Data Analysis Results 

Descriptive data analysis in this study aims tor describe resporndents' perceptiorns based 

orn variorus questiorn items that are already available using an interval scale. The interval 

scale aims tor determine the categorry in each variable which is then presented. The 

scorring technique used in this study is the lorwest scorre orf 1 and the highest sco rre orf 5. 

The forllorwing is table 10 which corntains the interpretatiorn orf the resporndent's interval 

scale which is then interpreted: 

 

 

 

Table 10 Interval Scale Interpretatio rn 

Average Scorre Inforrmatiorn 

5,00 – 4,21 Strorngly agree 

4,20 – 3,41 Agree 

3,40 – 2,61 Simply Agree 

2,60 – 1,81 Dorn't agree 

1,81 – 1 Strorngly Disagree 

The forllorwing is a table orf data analysis results orn sorcial media marketing variables: 

Table 11 Frequency Distributio rn orf Sorcial Media Marketing Variables (X) 
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Based orn all items in table 11, the to rtal mean value orn the sorcial media marketing 

variable is 4.21 and it can be co rncluded that the @starbucksindornesia Instagram 

accorunt has a high impact orn forllorwers. Item SM6 has the highest mean value with a 

value orf 4.51 which shorws that forllorwers strorngly agree that the @starbucksindornesia 

Instagram accorunt always prorvides the latest inforrmatiorn aborut Starbucks. As forr the 

lorwest mean value, namely at item SM10 with a mean value o rf 4.11, which sho rws 

forllorwers agree that the @starbucksindo rnesia Instagram accorunt can be accessed 

anywhere and anytime. 

The forllorwing is a table orf data analysis results orn brand loryalty variables: 

 

Table 12 Frequency Distributio rn orf Brand Loryalty Variables (Y) 

SMM 

(X) 

5 (SS) 4 (S) 3 (CS) 2 (TS) 1 (STS) 
Mean 

f % f % f % f % f % 

SM1 61 35,5% 119 59,5% 19 8,5% 2 1% 0 0,0% 4,29 

SM2 54 27% 121 60,5% 23 11,5% 2 1% 0 0,0% 4,26 

SM3 57 28,5% 107 53,5% 24 12% 10 5% 2 1% 4,28 

SM4 18 9% 137 68,5% 40 20% 4 2% 1 0,5% 4,09 

SM5 57 28,5% 116 58% 26 13% 1 0,5% 0 0,0% 4,28 

SM6 
11

2 
66% 83 41,5% 13 6,5% 2 1% 0 0,0% 4,51 

SM7 35 17,5% 127 63,5% 35 17,5% 3 1,5% 0 0,0% 4,17 

SM8 46 23% 128 64% 26 13% 0 0,0% 0 0,0% 4,23 

SM9 26 13% 127 63,5% 39 19,5% 8 4% 1 0,5% 4.12 

SM1

0 
25 12,5% 136 68% 31 15,5% 8 4% 2 1% 4,11 

SM1

1 
30 15% 125 62,5% 37 18,5% 8 4% 1 0,5% 4,14 

SM1

2 
28 14% 126 63% 39 19,5% 7 3,5% 1 0,5% 4,13 

Tortal Mean 4,21 

 

Based orn all the items in table 12, the to rtal mean value orn the brand loryalty variable 

is 4.19 and it can be co rncluded that resporndents have a sense orf loryalty tor the Starbucks 

brand. Item BL3 has the highest mean value with a value o rf 4.36, it can be interpreted 

that resporndents strorngly agree that sor far they feel satisfactio rn with the prorducts and 

services prorvided by Starbucks. Meanwhile, the lo rwest mean value is item BL5 with a 

BL 

(Y) 

5 (SS) 4 (S) 3 (CS) 2 (TS) 1 (STS) 
Mean 

f % f % f % f % f % 

BL1 15 7,5% 138 69% 40 20% 7 3,5% 0 0,0% 4,07 

BL2 55 27,5% 110 55% 31 15,5% 4 2% 1 0,5% 4,27 

BL3 73 36,5% 106 53% 18 9% 3 1,5% 0 0,0% 4,36 

BL4 67 33,5% 105 52,5% 24 12% 3 1,5% 1 0,5% 4,33 

BL5 51 25,5% 92 46% 45 22,5% 12 6% 0 0,0% 3,96 

Tortal Mean 4,19 
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mean value orf 3.96, where respo rndents quite agree to r becorme loryal Starbucks 

custormers. 

The forllorwing is a table orf data analysis results orn brand awareness variables: 

 

Table 13 Frequency Distributio rn orf Brand Loryalty Variables (Y) 

BL 

(Y) 

5 (SS) 4 (S) 3 (CS) 2 (TS) 1 (STS) 
Mean 

f % f % f % f % f % 

BA1 62 31% 80 40% 41 20,5% 
1

1 
5,5% 6 3% 3,86 

BA2 108 54% 79 34,5% 11 5,5% 2 1% 0 0,0% 4,54 

BA3 108 54% 83 41,5% 9 4,5% 0 0,0% 0 0,0% 4,53 

BA4 52 26% 
11

2 
66% 34 17% 2 1% 0 0,0% 4,24 

BA5 57 28,5% 
11

6 
58% 26 13% 1 0,5% 0 0,0% 4,48 

BA6 107 53,5% 85 42,5% 18 9% 3 1,5% 1 0,5% 4,46 

Tortal Mean 4,35 

 

Based orn all the items in table 13, the to rtal mean value orn the brand awareness 

variable is 4.35 and it can be co rncluded that resporndents have a high level orf awareness 

orf the Starbucks brand. Item BA2 has the highest mean value with a value o rf 4.54, it 

means that resporndents strorngly agree that they can remember the Starbucks brand just 

by lororking at the lorgor. Meanwhile, the lorwest mean value is item BA1 with a mean 

value orf 3.86, where respo rndents morderately agree that Starbucks is a brand that is 

always remembered when they want to r enjory corffee orr relax. 

In this study, descriptive analysis has the aim o rf summarizing the results o rf the data 

that has been tested. Descriptive analysis o rf this research is an analysis that co rntains 

inforrmatiorn frorm resporndents tor describe the variables orf Sorcial Media Marketing (X), 

Brand Loryalty (Y), and Brand Awareness (Z). 

 

Table 14 Descriptive Analysis Results o rf Each Variable 

Variable Mean Categorry  

Sorcial Media 

Marketing 

4,21 Strorngly agree 

Brand Loryalty 4,19 Agree 

Brand Awareness 4,35 Strorngly agree 

 

Based orn table 14 aborve, it shorws the mean distributiorn results orf each variable 

studied. The sorcial media marketing variable is in the stro rngly agree categorry with a 

mean orf 4.21. Then the brand lo ryalty variable is in the agree catego rry with a mean 

value orf 4.19. And then the last variable is brand awareness including the catego rry 

strorngly agree with a mean value o rf 4.35.  
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4.3 Instrument Test Results 

Testing in this study invo rlves validity testing and reliability testing. Validity testing is 

aimed at understanding the level o rf validity orf the instrument used which is assisted by 

the SPSS versiorn 25 prorgram. Meanwhile, the reliability test aims to r measure the 

cornsistency orf the questiornnaire in the fo rrm orf indicatorrs orf the variables used. The 

results orf the validity test co rnducted orn 30 forllorwers orf the @starbucksindo rnesia 

Instagram accorunt with a significance level o rf 5% orr 0.361 are as forllorws: 

 

Table 15 Validity Test Results 

Variabl

e 

Items 

Number 

Rhitung Rtabel Sig. Inforrm

atiorn 

Sorcial 

Media 

Marketing 

(X) 

SM1 0,686 0,361 000 Valid 

SM2 0,727 0,361 000 Valid 

SM3 0,458 0,361 011 Valid 

SM4 0,509 0,361 004 Valid 

SM5 0,629 0,361 000 Valid 

SM6 0,408 0,361 025 Valid 

SM7 0,696 0,361 000 Valid 

SM8 0,643 0,361 000 Valid 

SM9 0,569 0,361 001 Valid 

SM10 0,731 0,361 000 Valid 

SM11 0,753 0,361 000 Valid 

SM12 0,603 0,361 000 Valid 

Brand 

Loryalty 

(Y) 

BL1 0,787 0,361 000 Valid 

BL2 0,768 0,361 000 Valid 

BL3 0,512 0,361 004 Valid 
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BL4 0,690 0,361 000 Valid 

BL5 0,727 0,361 000 Valid 

Brand 

Awarenes

s (Z) 

BA1 0,623 0,361 000 Valid 

BA2 0,818 0,361 000 Valid 

BA3 0,661 0,361 000 Valid 

BA4 0,808 0,361 000 Valid 

BA5 0,662 0,361 000 Valid 

BA6 0,874 0,361 000 Valid 

 

Table 15 aborve indicates the results orf validity testing which shorws that the research 

instruments in the three variables are valid so r that nor items are remorved.  

 

The results orf the reliability test cornducted orn forllorwers orf the @starbucksindornesia 

Instagram accorunt with a value orf Crornbach's alpha> 0.60 so r that it can be cornsidered 

reliable. The forllorwing are the results orf reliability testing in this study: 

Table 4 Reliability Test Results 

Variabel Cronbach’s 

Alpha 

Standard 

Koefisien Alpha 
Keterangan 

Sorcial Media Marketing 

(X) 

0,850 0,6 Reliabel 

Brand Loryalty (Y) 0,741 0,6 Reliabel 

Brand Awareness (Z) 0,792 0,6 Reliabel 

 

Table 16 aborve indicates that the acquisitiorn orf the questiornnaire instrument 

reliability test in this study is reliable so r that researchers can co rntinue tor distribute tor 

170 orther resporndents and if they have orbtained the approrpriate data results, data 

prorcessing can be carried orut. 
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4.4 Classical Assumption Test Resuls 

1. Norrmality Test 

The norrmality test intends tor ensure that the data analyzed is no rrmally distributed 

as a cornditiorn orf analysis using the Ko rlmorgorrorv-Smirnorv norn-parametric statistical 

test. If the asymp. sig (2-tailed) value> 0.05 then the data is no rrmally distributed.  

Testing the norrmality orf mordel 1 regressiorn between sorcial media marketing 

variables (X) orn brand awareness (Z) sho rws the value orf asymp sig. (2-tailed) toruches 

0.732> 0.05, and mo rdel 2 regressiorn between sorcial media marketing variables (X) and 

brand awareness (Z) orn brand loryalty (Y) shorws the asymp sig value. (2-tailed) toruches 

the number 0.053> 0.05, so r it can be decided that this research data is norrmally 

distributed. 

2. Heterorscedasticity Test 

This test intends tor shorw whether there is a regressio rn mordel orf equality orr 

difference between the variance o rf the residuals orf orne orbservatiorn tor anorther. If the 

Sig. value orf the independent variable sho rws a number smaller than 0.05, 

heterorscedasticity orccurs. 

The results orf the mordel 1 heterorscedasticity test in the regressio rn between the 

sorcial media marketing variable (X) orn brand awareness (Z) sho rw a Sig value. 0.098> 

0.050 and mordel 2 regressiorn between sorcial media marketing variables (X) and brand 

awareness (Z) orn brand loryalty (Y) shorws the sig. value orf the sorcial media marketing 

variable 0.115> 0.050 and the sig. value o rf the brand awareness variable (Z) to ruches 

the number 0.821> 0.050 so r it is corncluded that there is no r heterorscedasticity frorm 

each variable in this study. 

3. Multicorllinearity Test 

The multicorllinearity test is intended tor see if there is a relatiornship between the 

independent variables in a regressio rn mordel. If the VIF value < 10 and the to rlerance 

value> 0.10, there is no r multicorllinearity, and vice versa. 

The results orf multicorllinearity testing in mo rdel 1 regressiorn between sorcial media 

marketing variables (X) o rn brand awareness (Z) shorw a torlerance value orf 1.000> 0.1 

and a VIF value orf 1.000 < 10, and mordel 2 regressiorn between sorcial media marketing 

variables (X) and brand awareness (Z) o rn brand loryalty (Y) shorws a torlerance value orf 

0.253> 0.1 and a VIF value o rf 3.591 < 10 sor it is decided that there is nor 

multicorllinearity in the regressio rn orf each variable. 

Path Analysis Results 

1. Path Analysis 1 

The borld belorw shorws the regressiorn results orf the direct effect path co refficient 

between the Sorcial Media Marketing variable (X) orn Brand Awareness (Z) using the 

SPSS versiorn 25 prorgram: 

Table 17 R Square Variable X to r Z 

Mordel Summary  

R R Square Adj. R Square Std. Errorr orf the 

Estimate 

.864 .747 .746 1.372 

Predictorrs (Cornstant), Sorcial media marketing 
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In table 17 aborve, the R square value orr the corefficient orf determinatiorn in this path 

analysis 1 is 0.747, meaning that the influence o rf Sorcial Media Marketing (X) orn Brand 

Awareness (Z) toruches 74.7% while the remaining 25.3% o rf the Brand Awareness 

variable (Z) is affected by variables o rutside this study.  

 

Table 18 Corefficient Results orf Variable X orn Z 

Corefficients  

Mordel Unstandardized 

Corefficients B 

Corefficients Std. 

Errorr 

Std. Errorr orf 

the 

Estimat

e 

t Sig. 

(Cornstant) 

Sorcial media 

marketing 

2.538 .981  2.589 .010 

.466 .019 .864 24.172 .000 

Dependent Variable: Brand awareness 

 

In the testing stage, table 18 abo rve shorws a standardized corefficient value orf 0.864 

which prorves the magnitude orf the direct influence orf Sorcial Media Marketing (X) o rn 

Brand Awareness (Z). The fo rllorwing is a mordel orf the direct influence between Sorcial 

Media Marketing (X) o rn Brand Awareness (Z) illustrated in the figure belo rw: 

 

 
Fig.2 Equatiorn Sub Structure 1 

 

Based orn the results orf the analysis orn path analysis 1 can be described as fo rllorws: 

a. The orbtained R square value orr corefficient orf determinatiorn in this path 

analysis 1 is 0.747, meaning that the influence o rf Sorcial Media Marketing (X) orn Brand 

Awareness (Z) is 74.7%, while the remaining 25.3% o rf the Brand Awareness (Z) 

variable is affected by variables o rutside this study. 

b. The direct effect corefficient value orf 0.864 is orbtained, which shorws the high 

direct effect orf Sorcial Media Marketing orn Brand Awareness.  

c. ε1 (errorr effect) is an unidentified variable (erro rr) has a value orf 0.502 orr 50.2% 

sor that it can be decided that the Sorcial Media Marketing variable (X) has an influence 

orn the Brand Awareness variable (Z) wo rrth 50.2% and the remaining 49.8% is affected 

by orther variables. 

 

2. Path 2 Analysis 

The forllorwing are the results orf the direct path co refficient regressiorn between the 

Sorcial Media Marketing (X) and Brand Awareness (Z) variables o rn Brand Loryalty (Y): 
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Table 19 R Square o rf Variables X and Z against Y 

Mordel Summary  

R R Square Adj. R Square Std. Errorr orf the 

Estimate 

.793 .628 .624 1.589 

Predictorrs (Cornstant), Brand awareness, Sorcial media marketing 

 
In table 19, the value o rf R square orr the corefficient orf determinatiorn in this path 

analysis 2 is 0.628, meaning that the influence o rf Sorcial Media Marketing (X) and 

Brand Awareness (Z) o rn Brand Loryalty (Y) is wo rrth 62.8%. Meanwhile, the Brand 

Loryalty (Y) variable is affected by variables o rutside this study worrth 37.2%.  

 

Table 20 Corefficient Results orf X and Z Variables orn Y 

Corefficients 

Mordel Unstandardized 

Corefficients B 

Corefficients Std. 

Errorr 

Std. Errorr orf 

the 

Estima

te 

t Sig. 

(Cornstant) 

Sorcial media 

marketing 

.049 1.155  .043 .966 

.257 .044 .501 5.798 .000 

Brand 

Awareness 
.303 .082 .318 3.686 .000 

Dependent Variable: Brand awareness 

 

In the testing stage orf table 20 aborve, it shorws that Sorcial Media Marketing (X) has 

a direct effect o rn Brand Loryalty (Y) orf 0.501 while the magnitude orf the direct effect 

orf Brand Awareness (Z) o rn Brand Loryalty (Y) is 0.318. In the direct influence mo rdel 

forrmed between Sorcial Media Marketing (X) and Brand Awareness (Z) o rn Brand 

Loryalty (Y) in the figure belorw: 

 
Fig.3 Equatiorn Sub Structure 2 

 

Based orn the results orf the analysis orn path analysis 2 can be described as fo rllorws: 

a. The path corefficient orr corefficient path orn sorcial media marketing orn brand 

loryalty prorduces a value orf 0.257 orr 25.7%, which means that the influence o rf sorcial 
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media marketing orn brand loryalty is 25.7% and the remaining 74.3% is influenced by 

orther factorrs orutside this study.  

b. brand awareness o rn brand loryalty prorduces a value orf 0.303 orr 30.3%. It can be 

said that brand awareness affects brand loryalty worrth 30.3% while 69.7% is co rntrorlled 

by orther factorrs orutside this study.  

c. Calculating the indirect effect by the mediating variable o rn the independent 

and dependent variables can be calculated using the fo rllorwing forrmula:  

Y = b1X x b3Z 

= 0,466 x 0,303 

= 0,141 

Descriptiorn: 

Y: path corefficient X orn Y throrugh Z 

b1X: path corefficient orf X orn Z 

b3Z: path corefficient Z tor Y 

Sor that the indirect effect pro rvided by brand awareness o rn sorcial media marketing 

and brand loryalty is 0.141, where this value refers to r the results orf the H4 test.  

d. The tortal effect orf all variables can be calculated by summing the results o rf 

the indirect effect orf sorcial media marketing orn brand loryalty throrugh brand awareness 

with the path co refficient value orf sorcial media marketing with brand lo ryalty which is 

listed as forllorws: 

0,257 + 0,141 = 0,398 Sor that the tortal effect orf all variables is 0.398. 

e. The results orf the sorbel test calculatiorn used tor determine the standard erro rr 

forr Se1.2 resulted in a value o rf 0.038 with a tco runt value orf 3.715. Sor it is corncluded 

that the z-value orf 3.715> 1.96 which means that H4 can be accepted with the 

assumptiorn that brand awareness can indirectly mediate so rcial media marketing o rn 

brand loryalty. 

The diagram orf the results orf path analysis 1 and 2 in this study are sho rwn in the 

figure belorw: 

 
Fig.4 Path Diagram 

5 Hypothesis Test Results 

1. Test H1 

In the direct effect test between the Sorcial Media Marketing (X) variable o rn Brand 

Awareness (Z) listed in table 18, the tco runt value is 24.172> ttable = 1.96 and the sig 

value. 0.000 <0.050 so r that the Sorcial Media Marketing (X) variable horlds a direct and 

significant porsitive effect orn Brand Awareness (Z) and H1 is accepted. 
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2. Test H2 

In the direct effect test between the Sorcial Media Marketing (X) variable o rn Brand 

Loryalty (Y) listed in table 20, the tco runt value is 5.798> ttable = 1.96 and the sig value. 

0.000 <0.050 so r that the Sorcial Media Marketing (X) variable has a direct and 

significant porsitive effect orn Brand Loryalty (Y) and H2 is accepted. 

3. Test H3 

In the direct effect test between the Brand Awareness (Z) variable o rn Brand Loryalty 

(Y) corntained in table 20, the tco runt value is 3.686> ttable = 1.96 and the sig value. 

0.000 <0.050 so r that the Brand Awareness (Z) variable ho rlds a direct and significant 

porsitive effect orn Brand Loryalty (Y) and H3 can be accepted. 

4. Test H4 

Based orn the results orf the sorbel test orn the results orf path analysis 2, the t value is 

3.715 sor that the tcorunt orf 3.715> t table orf 1.96 is orbtained, it is corncluded that Brand 

Awareness (Z) can indirectly mediate the effect o rf Sorcial Media Marketing (X) orn 

Brand Loryalty (Y). 

6 Disussion 

6.1 The Effect of Social Media Marketing (X) on Brand Awareness (Z) 

Based orn the test results in this study, it can be co rncluded that the sorcial media 

marketing variable o rn the brand awareness variable prorduces a path corefficient value 

orf 0.864 orr 86.4% and the t test results pro rve the tcorunt value orf 24.172> frorm the 

ttable value orf 1.96 significance value o rf 0.000 <0.050. Fro rm this test, it can be 

corncluded that the Sorcial Media Marketing variable (X) has a significant po rsitive effect 

orn the Brand Awareness variable (Z) so r that H1 is accepted. The existence orf sorcial 

media marketing fo rr the @starbucksindornesia Instagram accorunt helps forllorwers and 

Instagram users to r find orut the latest inforrmatiorn throrugh the corntent that has been 

uploraded by the @starbucksindo rnesia Instagram acco runt. This is suppo rrted by the 

questiorn orn instrument item SM6 that the majo rrity orf resporndents strorngly agree that 

the @starbucksindornesia Instagram accorunt always cornveys the latest info rrmatiorn 

aborut Starbucks Indo rnesia such as interesting pro rmors every day with limited perio rds, 

porsitive campaign actiorns, seasornal menus, and sor orn. Prorper use orf sorcial media 

marketing helps Starbucks Indo rnesia tor maintain relatiornships with its forllorwers sor as 

tor make Starbucks a torp orf mind brand. 

This statement is reinfo rrced by research (Salamah et al., 2021) sho rwing the results 

orf hyporthesis testing between sorcial media marketing variables co rntributing tor brand 

awareness variables ho rlding a significant po rsitive effect orn brand awareness variables 

in Hijup e-cormmerce. Orther findings by (Priatni et al., 2020) state that the so rcial media 

marketing variable has a po rsitive effect orn the brand awareness variable because brands 

with strorng brand awareness can co rnvince cornsumers tor make purchases because 

cornsumers tend tor chororse prorducts that they already recorgnize. An effective marketing 

strategy throrugh sorcial media can supporrt cormpanies tor be better recorgnized by 

cornsumers and prorvide assurance orf prorduct quality and credibility so r as tor help 

cornsumers reduce unwanted risks. 
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6.2 Effect of Social Media Marketing (X) on Brand Loyalty (Y) 

There is an influence between the so rcial media marketing variable and the brand lo ryalty 

variable because it pro rduces a path corefficient toruching the number 0.257 orr 25.7% 

with a tcorunt value orf 5.798> ttable value o rf 1.96 and sig value. 0,000 < 0,050. The 

use orf sorcial media makes it easy to r interact, share inforrmatiorn related tor a brand 

ornline, can establish relatio rnships with cornsumers, and cornvince cornsumers orf prorduct 

credibility sor as tor create a sense orf loryalty tor a brand.  In this study, the So rcial Media 

Marketing (X) variable has a significant po rsitive effect orn the Brand Loryalty (Y) 

variable and H2 is accepted. The existence orf sorcial media marketing enco rurages 

forllorwers tor make purchases orf Starbucks prorducts which then creates a sense orf 

loryalty. This statement is suppo rrted by the questiorns orn the brand loryalty variable 

instrument items even tho rugh resporndents are nort fully cormmitted tor becorming loryal 

Starbucks custormers. Orf the 200 respo rndents, there were 162 respo rndents whor 

preferred tor purchase Starbucks pro rducts throrugh Starbucks storres orr orutlets available 

in variorus cities in Indo rnesia. This means that respo rndents like the friendly service 

prorvided by Starbucks baristas and the co rmforrtable and warm storre atmorsphere that 

creates a porsitive impressiorn forr cornsumers whor have the portential tor becorme loryal 

custormers. 

This finding supporrts the statement (Hidayah, 2019) which pro rves that sorcial media 

marketing variables have a po rsitive influence orn brand loryalty variables because 

marketing using so rcial media is a means o rf cormmunicating between co rmpanies and 

cornsumers sor that it can forster a sense orf loryalty tor a brand because cornsumers believe 

in the credibility o rf the brand. Furthermo rre, (Puspaningrum, 2020) strengthens this 

statement because the existence o rf sorcial media marketing helps co rnsumers tor orbtain 

credible inforrmatiorn, especially if the brand is a brand that has been aro rund forr a lorng 

time. (Nabi, 2021) explains that so rcial media helps cornsumers tor get inforrmatiorn aborut 

brands easily. By paying attentio rn tor the brand and making purchases o rn the brand can 

forster a sense orf loryalty tor the brand if cornsumers feel satisfactiorn with the prorducts 

and services prorvided.  

 

6.3 Effect of Brand Awareness (Z) on Brand Loyalty (Y) 

This study forund that the brand loryalty variable (Y) had a significant po rsitive effect orn 

the brand awareness variable (Z) which was indicated by the path co refficient toruching 

the number 0.303 o rr 30.3% with the t test results sho rwing the tcorunt value orf 3.686> t 

table = 1.96 and a significance value o rf 0.000 <0.050. It can be co rncluded that the 

Brand Awareness (Z) variable has a direct and significant po rsitive effect orn the Brand 

Loryalty (Y) variable sor that H0 is rejected and H3 is accepted. High brand awareness 

will encorurage cornsumers tor pay morre attentiorn tor Starbucks Indornesia sor that it can 

affect visits and repeat purchases which will have an impact o rn brand loryalty. 

Cornsumers tend tor make purchases orn brands that they have previorusly recorgnized. 

This statement is supporrted by instrument item BA4 that 112 resporndents orr 66% agree 

that they knorw the Starbucks brand well. 

This finding is in line with the results o rf research (Heskianor et al., 2020) which states 

that brand awareness is an impo rrtant goral orf marketing cormmunicatiorn, where with 

high brand awareness it is ho rped that cornsumers can remember the brand in a catego rry 

which will then be a cornsideratiorn forr purchasing decisiorns. It can be interpreted that 
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brand loryalty reflects co rnsumer behaviorr tor corntinue buying the same brand. 

Meanwhile, the results o rf research (Pranata & Permana, 2021) co rnvey that brand 

awareness horlds a porsitive influence orn brand loryalty, by carrying orut orptimal 

marketing activities, brand loryalty will corntinue tor increase.  

 

6.4 Indirect Influence of Social Media Marketing (X) on Brand Loyalty (Y) 

trough Brand Awareness (Z) 

In this study, brand awareness is a mediating variable so r it is necessary tor calculate the 

indirect regressio rn orf the mediating variable brand awareness o rn sorcial media 

marketing (X) and brand loryalty (Y) which results in a path co refficient value orf 0.141. 

The sorbel test is alsor carried orut tor determine whether brand awareness can indirectly 

influence sorcial media marketing o rn brand loryalty and prorduce a ttable value> tco runt 

orf 3.715> 1.96 sor that H4 can be accepted. This study prorves that there is an indirect 

influence prorvided by the mediating variable, namely brand awareness o rn the 

independent and dependent variables.  

7 Conclusions And Suggestions 

7.1 Conclusion 

The tests described abo rve have been carried o rut sor that it can be corncluded that sorcial 

media marketing has a significant porsitive effect orn brand loryalty variables throrugh 

brand awareness o rn forllorwers orf the @starbucksindo rnesia Instagram acco runt. The 

results orf this study shorw that sorcial media marketing helps Starbucks Indo rnesia in 

increasing cornsumer loryalty with brand awareness, because co rnsumers becorme aware 

orf the latest inforrmatiorn by seeing the co rntent uploraded by @starbucksindo rnesia 

which can encorurage cornsumers tor immediately purchase Starbucks pro rducts. The 

advantages prorvided by Starbucks such as high pro rduct quality, cormforrtable place, 

strategic lorcatiorn, and satisfying service are alsor orne orf the reasorns cornsumers becorme 

loryal and reluctant tor switch tor orther corffee.  

Orn the orther hand, co rnsumers can be loryal tor Starbucks even thorugh the selling 

price is high cormpared tor cormpetitorrs due tor several factorrs. The first is the quality o rf 

the prorducts they orffer has a unique taste because Starbucks pro rcesses and prorcesses 

corffee beans specifically so r that it is difficult fo rr cormpetitorrs tor have the same corffee 

taste as Starbucks. Starbucks also r prorvides an experience with co rmforrtable facilities 

and interiorrs sor that cornsumers always leave a gorord impressiorn orf Starbucks. 

Starbucks alsor dores attractive marketing such as disco runt prormors, bundle sets, and 

morre benefits forr cornsumers whor have Starbucks cards. Marketing like this is do rne by 

Starbucks with the aim o rf forcusing orn 'custormer retentiorn' sor as tor influence 

cornsumers tor buy their prorducts again. 

 

7.2 Suggestions 

This research invorlves several parties and researchers have suggestio rns that are 

expected tor bring benefits and build o rn the variorus parties invorlved. Sorme orf these 

suggestiorns are as forllorws: 
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1. Suggestiorns forr Starbucks Indornesia tor maintain the sorcial media marketing 

perforrmance orf the @starbucksindornesia Instagram accorunt with the aim orf increasing 

brand awareness and maintaining brand lo ryalty forr forllorwers and Instagram users. 

2. Suggestiorns forr forllorwers and Instagram users tor always forllorw and pay 

attentiorn tor the corntent shared by the @starbucksindornesia Instagram accorunt in orrder 

tor find orut interesting orffers orr the latest inforrmatiorn aborut Starbucks. 

 

7.3 Research Limitations 

1. This study has the criteria fo rr forllorwers orf the @starbucksindo rnesia 

Instagram accorunt sor that researchers need tor send messages tor 200 resporndents in the 

forrm orf direct messages via Instagram and private chat via WhatsApp.   

2. Morst orf the forllorwers orf the @starbucksindornesia Instagram acco runt did nort 

respornd tor the messages the researchers sent so r that it torork lornger forr this research tor 

be carried orut. 
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