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	Abstract
____________________________________________________________
The purpose of this study is to look into how social media marketing campaigns affect brand awareness, brand loyalty, and brand image.. Analysing the relationship between brand awareness and brand image and brand loyalty is another goal of this study. The group under study consists of customers who actively follow the five businesses with the highest social ratings on Facebook, Twitter, Instagram, and other social media sites.. Convenience sampling was used in this study to gather information from 600 brand fans using online questionnaires shared on social media. This analysis also made use of quantitative methods. The gathered data has been examined using structural equation modelling (SEM). While using social media for marketing initiatives enhanced brand loyalty and image overall, the study discovered that brand awareness had the most noticeable impact. Furthermore, research indicates that brand loyalty is significantly influenced by brand cognition and image. Furthermore, a weak association between brand awareness and brand image has been shown by this study.
 











	Dampak Kegiatan Pemasaran Media Sosial Terhadap Citra Merek, Loyalitas Merek, Dan Kesadaran

	
	Abstrak
____________________________________________________________
Tujuan dari penelitian ini adalah untuk mengevaluasi bagaimana perilaku menipu di media sosial memengaruhi reputasi, skeptisisme, dan loyalitas subjek. Analisis tentang bagaimana citra dan kesadaran merek mempengaruhi loyalitasnya adalah tujuan kedua dari penelitian ini. Sebagian besar pembaca dari penelitian ini adalah individu yang secara aktif berpartisipasi dalam sejumlah kecil perusahaan dengan pengikut media sosial yang cukup besar di situs web seperti Facebook, Instagram, dan Twitter. Convenience sampling digunakan dalam penelitian ini untuk mendapatkan data dari 600 partisipan dengan menggunakan survei online yang dibagikan di media sosial. Dalam analisis ini, data kuantitatif juga digunakan. Pemodelan persamaan struktural telah digunakan untuk memeriksa data yang dikumpulkan (SEM). Temuan penelitian menunjukkan bahwa meskipun dampak pertama media sosial terhadap persepsi dan loyalitas masyarakat adalah positif, namun sikap masyarakat memiliki efek yang lebih mendalam. Selain itu, penelitian menunjukkan bahwa loyalitas merek secara signifikan dipengaruhi oleh kesadaran dan citra merek. Selain itu, penelitian ini mengindikasikan bahwa kesadaran merek memiliki dampak yang kecil terhadap citra merek.
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INTRODUCTION

In the present competitive world, branding is crucial to winning over customers by distinguishing equivalent goods and services supplied by different businesses in their eyes. Apart from reflecting a company's sincerity, principles, With dedication to the products and services it offers, brands also assist in lowering consumer hazards related to goods and services and cultivate social media connections without overtly revealing a business's identity. In this way, businesses who have been successful in creating a brand are categorised differently from other businesses according to the goods and services they offer. They develop a distinctive character for their business and occupy a special place in the eyes of clients. The process by which this identity is developed directly affects the level of communication that exists between the brand and its target audience. The more effectively consumers and brands communicate, the higher the customer preference and brand loyalty. According to Kotler and Armstrong (2004: 191), the capacity to influence client choice and loyalty through a strong relationship with the brand is a crucial aspect of branding. Because of this, businesses are doing research to make their brands memorable, attract consumers, by utilising all available channels for brand communications that either uphold or enhance brand value, you may foster a favourable brand image and boost brand loyalty.

Businesses are increasingly utilising social media is among the most extensively used communication channels, in their marketing initiatives. Kim and Ko (2012) define social media as any online tool, resource, or platform that promotes user interaction, cooperation, or content exchange among users in general. Social media has a broad impact on consumers' behaviour, including a range of actions like sharing opinions and viewpoints in order to learn more, educating others, and creating visual representations of post-purchase activity without really completing a purchase. This drives businesses to devise innovative methods to leverage online marketing to cut the cost of their goods and brands, additionally to employ social media as a channel for interactive marketing messaging.  Consumers are encouraged to choose products and firms, and they may also spread online marketing messages to other consumers. These behaviours are an example of social media advertising initiatives.

Thanks to social media marketing campaigns, businesses can now do duties like creating their own unique brand identities and providing online customer service, product information, and exclusive promotions quickly, cheaply, and reliably (Breitsohl et al., 2015). Furthermore, educating customers about the presence of a business's products and brand on social media platforms, where millions of users check in, is an extremely economical method of building brand awareness and familiarity (O'Flynn, 2017). Marketers understand the potential and attraction of social media as a component of their marketing strategy, according to a 2007 McKinsey study. 

Research indicates that a company's branding approach is significantly influenced by social media marketing activities. Nonetheless, research has demonstrated that social media marketing initiatives often centre about the relationship between consumer behaviour intentions and customer happiness (Sano, 2014; Simona and Tossan, 2018).

Analysing the connections between brand loyalty, brand image, and brand awareness as well as the results of social media marketing campaigns these variables are the main goals of this research. Social media marketing, brand awareness, brand loyalty, and brand image have all been covered in the literature. Following is an explanation of the research hypothesis. The procedure part covers the research population, sampling, data gathering instruments, and data processing methods. The results subsequently included an analysis of the data. The final section discusses the research findings and offers suggestions for more research and applications. 

THEORITICAL FRAMEWORK

Social Media Marketing Initiatives
Social media are online communities where individuals who share interests may congregate and exchange ideas, comments, and opinions (Weber, 2007: 4). It is imperative that businesses employ these online communication channels, which focus on people's use of mobile devices and the Internet, for marketing initiatives due to two reasons. The first is how consumers affect their brands, products, and the perception they create among other consumers. Research has shown that social media influences consumers' inclinations to buy and put their faith in one another, in addition to their ability to share information and insights (Lu and Hsiao, 2010, Hajli, 2013). Through making it simple for its customers to post their purchases on the social media networks of their choosing, many businesses capitalise on the online interactions among their clientele (So et al., 2017). Additionally, Businesses use social media as a platform for direct marketing initiatives. According to Mersey et al. (2010), social media is expanding the parameters of time and place for business interactions with potential customers while also promoting a sense of proximity. Social media platforms give companies an inexpensive way to connect with their clientele and get feedback on their products and brands (Hanna et al., 2011). 

Social media is limited to becoming an effective tool for businesses promoting themselves if they can effectively frame, define, and implement their marketing initiatives on these platforms. Kim and Ko (2012) have provided one of the best classification schemes for social media marketing operations. Kim and Ko (2012) have classified social media marketing for luxury businesses into five distinct domains trendiness, customisation, entertainment, interaction, and word-of-mouth marketing. Koivulehto (2017) has supplemented these elements with the buying purpose. In the airline business, social media marketing operations are characterised by perceived risk, entertainment, interactivity, trendiness, and customisation, according to Seo and Park (2018). According to Sano (2014), social media marketing for the insurance industry consists of four key elements: engagement, trendiness, customisation, and perceived risk. Jo (2013) states that social media ads, events, and informative postings are examples of marketing endeavours. Yadav and Rahman (2017) have classified social media marketing activities into five distinct areas, including interaction, trendiness, information, personalisation, and word-of-mouth marketing. Social media marketing has been categorised into five areas by this study: trendiness, entertainment, engagement, advertisement, and personalisation.

In order to motivate participant behaviour and continuous follow-up, Entertainment is crucial because it fosters favourable brand perceptions among followers on social media (Kang, 2005). People highlight that they are pulled to material because they find it appealing and pleasant, even though their motivations for utilising social media may differ (Manthiou et al., 2013). Thus, via offering attractive shares, companies ought to be able to benefit from the likes and sharing of a sizable audience (Schivinski and Dabrowski, 2015). Social media is quickly becoming the most popular and current information source for consumers because of the simultaneous and real-time information exchange that occurs on this platform (Hamid et al., 2016). Compared to conventional mass communication techniques, social media facilitates company collaboration, content sharing, and customer communication (Wang, 2012). Social media may be used to facilitate interactive contact between businesses and consumers, allowing for the real-time gathering of client demands, requests, views, and ideas about the brand and product (Vukasovic, 2013). Giving customers accurate and current product information is another way to make social media marketing initiatives trendy (Godey et al., 2016). The marketing and promotion operations that companies have run on social media to grow their clientele and revenue are referred to as "advertising". Campaigns using social media must include advertising, according to research on how social media commercials impact customers' opinions and awareness. (Mangold and Faulds, 2009). According to Ding and Keh (2016) and Seo and Park (2018), customisation is the practice of creating satisfied customers based on a company's relationship with certain clients. Through peer-to-peer discussion on social media, businesses may convey to their clientele the distinctiveness of their product and brand. Additionally, by adding little details that will make people feel valued, they may influence brand and product choices in addition to resolving their own difficulties.

Brand Awareness
Brand awareness is the extent to which a client accepts, recognises, and has the ability to recall a brand in any circumstance (Percy and Rossiter, 1992; Perreault et al., 2013: 199). "The ability of a potential buyer to recognise or recall that "Brand awareness is defined as a brand's membership in a particular product category," according to Aaker (1991:61). Keller (2009) defines brand awareness as the ability of customers to recognise or recollect a brand in a variety of situations due to its reputation or staying power in their minds. Customers that are aware of brands are less likely to squander time and money looking for the goods they want to purchase (Verbeke et al., 2005: 7). In this case, shoppers are supposed to select the brand that they are most acquainted with. Aaker (1996: 10–16) identified four separate degrees of brand awareness: recognition, top of mind, recall, and dominating. Farjam and Hongyi (2015) state that while brand recognition is connected to customer brand familiarity, The first impression of the brand upon the launch of a new product line is known as brand recall. Should your company be the most well-known in a certain product category, customers should think of you first. A brand's level of dominance is defined as how much it replaces a certain product category (Aaker, 1996: 15).

Brand Image
Brand awareness is a reflection of a brand's concrete indications, including name, sign, symbol, and slogan, but brand image refers to a company's position in customers' thoughts beyond these signals. Iversen and Hem (2008) suggest that the brand image is comprised of all customer definitions and evaluations of the firm, representing their own symbolism. The definition of brand image according to Keller (2009: 143) is "consumer preferences and attitudes about a brand, as demonstrated by the many brand associations that are committed to memory by the consumer." The company's brand image is a reflection of how people view its wide range of products and their features (Lee et al., 2011). Consumers' perceptions of a brand are shaped by societal influences, consumption patterns, and marketing messaging (Riezebos, 2003: 63). Customers' attitudes towards brands and levels of trust are influenced by these aspects' mental effects (Yang et al., 2011), as does the mental impact of brand messaging (Selnes, 1993).

Brand Loyalty
Because loyal consumers boost a company's success in today's cutthroat marketplace, The value of retaining customers is increasing with time especially in circumstances when it costs more to bring in new clients than it does to keep hold of current ones. The commitment a consumer makes to stay with a business through good times and bad, to never conduct business with another company, and to do business with them going forward (Dick and Basu, 1994; Oliver, 1999). Meanwhile, a buyer who consistently buys the same brand is exhibiting brand loyalty, which is a deliberate choice. Brand loyal customers are those that favour or often purchase the same brand in a certain area of goods or services. 

Consumer buying activity demonstrates a brand's loyalty. Reichheld and Schefter (2000) claim that in addition to having low price sensitivity and making higher purchases, customers with behavioural brand loyalty are skilled at drawing in new business. The advantageous brand dissemination, A few instances of the attitudinal aspect of loyalty are urging others to buy the brand and recommending it to others. Price tolerance and being the first to conceive of something are two characteristics of loyalty, according to Bloemer et al. (1999); loyalty also involves cognition. Behavioural brand loyalty generates income directly for the business, whilst cognitive and emotional brand loyalty boosts the possibility that customers would refer reliable brands to others in their social circles and is crucial for drawing in new business. This means that for businesses, brand loyalty is an important non-material asset (Jiang and Zhang, 2016; Moisescu, 2014).

HYPOTHESIS

Social networks have a great deal of promise as a marketing tool for building relationships between businesses and consumers, claims Vukasovic (2013). According to So et al. (2017), social media has become more and more popular among businesses as a means of fostering consumer-brand communications and assisting in the development of distinctive brand identities. According to Hartzel et al. (2011), brand image may be favourably impacted and a leveraging effect between the company and the customer may be created by employing interactive marketing techniques that use social media connections like Facebook and Twitter. A lot of people can speak about and become aware of the brand thanks to social media's viral impact. Tsimonis and Dimitriadis (2014) state that improved brand recognition is one of the main goals that companies should pursue with their social media marketing campaigns. Fanion (2011) reported research showing social media has a major role in building and boosting brand awareness. Seo and Park's (2018) study indicates that social media marketing campaigns benefit brand recognition and image in the airline industry.

According to Tsimonis and Dimitriadis (2014), increasing sales is the ultimate purpose of social media marketing initiatives, cultivate client loyalty, encourage word-of-mouth advertising, and acquire new clients. Contrary to the traditional branding paradigm, which calls for a series of investments and communication management strategies to project a certain image, social media communications occur on a platform with ill-defined boundaries and less room for commercial intervention (Kohli et al., 2015). Customers now feel more confident since these connections are formed independently of the company. Disseminating details about a brand or product is not without danger, yet peer-to-peer communication and customer-generated content affect what other consumers decide to buy (Sashi, 2012). Moreover, businesses commonly integrate customer data and content into their social media marketing initiatives (So et al., 2017). Social media not only facilitates customer interactions but also influences consumers' buy intent and emotions of trust, according to Hajli's (2014) research. As a result, social media may help businesses build a positive brand image and effectively connect with both current and potential customers. Duffett (2017) asserts that social media marketing messages affect how customers perceive brands. According to Ismail's (2017) research, brand recognition and brand loyalty are impacted by social media marketing strategies. Kim and Ko (2012) discovered that social media marketing campaigns improved consumers' propensity to make repeat purchases. Social media marketing strategies in the hotel business have an effect on customers' brand identification, purchase intentions, and brand loyalty, according to Tatar et al. (2016). It is vital to look at the following hypotheses in this regard:

H1: Brand recognition is impacted by social media marketing initiatives. 

H2: Brand image is impacted by social media marketing initiatives.

H3: Brand loyalty is impacted by social media marketing initiatives.

It has been suggested that brand awareness serves as a tool to help people recognise, understand, and retain a brand. Brand awareness has the ability to convey knowledge about the brand, foster a sense of familiarity, and demonstrate brand loyalty even at the recognition stage (Aaker, 1992). By interacting with both present and future consumers on social media, businesses may increase brand recognition and cultivate a good brand image (Seo and Park, 2018). The amount of money spent on message-propaganda and message repetition in advertising is directly connected to the level of brand recognition (Gil et al., 2007). A company's presence on social media platforms is therefore particularly beneficial for educating customers, increasing brand awareness, and fostering familiarity because they eliminate boundaries of time and place (O'Flynn, 2017). Increased awareness and brand perception will have a significant impact on future purchase decisions once the brand has been put to the test by customers and meets their expectations (Koniewski, 2012). As it stands, consumers who are accustomed to the brand should enjoy it once more (Macdonald and Sharp, 2003). A brand's market share is significantly impacted by its high level of brand awareness, which also influences other aspects of the brand, such as image and loyalty (Chang, 2012; Barreda et al., 2015). Stated differently, companies develop brand loyalty largely through their brand image and brand awareness (Baldauf et al., 2003). Perera and Dissanayake (2013) found that there is a significant positive link between brand awareness and brand loyalty for overseas cosmetics companies in Sri Lanka. According to research, brand loyalty in banking services is significantly influenced by brand image by Fatema et al. (2013). Several studies have demonstrated the connections among brand loyalty, brand image, and brand awareness among brand loyalty, brand image, and brand awareness. Concurrent with these investigations, the following research hypotheses have been identified: 

H4: Brand image is impacted by brand awareness

H5: Brand loyalty is impacted by brand awareness.

H6: Brand loyalty is impacted by brand image.

METHODOLOGY

This study aims to measure three key objectives: (1) awareness of brands and brand image impact; (2) An examination of the link between brand loyalty and awareness; and (3) brand awareness and Effects of social media marketing initiatives on brand loyalty, recognition, and image. To investigate the relationships between these factors, a quantitative approach was utilised. Based on data from Marketing Indonesia for January 2018, The study's participants are customers who regularly follow the top five companies with the greatest social ratings on websites like Facebook, Twitter, and Instagram. Among the brands are V, W, X, Y, and Z. Due to data limitations, convenience sampling—a non-probability sampling technique—was employed.

Measurements

The method of questionnaires has been used to collect research data. There are three sections to the research questionnaire. The first segment consists of fourteen queries that elicit participants' opinions regarding the social media marketing activities of the firms. The following five criteria have been used to assess the businesses' social media marketing efforts: entertainment, conversation, style, advertising, and personalisation. Seo and Park's (2018) research has been recognised on nine points related to customisation, trendiness, enjoyment, and interactivity. Three components that make up the advertisement dimension were taken from Boateng and Okoe's (2015) study.

There are nine characteristics in the second section that are associated with brand faithfulness, brand awareness, and brand image. Six items evaluating brand awareness and brand image cited research by Seo and Park (2018), while three questions measuring brand loyalty referenced a study by Sasmita and Suki (2015). Two translation experts and three marketing specialists were consulted in order to assess the validity of all twenty-one (21) items on the scale. Expert opinions have led to the addition of two new items to the study's entertainment and customisation dimensions: " "This brand shares interesting content on social media," and " The brand's directions on its social media sites make it easy for me to get the information I need". In the Appendix, every measurement item is displayed. 

Survey respondents' opinions about the terms in the measurement model have been assessed using a 5-point Likert scale, where 5 denotes strong agreement and 1 represents significant disagreement. The final component of the five (5) statements on the respondents' demographic attributes make up the assessment tool. Utilising closed-ended questionnaires, the demographic features of the individuals have been assessed.

Analysis

The study's target demographic consists of people who use social media and actively follow the top five businesses, as indicated by brand performance data from Marketing Indonesia as of January 2018. Employing the convenience sampling technique, which chooses from the population respondents who are reachable and pertinent to the study's subject. An online questionnaire was used to gather 600 social media followers of these companies for the sample.

Structural Equation Modelling was used to examine the gathered data (SEM). In research models, the connection between complicated independent and dependent variables is measured and analysed using SEM.

RESULTS

The conclusions drawn from the completed data analysis are shown in this section.

Demographic Characteristics of Respondents
Most of the respondents were female (358 people), while 242 people were male. The largest age range of respondents was between 26-35 years old (33.8%), and 11.7% of respondents were 46 years old and above. In terms of income, 34.9% of respondents have an income of 4.5 million and above, and 23% have an income of 2.5 million or less. With 62.5% of users, Instagram is the most popular social networking platform. 34.7% of respondents spend one to two hours a day on social media, and 43% of respondents follow more than five businesses on the platform.

Measurement Model
Utilising confirmatory factor analysis (CFA), the measurement model was validated prior to hypothesis testing in order to confirm the model's applicability and the measuring instrument's validity. The test findings, which range in value from 0.674 to 0.934, demonstrate that all variables have good factor loading. The suggested model has a fair degree of fit, according to model fit measures such the Goodness of Fit Index and the Root Mean Square Error of Approximation (RMSEA) (GFI)

Hypothesis Analysis Results
The structural equation modelling (SEM) analysis's findings demonstrated a strong correlation between the study variables. These are the outcomes for every hypothesis:

H1:  Brand recognition is impacted by social media marketing initiatives.

With a value of β = 0.718, CR = 11.549, and p < 0.001, the results of the investigation show that social media marketing campaigns have a big impact on brand recognition. This demonstrates that social media may be a useful tool for raising customer awareness of brands.

H2: Brand image is impacted by social media marketing initiatives.

Social media marketing also has a big influence on brand image efforts; the values were β = 0.293, CR = 3.483, and p < 0.001. Even though it has less of an influence than brand awareness, social media is nevertheless crucial in influencing customers' perceptions of brands.

H3: Brand loyalty is impacted by social media marketing initiatives.

Social media has a comparatively large effect on brand loyalty, with β = 0.331, CR = 4.108, and p < 0.001. This implies that social media marketing techniques can potentially increase brand loyalty among consumers.

H4: Brand image is impacted by brand awareness

The analysis's findings, which have a value of β = 0.201, CR = 2.458, and p < 0.01, demonstrate that brand awareness significantly affects brand image. But, compared to brand awareness, it has a relatively smaller effect on loyalty.

H5: Brand loyalty is impacted by brand awareness.

Additionally, It was shown that there is a strong correlation between brand awareness and brand loyalty (β = 0.321, CR = 4.427, p < 0.001). If consumers are aware of a brand, they are more likely to remain with it.

H6: Brand loyalty is impacted by brand image.

Brand image has a big influence on brand loyalty, as seen by β = 0.222, CR = 4.667, and p < 0.001. This demonstrates how customers' loyalty to a brand may be increased by having a favourable brand image.
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Figure 1.
The Results of Structural Model
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Additionally, the study revealed that the most crucial element of social media marketing initiatives is customisation, followed by entertainment, advertising, interaction and trends. Consumers tend to value more the personalised and interactive communication provided by brands on social media, which makes them feel more connected to the brand.




Table 2. Correlation Matrix Among Each Construct
	Construct
	1
	2
	3
	4
	Mean
	S.D

	Brand awareness
	1.00
	
	
	
	3.96
	.686

	Brand Image
	.412
	1.00
	
	
	3.76
	.942

	Brand Loyalty
	.636
	.491
	1.00
	
	3.96
	.742

	Social Media Marketing Activities
	.718
	.438
	.639
	1.00
	3.69
	.913

	P < 0.01
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ANALYSIS CONCLUSION

Social networking is become an essential aspect of everyday living in the digital era. It offers a platform for consumers to communicate with one other and share their own consumption patterns, tastes, viewpoints, interests, and life experiences. Users can interact with one another and other users in this well-liked communication environment through a variety of possibilities for product and brand communication activities. These chances are inexpensive, have a wide audience, and involve little consumer outreach. Many companies do this by setting up campaigns that reward consumers on social media and developing their own brand profiles to share content—such as advertisements, discounts, and information about online products—with others. Finding out if social media marketing initiatives improve consumer perceptions of the brand, brand awareness, and brand loyalty is the aim of this study. 

Upon analysis of these activities' constituents, customisation and entertainment are among the most important social media marketing campaigns. Customers have judged trendiness and engagement to be the least valuable social media marketing methods. Because trendiness and engagement are seen as crucial elements of communication on social media, one may argue that consumers place little value on these attributes. These results imply that, rather than concentrating on relevancy, advertising, enterprises should focus one-on-one interactions with customers and regularly monitor brand material published with the goal of being interesting and entertaining if they want to build and sustain a successful social media brand communication. Research by Kim and Ko (2012) and Seo and Park (2018) indicates that social media marketing techniques heavily use entertainment. The findings of this study, however, go counter to Seo and Park's (2018) assertion that trendiness is the most crucial element that consumers should take into account while engaging in social media marketing. 

The analysis's conclusions show how social media marketing campaigns significantly affect customers' brand awareness, perception, and loyalty. The results of the following investigations have been compared with this conclusion: Moreover, increased brand awareness may account for the majority of social media marketing initiatives' effects on consumers. Stated differently, social media marketing campaigns are valuable tools for increasing consumer awareness since they act as a prompt and stick in their minds. Nonetheless, studies have shown that consumers with identical brand perceptions do not equate brand knowledge with brand loyalty or image. This outcome was undoubtedly caused by the minimal impact that brand awareness had on the brand image. Furthermore, research reveals that although brand image and expertise are significant factors in determining customers' brand loyalty, their impact is not as great. 

The finding that social media marketing initiatives have a major impact on brand awareness but not brand image or brand loyalty is noteworthy and intriguing. There are theories explaining why customers follow well-known businesses on social media. Stated differently, consumers who follow a business on social media either post about their experiences or create content associated with the brand, suggesting that they are subconsciously promoting the brand's loyalty and reputation. Furthermore, social media marketing campaigns might not be sufficient to instill in customers a favourable perception of the brand and brand loyalty if they already have an idea of the brand in their minds or follow companies that they are passionate about. In light of this, It has been recommended that social media marketing campaigns be seen as increasing the value of a brand and that businesses preparing to introduce social media campaigns include social media campaigns into conventional brand communication studies. 

The study's data comes from consumers who followed five companies across five different industries who, as of January 2018, had the highest social score on Facebook, Twitter, and Instagram, based on Marketing Indonesia's social media brand performance statistics. Future research may examine the influence on consumers of social media marketing efforts run by companies in similar product categories. It is also feasible to examine the ways in which consumer interactions with a brand or line of addition to businesses, Products influence brand awareness, brand loyalty, and brand image on social media. Additionally, social media sites like YouTube, LinkedIn, Google+, and WhatsApp may be included in research projects; as a result, It is possible to do a complete examination of how social media affects customers' brand choices.
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