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Abstract. 

The purpose of this study was to find out how much influence social media marketing carried out by 
Grab Medan has on brand equity through e-satisfaction and e-loyalty. This research is included in 
quantitative research with data collection methods in the form of questionnaires. The data analysis 
technique used is the Structural Equation Model (SEM) using the SmartPLS program. The statistical 
test results show that Grab Medan's social media marketing has a positive and significant effect on 
Grab's brand equity. This means that marketing carried out by Grab Medan online on its Instagram 
account can influence or increase brand equity at Grab Medan. The better the marketing done by 
Grab Medan on its Instagram account, the brand equity of Grab Medan will increase or get better. 

However, the increase in brand equity is also influenced by e-satisfaction and e-loyalty. E-Loyalty has 
the greatest influence in increasing brand equity, satisfaction and convenience for consumers in 
obtaining information and good service from Grab can form high e-loyalty from its users. The effect 
of e-satisfaction can be seen from the ease of accessing information, a good experience when 
accessing information, and consumer interest in the content provided by Grab Medan which can 
increase the e-satisfaction of its users. 
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I. INTRODUCTION 

 There are many goods from sectors of life that use technology. Human life has been significantly 

affected by technological advances in many ways. People are no longer limited by time and place thanks to 

the growth of digital technology. Information can now be accessed easily from anywhere at any time. The 

emergence of information technology networks in society—often referred to as the internet—supports this. 

Every aspect of civilization now depends on the internet. The Internet has emerged as a key player in 

globalization of change, particularly in terms of facilitating human affairs. In 2020, Indonesia's Information 

and Communication Technology Development Index increased to 5.59, an increase of around 5% from 5.32 

in the previous year. Marketers use digital technology to change consumer behavior as a tactic to persuade 

people to buy their products. Marketers deploy methods to persuade customers to buy their products and use 

interactive technology to change individual behavior, Sugiat et al. (2020:166) Many businesses have taken 

advantage of the rapid development of technology by establishing an online presence. The motorcycle 

transportation service industry, which is often known as motorcycle taxis, is an online-based business that is 

growing rapidly. Previously, conventionally run and self-owned ojek businesses dominated; however, a new 

professionally run internet taxi industry has only recently developed. One part of the convenience of people's 

daily activities, such as going to work or school or doing other activities, is the provision of transportation 

services. According to the 2019 SEA e-Conomy research by Google, Temasek, and Bain & Company, 

Indonesia's GMV ride hailing in 2015 only reached US$ 980 million. 

The growth in users of online transportation services in Indonesia was won by Gojek with a 

percentage of 82.6%, followed by Grab in second place with a percentage of 57.3.Whereas in the next 

position there are Maxim and In-Driver which are newcomer online transportation services in Indonesia but 

with user growth which is still relatively low with a percentage of 19.6% and 4.9%.Companies engaged in 

the service sector are required to be able to maintain their reputation in the eyes of their customers. Good 

marketing is needed to grab the attention of the target market targeted by the company. Online marketing on 

social media or digital marketing is one of the marketing techniques that is very trendy nowadays. Internet 

users in Indonesia are 202.6 million or 73.7% of the total population in Indonesia, which is 274.9 million. 

Active social media users also continue to grow by 170 million or 61.8% of the total population in Indonesia. 

Instagram is the number 3 social media platform most used by people in Indonesia with a percentage of 
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86.5%.Grab is a company that takes advantage of technological developments and utilizes social media as a 

marketing medium. One of the marketing and promotion platforms used by Grab is Instagram. This is 

because Instagram is one of the social media with the third highest number of users in Indonesia. One of the 

social media from Grab that caught the writer's attention here is the official Instagram from Grab Medan, 

namely @grabmdn.id. Marketing through good social media will affect the level of satisfaction and good 

engagement with its customersIn the marketing process, the engagement rate of Grab Medan is quite high 

compared to its competitor, namely Gojek Medan, but what is of concern is the number of followers from 

Gojek Medan, which is more than 3 times the number of followers of Grab Medan itself.  

This shows that the loyalty or e-loyalty of Grab social media visitors is still very low because 

followers only want to see the content presented by the Instagram account without the desire to 

follow/follow the account as proof of their loyalty to the brand.In terms of consumer satisfaction in 

marketing, Grab Medan is also still experiencing some problems experienced by its users, this is due to the 

lack of resolution from Grab for the problems experienced by consumers which can be seen from some of 

the comments left by Grab users. Based on data from Google, people's search trends for Grab Medan and 

Gojek Medan differ by almost 2 times with the average comparison of Gojek:Grab, which is 11:6. It can be 

concluded that people are more interested in finding out about the information provided by competitors than 

Grab itself.Some of these phenomena indicate that marketing through social media or social media marketing 

carried out by Grab Medan greatly influences e-loyalty and e-satisfaction which have an impact on the 

formation of Grab's brand equity itself. 

 

II. BASIC THEORY AND FRAMEWORK 

2.1 Social Media Marketing 

 According to Afifah (2016: 7), social media marketing is focused on efforts to create content (posts, 

writing, images, videos) that attract attention and encourage readers to share that content through their social 

networks. Gunelius in Mangido ASI (2021: 17) explains that social media marketing is a marketing that 

occurs on social media with a new form of dialogue between "consumer to consumer" and "business to 

business" which has major implications for marketers. Based on some of the explanations from the experts 

above, it can be concluded that social media marketing is a marketing effort by a company to promote goods 

or services offered through writing, videos, graphics, images, and posts on the Institution's social media 

accounts. 

As'ad and Alhadid in Afifah (2016: 11-12) explain that there are five dimensions of social media 

marketing which aim to determine the level of intensity of Instagram social media usage affecting marketing 

on social media. The five dimensions include: 

1. Online communities (online communities), online communities are formed from the similarity of its 

members' interests in a product or the same business. The members will provide each other with 

important information related to the product or business. 

2. Interaction, interaction at this point refers to efforts to add or invite friends, colleagues or colleagues 

so that later these followers can share information and communicate with each other directly. 

3. Sharing content (sharing of content), In sharing of content occurs individual exchange, distribution 

and acceptance of content in social media rules. Content here can be in the form of videos, images, 

status updates and writing. 

4. Accessibility Accessibility is emphasized on how users can easily and at minimal cost use social 

media. Later users can start or participate in conversations on social media. 

5. Credibility To build credibility with the target audience, it is necessary to send messages that can 

clearly articulate the brand. 

2.2 E-Satisfaction 

 Adi Setiawan (2018: 129) states that consumer satisfaction is the result of consumer evaluations after 

purchasing goods or services, to achieve satisfied and dissatisfied user expectations because the results 

obtained do not meet user expectations. From some of the expert opinions above, customer satisfaction is a 

feeling that a person gets for the product or service he gets, whether it is satisfaction or dissatisfaction. 
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According to Ranjbarian in Tobagus (2018: 67), there are five main dimensions that affect e-satisfaction 

1. Convenience, is the most crucial element in determining if a consumer is satisfied, along with the 

speed at which the service is used, the affordability of information, and the ability to access 

everything and everywhere. 

2. Merchandising, defined as aspects of online sales services, such as product offerings and product 

information accessible online, that differ from website design and shopping convenience. 

3. Site design, customers' experiences with online services can be used to gauge how satisfied they are 

with those services, which can be done by looking at how the service looks and how it performs. 

4. Security, According to Bruskin/Goldberg research, 75% of internet users who use online shopping 

services mention credit card security as their main concern when determining whether to make a 

purchase or not. 

5. Serviceability, Electronic satisfaction is influenced by a variety of factors, including general 

comments about website design, competitive product prices, product availability, item condition, 

timely delivery, merchandise return policy, customer support, email confirmation of customer 

orders, and promotional activities. 

2.3 E-Loyalty 

 According to Zeithaml et al (2018: 485), customer loyalty is seen as a way for consumers to feel and 

act on a product or service, customers will be loyal when using products or services, in other words 

customers will be loyal to the products and services provided by the company. E-loyalty is conceptualized by 

Hur et al. (2011: 98) into four sections (dimensions), namely:  

1. Cognition, which is described as a preference for other websites or other services offered by a single 

organization.  

2. Affective, also known as a positive attitude, is produced as a result of the preferences that are 

established and results in a referent attitude.  

3. Customers are receptive to visiting the business' website again. This can be based on prior 

experience that matches.  

4. Action,  refers to a client returning to the website prepared to complete an online purchase. 

2.4 Brand Equity  

 According to Clow and Baack (2018: 67) brand equity represents a series of unique characteristics of 

a brand. Perceived brand equity means that consumers view the brand name of a product or service as 

something different, better, and trustworthy. Quoting the opinion of Fandy Tjiptono published in the journal 

written by Indira, Ilmam and Zurina (Indirawati et al. (2017: 13), The ability to own and trade brands and 

opportunities to expand brand combinations and shows that brand equity has the potential to exist 

indefinitely ( Indefinitely) in marketing and developing from a manufacturer identifier to a product identifier 

and then to a brand asset/equity.Kotler & Keller (2016:324) explains that Brand Equity has 4 dimensions, 

namely: 

1. Brand Association, related to the information contained in the minds of consumers regarding brands 

that are connected to the consumer's brain memory, both positively and negatively. 

2. Perceived quality, the consumer's assessment of the superiority of a product or service that is 

perceived by consumers. 

3. Brand Awareness Refers to the ability of consumers to identify and remember brands, brand 

awareness can increase the likelihood that consumers will buy the brand, because consumers know 

the brand. 

4. Brand loyalty is brand strength that is gained over time by name recognition, which leads to 

increased sales and higher profit margins than competing brands. 

2.5 Research Hypothesis and Framework 

 Social media marketing has an influence on E-Satisfaction. This is because consumers will feel 

satisfied when they can get interesting information and offers from the brand social media accounts they 

follow on social media. This is also supported by previous research conducted by Muhamad Ferdy 

Firmansyah, Haikal Zulian Maulana, Septian Cahya Azhari, Muhamad Fauzi Efendi (2022) which states that 
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social media marketing has a positive effect on e-satisfaction. So, the researcher formulates the hypothesis as 

follows: 

H1: There is a direct and significant influence between Grab Medan's social media marketing on 

consumer e-satisfaction 

 In promoting and marketing on social media, a brand must be able to present interesting and 

informative content so that consumers feel interested and generate loyalty to the brand, not just seeing it by 

chance but when consumers have regularly set aside time to open and read a information on social media, 

loyalty has already been formed. This is in accordance with research conducted by Safira Salsabila Zahra 

(2022), which states that social media marketing has a positive effect on e-loyalty. So, the researcher 

formulates the hypothesis as follows: 

H2: There is a direct and significant influence between Grab Medan's social media marketing on 

consumer e-loyalty 

Social media marketing has a positive influence on brand equity because in forming good brand 

equity, one of the steps is that the brand must be successful in marketing on social media in order to have a 

good image and form brand equity in the minds of consumers or followers. This is supported by the research 

of Sarah Khairunnisa, Zukhrufiah Mulyawan, AMA Suyanto (2022), which states that social media 

marketing has a positive effect on brand equity. So, the researcher formulates the hypothesis as follows: 

H3: There is a direct and significant influence between Grab Medan's social media marketing on Grab 

Medan's brand equity 

 When consumers feel satisfied with obtaining the information they need, this will form a positive 

image of the brand in the minds of consumers, which will increase the brand equity value of the brand in 

positive terms, both in terms of the ease of obtaining information and also the accuracy of the information 

conveyed. , or interesting promotions carried out by the brand. This is supported by the research of Iqbal 

Badri Mashuri, Rizky Dermawan (2022), which states that e-satisfaction has a positive effect on brand 

equity. So, the researcher formulates the hypothesis as follows: 

H4: There is a direct and significant influence between consumer e-satisfaction on Grab Medan's 

brand equity 

E-Loyalty has a positive influence on brand equity, because when a consumer is loyal to a brand, it 

is because consumers perceive the brand name as something different, better and trustworthy. This is 

supported by Iqbal Badri Mashuri's research. , Rizky Dermawan (2022), who stated that e-loyalty has a 

positive effect on brand equity. So, the researcher formulates the hypothesis as follows: 

H5: There is a direct and significant influence between consumer e-loyalty on Grab Medan's brand 

equity 

Customer satisfaction is very influential on the level of customer loyalty to a brand. When customer 

satisfaction has been fulfilled, what will happen is that the consumer will have a loyal attitude towards that 

brand. This is supported by Willy Setiawan Hendarta's research, Annie Susanto (2019), which states that e-

satisfaction has a positive effect on e-loyalty. So, the researchers formulated the following hypothesis: 

H6: There is a direct and significant influence between consumer e-satisfaction on Grab Medan e-

loyalty 

In carrying out marketing activities on social media, customer satisfaction is the main factor in the 

evaluation, this is because if consumers are satisfied about the information and promotional content 

presented on social media, then this will create a brand equity value that the brand will form well too. . This 

is supported by Handri Dian Wahyudi's research, Cesya Rizkika Parahiyanti (2021), which states that social 

media marketing has a positive effect on brand equity through consumer e-satisfaction. So, the researcher 

formulates the hypothesis as follows: 

H7: There is a significant influence between Grab Medan's social media marketing on brand equity 

through consumer e-satisfaction 

When marketing activities on social media are successful and can make consumers loyal to the 

brand, it will form a positive value of brand equity in the minds of consumers, because consumers already 

perceive the brand name as something different, better and trustworthy. This is supported by Johan Iswara 
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Radhitama's research (2018), which states that social media marketing has a positive effect on consumer 

brand equity and e-loyalty. So, the researcher formulates the hypothesis as follows: 

H8: There is a significant influence between Grab Medan's social media marketing on brand equity 

through consumer e-loyalty 

 Referring to the results of previous research and the hypotheses that have been developed, a research 

model is created as described below. 

 
Fig 1.Framework 

 

III. METHODS 

3.1 Research Object and Analysis 

 The population in this study was taken from Instagram Grab Medan account followers of 55,700 as 

of December 28, 2022. Researchers used simple random sampling or a simple random sampling technique 

because the population in the study was homogeneous but adjusted to the required sample criteria. The 

simple random sampling methodology according to Sugiyono (2001: 57) is a method of selecting samples 

from members of the population randomly without regard to pre-existing population strata. The researcher 

uses the Lemeshow formula to determine the sample size, and the results show that the number of samples to 

be studied is 116.61. The researcher rounded up this number to 150 people who would be taken from 

followers of the Instagram Official Grab Medan account. 

3.2 Variable Operationalization 

 In this study, operating variables are defined as follows: 

Table 1.Variable Operationalization 

Variable Sub Variable Indicator 
Number 

of Item 
Scale 

Social Media 

Marketing 

 

Alhadid dan As’ad 

dalam (Afifah, 
2016) 

Online 

communities 

I have a community/group of fellow Instagram 

Grab Medan followers 
1 Ordinal 

I often (3-6 times a week) exchange information 

with my community/group regarding content on 

Instagram Grab Medan 

2 Ordinal 

I am interested in participating in the quiz 

content with prizes uploaded on Instagram Grab 

Medan 

3 Ordinal 

Interaction 

I invite my friends to follow the Grab Medan 

Instagram account 
4 Ordinal 

I once exchanged information with fellow 

Instagram Grab Medan followers 
5 Ordinal 

I got a lot of information from fellow Instagram 
Grab Medan followers about interesting offers 

6 Ordinal 

Sharing of 

content 

I always share Instagram Grab Medan content 

with my friends 
7 Ordinal 

I feel that the content presented by Instagram 

Grab Medan is very interesting 
8 Ordinal 

Accessibility 
I find it easy to access the information provided 

by Instagram Grab Medan 
9 Ordinal 
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I feel that the fees required to access 

information from Instagram Grab Medan are 

affordable 

10 Ordinal 

Credibility 

The information submitted by the Grab Medan 

Instagram account can be trusted 
11 Ordinal 

The content presented by Instagram Grab 

Medan is understandable 
12 Ordinal 

Brand Equity 

 
Kotler & Keller 

(2016) 

 

Brand 

Association 

I get satisfaction regarding the information 

needs that I want through Instagram Grab 

Medan 

13 Ordinal 

Grab Medan's Instagram has a characteristic that 

I can easily remember compared to other online 

motorcycle taxi social media accounts 

14 Ordinal 

Perceived 

Quality 

I am satisfied with the Grab Medan service 
which is done online, especially on Instagram 

15 Ordinal 

I feel helped by the information presented on 

the Grab Medan Instagram account 
16 Ordinal 

Brand 

Awareness 

I know the logo from Instagram Grab Medan 17 Ordinal 

I memorized the shapes and colors of the 

Instagram Grab Medan logo 
18  

Brand Loyalty 

I made Grab Medan's Instagram the first choice 

for excellence in finding information about 

online motorcycle taxis on social media 

19 Ordinal 

E-Satisfaction 

 
Ranjbarian dalam 

(Tobagus, 2018) 

Convience 

I find it easy to access information via 

Instagram Grab Medan 
20 Ordinal 

I feel fast when I want to access information via 

Instagram Grab Medan 
21  

I had a good experience accessing information 

via Instagram Grab Medan 
22 Ordinal 

Merchandising 

I like the merchandise from Grab Medan which 

is often used as a prize from Quiz content on 

Instagram Grab Medan 

23 Ordinal 

Site Design 

I feel that the display of feeds on Instagram 

Grab Medan is interesting and easy to 
understand 

24 Ordinal 

I find Grab Medan's Instagram story interesting 

and easy to understand 
25 Ordinal 

Security 
I feel safe accessing my Grab Medan Instagram 

account because my data is kept safe 
26 Ordinal 

Serviceability 

I feel that the admin response from Grab Medan 

was very fast in answering my 

questions/complaints 

27 Ordinal 

Complaints from followers on Instagram Grab 

Medan were handled well 
28 Ordinal 

E-Loyalty 
 

Hur et al., (2011) 

Cognitive 
I feel interested in accessing information about 

Grab Medan on its official Instagram account 
29 Ordinal 

Affective 

I recommend the Grab Medan Instagram 

account for friends who want to find out 

information about online motorcycle taxis 

30 Ordinal 

Conative 

I feel very helpful regarding the information 

presented on the Grab Medan Instagram account 
31 Ordinal 

I am very satisfied with Grab Medan's 

Instagram account service and want to visit it 
again 

32 Ordinal 

Action 

I always regularly visit the Grab Medan 

Instagram account every week (3-6 times a 

week) 

33 Ordinal 

I often (3-6 times a week) use the services of 

Grab Medan after getting interesting 

information through the Grab Medan Instagram 

account 

34 Ordinal 
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3.3 Model Analysis and Test Techniques 

 This research is included in quantitative research with data collection methods in the form of 

questionnaires distributed through the Google Form. The data analysis technique used is descriptive analysis 

and to achieve research objectives and hypothesis testing, the data obtained will be processed according to 

the needs of the analysis. In this study the data that has been obtained will be tested using the SmartPLS 

program, Wahyuningtyas et al. (2021:174) The outer model will show the relationship between the estimated 

indicators and their latent variables or measurement models and . The validity test carried out in this study 

used content validity and construct validity with the types of convergent validity and discriminant validity. 

The method used in content validity is to adopt and modify pre-existing items from previous research. The 

test was carried out using the opinions of 3 to 9 experts. Convergent validity in this study was measured 

using loading factor indicators and Average Variance Extracted (AVE) with a minimum value of 0.5 that 

must be met. A measuring instrument is declared to meet discriminant validity if the variables that are 

constructively predicted are not highly correlated.  

This study uses cross loading and Fornell Larcker to measure discriminant validity.In addition to 

being valid, research questions must also be reliable. A research question is said to be reliable if the question 

or measuring instrument is used more than twice to produce relatively the same and consistent measurement 

results. This study uses Cronbach's alpha and composite reliability with the condition that the value is > 0.6 

to be said to be reliable.The inner model will specify the causal relationship between latent variables or the 

structural model. If the tests carried out at the measurement (outer) model stage have been fulfilled, then a 

structural (inner) model test is carried out consisting of the R Square, F Square, Q Square, and Model Fit 

(SRMR and NFI) tests.Hypotheses in research need to be tested to prove the relationship between variables 

in a research model. Testing the hypothesis in this study using a one-tailed test. According to , the main 

criterion that can be used to measure significance is the t-statistic value with the provisions of the statistical 

significance criteria of 1.64 and α = 5%. In addition, to see the magnitude of the influence exerted in the 

hypothesis test and significance, researchers looked at the value of f2 with the category 0.02 (small/weak), 

0.15 (moderate/moderate). 

 

IV. RESULT OF RESEARCH 

 This study uses a questionnaire as primary data to determine the effect of Instagram Grab Medan's 

social media marketing on brand equity through e-satisfaction and e-loyalty. This questionnaire was 

distributed via social media, especially Instagram for 26 days, from 16 February to 13 March 2023. The total 

number of respondents collected was 150 according to a predetermined number. Respondent characteristics 

consist of gender, age, last education and occupation. Respondents have also been filtered according to the 

required criteria through screening questions on the questionnaire with the criteria for respondents being 

domiciled in Medan, active Instagram users and active consumers of Grab Medan. 

4.1 Measurement (Outer) Model 

 Researchers tested the measurement (outer) model for each variable, namely social media marketing, 

e-satisfaction, e-loyalty, and brand equity by using construct validity with the types of convergent validity, 

cross loading, discriminant validity, fornell lacker, collinearity, and tests reliability. 

Table 2. Convergent Validity 

Construct Indicator Loading Factor (>0,5) Conclusion 

Social Media 

Marketing 

SMM1 0,853 Valid 

SMM2 0,879 Valid 

SMM3 0,879 Valid 

SMM4 0,739 Valid 

SMM5 0,874 Valid 

SMM6 0,857 Valid 

SMM7 0,875 Valid 

SMM8 0,871 Valid 

SMM9 0,826 Valid 

SMM10 0,924 Valid 

SMM11 0,853 Valid 
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SMM12 0,820 Valid 

E-Satisfaction 

ES1 0,885 Valid 

ES2 0,886 Valid 

ES3 0,884 Valid 

ES4 0,883 Valid 

ES5 0,903 Valid 

ES6 0,866 Valid 

ES7 0,878 Valid 

ES8 0,835 Valid 

ES9 0,873 Valid 

E-Loyalty 

EL1 0,841 Valid 

EL2 0,860 Valid 

EL3 0,896 Valid 

EL4 0,806 Valid 

EL5 0,889 Valid 

EL6 0,859 Valid 

Brand Equity 

BE1 0,886 Valid 

BE2 0,847 Valid 

BE3 0,876 Valid 

BE4 0,890 Valid 

BE5 0,880 Valid 

BE6 0,880 Valid 

BE7 0,863 Valid 

Table 2 shows the results of convergent validity testing on social media marketing, e-satisfaction, e-

loyalty and brand equity variables. The loading factor for each indicator has a result of > 0.5, which means 

that each indicator can reflect each construct on each variable. The final results show that each variable has 

good convergent validity. 

Table 3. Discriminant Validity 

Construct Average variance extracted (AVE) 

Social Media Marketing 0,727 

E-Satisfaction 0,753 

E-Loyalty 0,738 

Brand Equity 0,765 

 Based on Table 3, the Average variance extracted (AVE) value on the social media marketing 

variable has valid results because the value is > 0.5, namely 0.727, the AVE value on the e-satisfaction 

variable has valid results because the value is > 0.5, namely 0.753, the value AVE on the e-loyalty variable 

has valid results because the value is > 0.5, namely 0.738, the AVE value on the brand equity variable has 

valid results because the value is > 0.5, namely 0.765, which means that the variance of each indicator in 

each variable can be explained by each construct or discriminant validity value has been fulfilled. 

Table 4. Fornell Larcker 

Construct Brand Equity E-Loyalty E-Satisfaction Social Media Marketing 

Brand Equity 0,875    

E-Loyalty 0,865 0,859   

E-Satisfaction 0,713 0,674 0,868  

Social Media 

Marketing 

0,779 0,757 0,656 0,853 

Table 4 shows that each construct measured has a higher Average variance extracted (AVE) root 

value when compared to the other constructs. That is, all indicators in each variable have good discriminant 

validity. 

Table 5. Colinearity Variabel Social Media Marketing 

Construct Indicator Value of VIF 

Social Media Marketing 

SMM1 3,298 

SMM2 4,592 

SMM3 3,841 

SMM4 2,332 

SMM5 3,918 

SMM6 3,830 
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SMM7 3,463 

SMM8 4,226 

SMM9 2,957 

SMM10 3,254 

SMM11 4,746 

SMM12 3,423 

E-Satisfaction 

ES1 3,696 

ES2 3,744 

ES3 3,753 

ES4 3,388 

ES5 3,914 

ES6 3,719 

ES7 3,569 

ES8 3,501 

ES9 3,823 

E-Loyalty 

EL1 2,552 

EL2 2,747 

EL3 3,515 

EL4 2,200 

EL5 3,396 

EL6 2,835 

Brand Equity 

BE1 3,704 

BE2 3,276 

BE3 3,581 

BE4 4,078 

BE5 3,668 

BE6 3,380 

BE7 3,204 

Based on Table 5, it can be seen that the VIF value for all indicators for each variable has a value of 

<5, which means that there is no collinearity between each indicator of the variable being measured. 

Table 6. Reliability Test 

Construct 
Cronbach’s 

Alpha (>0,7) 

rHo_A 

(>0,7) 

Composite 

Reliability (>0,6) 
Conclusion 

Social Media Marketing 0,966 0,967 0,970 Reliable 

E-Satisfaction 0,959 0,961 0,965 Reliable 

E-Loyalty 0,929 0,930 0,944 Reliable 

Brand Equity 0,949 0,949 0,958 Reliable 

Table 6 shows that each variable has a Cronbach's alpha value >0.7, rHo_A value >0.7 and a 

composite reliability value >0.6. That is, all indicators are consistent in measuring each construct on each 

variable so that it can be said to be reliable. 

4.1 Structural (Inner) Model 

Table 7. R Square Test Results 

Endogenous Variables R Square 

E-Satisfaction 0,942 

E-Loyalty 0,628 

Brand Equity 0,430 

Table 7 shows that the largest R Square lies in the e-satisfaction variable with a value of 0.942. That 

is, e-satisfaction can be explained by social media marketing variables of 94.2% and the remaining 5.8% is 

explained by other variables not examined. The R Square value for the e-loyalty variable is 0.628. This 

means that e-loyalty can be explained by the social media marketing variable of 62.8% and the remaining 

37.2% is explained by other variables not examined. The brand equity variable has an R Square value of 

0.430. This means that brand equity can be explained by social media marketing variables of 43% and the 

remaining 57% is explained by other variables not examined. Through the R Square test, it can be seen that 

the social media marketing variable has the greatest influence on the brand image variable and is included in 

the moderate category. 
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Table 8. F Square Test Results 

Construct Brand Equity E-Loyalty E-Satisfaction Social Media Marketing 

Brand Equity     

E-Loyalty 4,530    

E-Satisfaction 0,075 0,148   

Social Media 

Marketing 
0,043 0,470 0,754  

Based on the results of the F Square test in Table 8, the effect of the social media marketing variable 

on the e-satisfaction variable is 0.75 in the large category, the effect of the social media marketing variable 

on the e-loyalty variable is 0.470 in the large category, the influence of the social media marketing variable 

on the brand equity variable is 0.043 with a small category, the effect of the e-satisfaction variable on the e-

loyalty variable is 0.148 with a small category, the effect of the e-satisfaction variable on brand equity 

variable is 0.075 with a small category, the effect of the e-loyalty variable on variable brand equity is 4.530 

with a large category. 

Table 9. Q Square Test Results 

Endogen Variable Q2 (=1-SSE/SSO) Conclusion 

E-Satisfaction 0,315 Memiliki predictive relevance 

E-Loyalty 0,455 Memiliki predictive relevance 

Brand Equity 0,713 Memiliki predictive relevance 

Table 9 shows that all endogenous variables get a Q Square value > 0 or have predictive relevance. 

That is, this model can be used again with the same conditions and measurement assumptions. 

Table 10. Model Fit Test Results 

Model Fit Test Value 

SRMR 0,050 

NFI 0,801 

The results of the fit model listed in Table 10 show that the standardized root mean residual (SRMR) 

of 0.050 is considered good because the value is <0.1. In addition, the normed fit index (NFI) in Table 4.32 

of 0.801 is considered good because the value is between 0.00 – 1.00. This research model is an appropriate 

and feasible research model to use. 

 

V. HYPOTHESIS TEST RESULTS 

Table 11. Hypothesis Test Results and Significance 

Hipotesis Connection 
Path 

Coefficient 
T Statistic P Value Value 

H1 
Social Media Marketing -> E-

Satisfaction 
0,656 13,103 0,000 Accepted 

H2 Social Media Marketing -> E-Loyalty 0,553 7,408 0,000 Accepted 

H3 
Social Media Marketing -> Brand 

Equity 
0,080 3,023 0,003 Accepted 

H4 E-Satisfaction -> Brand Equity 0,094 2,624 0,008 Accepted 

H5 E-Loyalty -> Brand Equity 0,842 25,678 0,000 Accepted 

H6 E-Satisfaction -> E-Loyalty 0,311 3,964 0,000 Accepted 

H7 
Social Media Marketing -> E-

Satisfaction -> Brand Equity 
0,061 2,571 0,010 Accepted 

H8 
Social Media Marketing -> E-Loyalty 

-> Brand Equity 
0,466 7,762 0,000 Accepted 

 Based on Table 11, the following is an explanation regarding the two test results for each hypothesis: 

1. The statistical test results show that the relationship between Grab Medan's social media marketing and 

Grab consumer e-satisfaction in Medan City has a path coefficient of 0.656 which has a positive value, a t 

statistic of 13.103 which has a value > 1.65, and a p value of 0.000 which has a value <0 .05, so that H0 is 

rejected and H1 is accepted. That is, social media marketing has a positive and significant effect on Grab 

consumer e-satisfaction in Medan City. 

2. The statistical test results show that the relationship between Grab Medan's social media marketing and 

Grab consumer e-loyalty in Medan City has a path coefficient of 0.553 which has a positive value, a t 

statistic of 7.408 which has a value > 1.65, and a p value of 0.000 which has a value <0 .05, so that H0 is 
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rejected and H1 is accepted. This means that Grab Medan's social media marketing has a positive and 

significant effect on Grab consumer e-loyalty in Medan City. 

3. The statistical test results show that the relationship between Grab Medan's social media marketing and 

Grab Medan's brand equity has a path coefficient of 0.080 which has a positive value, a t statistic of 3.023 

which has a value of >1.65, and a p value of 0.003 which has a value of <0.05, so H0 is rejected and H1 is 

accepted. This means that Grab Medan's social media marketing has a positive and significant effect on Grab 

Medan's brand equity. 

4. Statistical test results show that the relationship between Grab consumer e-satisfaction in Medan City 

and Grab Medan brand equity has a path coefficient of 0.094 which has a positive value, a t statistic of 2.624 

which has a value > 1.65, and a p value of 0.008 which has a value < 0. 05, so that H0 is rejected and H1 is 

accepted. This means that e-satisfaction of Grab consumers in Medan City has a positive and significant 

effect on Grab Medan's brand equity. 

5. Statistical test results show that the relationship between Grab consumer e-loyalty in Medan City and 

Grab Medan brand equity has a path coefficient of 0.842 which has a positive value, a t statistic of 25.678 

which has a value > 1.65, and a p value of 0.000 which has a value <0. 05, so that H0 is rejected and H1 is 

accepted. This means that Grab consumer e-loyalty in Medan City has a positive and significant effect on 

Grab Medan's brand equity. 

6. The statistical test results show that the relationship between e-satisfaction and e-loyalty for Grab 

consumers in Medan City has a path coefficient of 0.311 which is positive, the t statistic is 3.964 which has a 

value > 1.65, and a p value is 0.000 which has a value <0.05 , so that H0 is rejected and H1 is accepted. This 

means that e-satisfaction has a positive and significant effect on Grab consumer e-loyalty in Medan City. 

7. The statistical test results show that the relationship between Grab Medan's social media marketing and 

brand equity through Grab Medan's consumer e-satisfaction has a path coefficient of 0.061 which has a 

positive value, a t statistic of 2.571 which has a value of > 1.65, and a p value of 0.008 which has a value of 

< 0.05, so that H0 is rejected and H1 is accepted. This means that Grab Medan's social media marketing has 

a positive and significant effect on brand equity through Grab Medan's consumer e-satisfaction. 

8. The statistical test results show that the relationship between Grab Medan's social media marketing and 

brand equity through Grab Medan's consumer e-loyalty has a path coefficient of 0.466 which has a positive 

value, a t statistic of 7.762 which has a value of > 1.65, and a p value of 0.000 which has a value of < 0.05, 

so that H0 is rejected and H1 is accepted. This means that Grab Medan's social media marketing has a 

positive and significant effect on brand equity through Grab Medan's consumer e-loyalty. 

 

VI. CONCLUSIONS AND RECOMMENDATIONS 

6.1 Conclusion 

1. 80.31% of respondents agreed that the social media marketing carried out by Grab Medan on its 

Instagram account, namely @grabmdn.id, was good at providing information to its followers. 

2. 77.8% of respondents agreed that they were satisfied accessing information through the Grab Medan 

Instagram account, namely @grabmdn.id. 

3. 83.2% of respondents agreed that they wanted to revisit the Grab Medan Instagram account, namely 

@grabmdn.id. and access information from that account. 

4. 81.4% of respondents agree that Grab Medan has built brand equity and has good value in the eyes of 

its users. 

5. Social media marketing has a positive and significant effect on e-satisfaction at Grab Medan. The 

better the marketing carried out by Grab Medan through its Instagram social media, the more impact it will 

have on consumer satisfaction in obtaining information from the Instagram account. The amount of influence 

exerted by Grab Medan's social media marketing on Grab Medan's consumer e-satisfaction is included in the 

large category. 

6. Social media marketing has a positive and significant effect on e-loyalty at Grab Medan. The better 

marketing carried out by Grab Medan through its Instagram social media, it will be able to have a big impact 

on the intention of Instagram users to revisit the Grab Medan Instagram account, namely @grabmdn.id. The 

http://ijstm.inarah.co.id/index.php/ijstm/about/submissions


International Journal of Science, Technology & Management                                                                                     ISSN: 2722 - 4015 

http://ijstm.inarah.co.id 

  523 
 

amount of influence exerted by Grab Medan's social media marketing on Grab Medan's consumer e-loyalty 

is included in the large category. 

7. Social media marketing has a positive and significant effect on brand equity at Grab Medan. The 

better marketing carried out by Grab Medan through its Instagram social media, it will be able to have a big 

impact on brand value and also the high quality of Grab Medan services in the eyes of its users. The amount 

of influence exerted by Grab Medan's social media marketing on Grab Medan's brand equity is included in 

the small category. 

8. E-satisfaction has a positive and significant effect on brand equity at Grab Medan. The higher the level 

of consumer satisfaction in obtaining information from the Grab Medan Instagram account, the greater the 

impact on brand value and the quality of Grab Medan services in the eyes of its users. The amount of 

influence exerted by social e-satisfaction on Grab Medan's brand equity is included in the small category. 

9. E-loyalty has a positive and significant effect on brand equity at Grab Medan. The higher the intention 

of Instagram users to revisit the Grab Medan Instagram account, the greater the impact on brand value and 

also the high quality of Grab Medan services in the eyes of its users. The amount of influence exerted by 

social e-loyalty on Grab Medan's brand equity is included in the large category. 

10. E-satisfaction has a positive and significant effect on e-loyalty for Grab Medan consumers. The higher 

the level of consumer satisfaction in obtaining information from the Grab Medan Instagram account, the 

greater the impact on the intention of Instagram users to revisit the Grab Medan Instagram account, namely 

@grabmdn.id. The amount of influence exerted by e-satisfaction on e-loyalty for Grab Medan consumers is 

included in the small category. 

11. Social media marketing has a positive and significant effect on brand equity through consumer e-

satisfaction at Grab Medan. Brand equity from Grab Medan will increase if Grab can increase consumer 

satisfaction with its users through good marketing on social media, namely on Instagram @grabmdn.id. The 

influence exerted by social media marketing on brand equity through consumer e-satisfaction at Grab Medan 

is included in the small category 

12. Social media marketing has a positive and significant effect on brand equity through consumer e-

loyalty at Grab Medan. Brand equity from Grab Medan will increase if Grab can increase the intention of 

Instagram users to revisit the Instagram account by doing good marketing on social media, namely on 

Instagram @grabmdn.id. The influence exerted by social media marketing on brand equity through 

consumer e-loyalty at Grab Medan is included in the large category. 

6.2 Recommendations 

6.2.1 Academic Aspect 

 For future researchers, there are several suggestions, namely: 

1. The R Square result on the e-satisfaction variable is 94.2% and the remaining 5.8% is explained by 

other variables not examined. Future researchers can add other variables to examine e-satisfaction. 

2. The R Square results on the e-loyalty variable are 62.8% and the remaining 37.2% is explained by other 

variables not examined. Future researchers can add other variables to examine e-loyalty. 

3. The R Square results on the brand equity variable are 43% and the remaining 57% is explained by other 

variables not examined. Future researchers can add other variables to examine brand equity. 

6.2.2 Practical Aspect 

 Suggestions given by researchers regarding the influence of social media marketing on brand equity 

with e-satisfaction and e-loyalty as intervening variables, namely: 

1. The results of the descriptive analysis on social media marketing variables show that even though Grab 

Medan has done good marketing online through its Instagram, only a few respondents are interested in 

participating in prized content held by Grab Medan on their Instagram account. Therefore, Grab Medan can 

package its quiz content with prizes even more attractive, for example with prizes that are more attractive to 

the audience (for example: OVO top-up prizes with a large nominal) so that more Instagram users want to 

participate in each prized content. held on Instagram Grab Medan. 

2. The results of the descriptive analysis on the e-satisfaction variable show that even though the 

respondents were satisfied in accessing information via Instagram Grab Medan, the respondents still felt that 

http://ijstm.inarah.co.id/index.php/ijstm/about/submissions


International Journal of Science, Technology & Management                                                                                     ISSN: 2722 - 4015 

http://ijstm.inarah.co.id 

  524 
 

the responses or responses from the Grab Medan admin to questions and complaints from their followers still 

tended to be long and could not be said. fast. Grab Medan can overcome this by adding human resources in 

terms of Instagram admin positions and providing clear job descriptions for each admin, so that responses to 

complaints resolution or answers to audience statements can be made more quickly. 

3. The results of the descriptive analysis on the e-loyalty variable show that even though the respondents 

already have the desire to access information from the Medan Grab Instagram account repeatedly, some 

respondents still do not routinely visit the Instagram account every week (visit frequency 3-6 times a week). 

a week). Grab Medan can be even more routine in creating content on Instagram every day so that Instagram 

users are more eager to visit me on Instagram every week. This interesting content can be in the form of 

giveaways, quizzes with prizes, and content that requires two-way interaction between the admin and his 

followers. 

4. The results of the descriptive analysis on the brand equity variable show that even though the 

respondents already feel that the brand equity and values built by Grab Medan are good, the respondents still 

feel that the response to online Grab Medan services carried out on their Instagram is still not optimal. This 

is related to consumer satisfaction who also feel that the admin's response still tends to take a long time in 

resolving complaints and answering followers' questions. This can be improved by adding more human 

resources to the Instagram admin section so that they can respond more quickly to these complaints. 

5. The social media marketing variable has very little influence on the brand equity variable, meaning that 

the better Grab Medan does marketing through its social media (especially Instagram), it does not necessarily 

mean that it can significantly increase the brand equity of Grab Medan itself. The results show that E-

Loyalty has the greatest influence in increasing Brand Equity. Data also shows that consumer satisfaction 

and convenience in obtaining information and good service from Grab can form high e-loyalty from its users. 

These matters must be considered by Grab Medan in conducting marketing and conveying information 

through its social media. 

6. Increasing brand equity is not only influenced by e-loyalty, but also by e-satisfaction from consumers. 

The data shows that followers feel it is easy to access information and feel safe when accessing information 

through Grab's social media accounts, namely on their Instagram. However, Grab Medan on Instagram needs 

to pay more attention to the response speed of resolving complaints and questions from followers to further 

increase consumer satisfaction and will affect brand equity from Grab itself. 
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