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in the e-commerce industry. The approach used in this study uses quantitative methods through sur-
veys. This study uses a sample of 222 respondents of e-commerce customers. The study uses an
online questionnaire through Google Docs. The questionnaire given contains structured questions
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Loyalty results of this study indicate that social media marketing had a significant effect on e-commerce
e-commerce customers consumer satisfaction, social media marketing had a significant effect on e-commerce consumer

loyalty and satisfaction had a significant effect on e-commerce consumer loyalty.
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1. Introduction

The development of the internet in Indonesia is currently experiencing a significant increase. The growth of internet users
tends to increase consistently over a long period of time. Internet user penetration in Indonesia in 2019 was 171.17 million
people or 64.8% of the total population. The social media most frequently used by the public are Instagram 50.7%, Facebook
17.8%, Twitter 16.4%, and Youtube 15.1%. In line with internet penetration, this has an impact on the progress of the e-
commerce business. This is because the e-commerce platform can only be used when the user is connected to an internet
connection. According to Arghashi et al. (2021) and Azizan et al. (2019), social media marketing is defined as the use of
social media technology to communicate, deliver and exchange offerings that have value for the organization's stakeholders.
Social media marketing is the use of social media in marketing products and services through social media tools such as Blogs,
Facebook, twitter, Instagram, Youtube, social media is considered as part of integrated marketing communication by provid-
ing a platform that allows interaction between fellow users. Social media can be an effective strategy to reach and engage
potential consumers, as well as encourage interaction between companies and consumers, and between consumers themselves.
The research of Barreda et al. (2020), Bilgin et al. (2018) showed that the popularity of social media today could be a business
strategy. This is due to the high intensity of the use of social media, and the efficiency of marketing costs. According to
Pramono et al.( (2021), Rudyanto et al. (2021), Wijayaa et al.( (2021) and Yuliantoro et al.( (2019), social media marketing

* Corresponding author.

E-mail address: pakharto58@gmail.com (Suharto)

© 2022 by the authors; licensee Growing Science, Canada.
doi: 10.5267/j.ijdns.2021.12.016



384

is defined as a process carried out by companies in communicating and conducting online marketing activities through social
media platforms to build and maintain stakeholder relationships by interacting, sharing information, and recommending pur-
chases. According to Arghashi et al. (2021), Azizan et al. (2019), Barreda et al. (2020), Bilgin et al. (2018) there are four
dimensions of social media marketing, namely: interactivity, personalization, informativeness, and word-of-mouth (WOM).
According to Nobar et al. (2020), Pham et al. (2015), Savitri et al. (2022) and Seo et al. (2020), interactivity refers to the
customer's perception of the extent to which social media e-commerce facilitates customers to share content and views with
other companies and customers. Second, personalization refers to customer perceptions of the extent to which e-commerce
social media offers content and services that match customer preferences. Third, informativeness is the customer's perception
of the extent to which e-commerce social media offers accurate, useful, and comprehensive information. The last is word-of-
mouth which refers to the perception of customers to recommend and share experiences with products and services consumed
through social media.

Loyalty is a customer's commitment to repeat purchases on a regular basis (Peelen, 2005). Customer loyalty is defined as the
willingness of customers to use and buy products or services at one company repeatedly, not easily influenced by other brands,
and voluntarily introduce these products and services to others. Loyalty is a commitment owned to buy and use the same
product or service. Customers who repeatedly go to the same place to satisfy a wish by obtaining and paying for a product or
service. Arghashi et al. (2021), Azizan et al. (2019), Barreda et al. (2020), Bilgin et al. (2018) define customer loyalty as a
commitment held by customers to repurchase products or services continuously in the future. If organizations wish to have a
lot of loyal customers, they need to provide social and financial benefits to their customers. Loyalty can be built by establishing
long-term relationships, providing incentives, managing customer complaints, and encouraging customer feedback. Accord-
ing to Nobar et al. (2020), Pham et al. (2015), Savitri et al. (2022) and Seo et al. (2020), strategies to increase customer loyalty
can maintain long-term relationships, reduce marketing costs, and enrich sales.

The purpose of this study is to analyze the influence of social media marketing on e-commerce customer satisfaction and
loyalty. This study provides insight into the importance of consumer loyalty in the e-commerce industry.

2. Hypotheses Development

According to Savitri et al. (2022), Seo et al. (2020), social media marketing has a significant influence on satisfaction. The
implementation of marketing programs through social media has proven to be effective in creating profitable relationships
with consumers. This is supported by research According to Nobar et al. (2020) and Pham et al. (2015) that social media
marketing involves consumers to interact and collaborate with companies. This can build closeness and maintain relationships
with consumers. Consumer involvement will have a good impact on the company. Zaryab et al. (2019) conducted a study to
analyze the effect of social media marketing on satisfaction in the e-commerce industry. The results of this study reveal that
social media marketing has a positive and significant influence on e-commerce customer satisfaction. Based on the exposure
of the previous research, the hypotheses to be tested are:

Hi: Social media marketing has a significant effect on e-commerce consumer satisfaction.

According to Nobar et al. (2020), social media marketing has a positive and significant effect on online shopping consumer
loyalty. According to Pham et al. (2015), Savitri et al. (2022) and Seo et al. (2020) online-based companies must show a
genuine interest in increasing customer satisfaction and trust in online shopping. When customers are satisfied with the ser-
vices provided, it can increase customer confidence in the goods they consume. Based on the exposure of the previous re-
search, the hypotheses to be tested are:

Haz: Social media marketing has a significant effect on e-commerce consumer loyalty.

Jamali et al. (2018), Judson et al. (2012), Musa et al. (2016), Nisar et al. (2016) conducted research on the effect of satisfaction
on customer loyalty. The results of the study revealed that customer satisfaction can lead to loyalty. This is because consumers
tend to reduce the risk of trying new brands, so these consumers prefer to continue to consume products and services that
provide an experience in accordance with consumer expectations. The results of this study indicate that satisfaction is the
main key and starting point of loyalty. Based on the exposure of the previous research, the hypotheses to be tested are:

Ha: Satisfaction has a significant effect on e-commerce consumer loyalty.
3. Method

Respondent data collection was carried out in Indonesia in 2021. The approach used in this study used quantitative methods
through surveys. This study used a total sample of 222 respondents. This study uses an online questionnaire through Google
Docs. The questionnaire given contains structured questions that are limited by screening, profiling questions and questions
related to research variables that affect e-commerce consumer loyalty. The distribution of the questionnaires was carried out
by posting on social media groups and direct messages to respondents in accordance with the research requirements. Data
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analysis of this research, using SEM model using SmartPLS 3.0 software. The stages of analyzing the influence of social
media marketing on e-commerce consumer loyalty through brand image and relationship marketing are measured using the
SEM model. According to Hair et al. (2017) the suitability evaluation was carried out through several stages, namely 1) the
overall fit of the model; 2) the fit of the measurement model; 3) structural model fit. Fig. 1 shows the structure of the proposed

study.
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Fig. 1. Research Model
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The tests carried out in the analysis of variance-based SEM have two stages, namely the outer model and the inner model test.

The explanation of the test is as follows:

1. Test Outer Model

The convergent validity test on the outer model aims to determine whether the indicators with latent variables are valid, with

a validity value above 0.70 (Purwanto et al., 2021).
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Fig. 2 shows that the validity value of each indicator is above 0.7, so all research indicators are declared valid. In the outer
model test in addition to convergent validity, there is also a validity reliability test. The test aims to determine the reliability
of the indicator in measuring the variable, while the variable is said to be valid if it has an AVE value above 0.5 and a Cronbach
Alpha value above 0.7 (Purwanto et al., 2021), the following is a discriminant validity test in this study:

Table 1
Average Variance Extracted (AVE)
Variables Cronbach's Alpha Composite Reliability  Average Variance Extracted (AVE)
Customer Loyalty 0.770 0.867 0.687
Customer Satisfaction 0.748 0.853 0.66
Social Media Marketing 0.793 0.879 0.707

Table 1 shows that all Cronbach alpha and average variance extracted values exceed the minimum limit so that all variables

are declared valid.
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2. Inner model test

The inner model test contains an explanation of the R-Square, while the R-square value in this study is as follows:

Table 2

R Square
Variables R Square R Square Adjusted
Customer Loyalty 0.717 0.709
Customer Satisfaction 0.701 0.689

From the R square table, it can be concluded that 71.7% customer loyalty is influenced by Social Media Marketing and
customer satisfaction, while the remaining 28.53% is influenced by other variables outside the study. Customer satisfaction
variable is influenced by social media marketing by 70.1% while the remaining 29.8 % is influenced by other factors outside
the theme of this study. In addition to reliability in the inner model test, there is also a hypothesis test, while the hypothesis
testing in this study is as follows:
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Fig. 3. Hypotheses Testing

Table 3

The summary of testing the hypotheses
Correlation Original Sample (O) T Statistics P Values
Customer Satisfaction — Customer Loyalty 0.429 3.952 0.001
Social Media Marketing — Customer Loyalty 0.464 4.051 0.002
Social Media Marketing — Customer Satisfaction 0.692 9.258 0.005

From the value of the hypothesis testing table, it is known that all hypotheses in the study are accepted because they have a
p-value below 0.05.

4.1 f° Effect Sizes Evaluation

Hair et al. (2017) explained that the guidelines for assessing f2 are that values of 0.02 (= small), 0.15 (= moderate), and 0.35
(= large), respectively, represent small, medium, and low effects.

Table 4
2 Effect Sizes Evaluation
Satisfaction
Customer Loyalty 0.26
Social Media Marketing 0.22

For the Customer Loyalty variable, the f> value of 0.26 represents a large effect, for the Social Media Marketing variable,
the f2value of 0.28 represents a large effect

4.2 Q? Evaluation

Q?value is greater than 0 indicates that the model has predictive relevance for certain endogenous constructs. Conversely,
values of 0 and below indicate a lack of predictive relevance (Hair et al., 2017).

Table 5
Q? Evaluation

Construct Q
Customer Loyalty 0.506
Customer satisfaction 0.521
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The value of Q? for the Customer Loyalty variable is 0.506> 0.000, meaning that this variable has predictive relevance. The
Q? value of the Customer satisfaction variable is 0.521 > 0.000, meaning that this variable has predictive relevance.

5. Discussion
5.1 The first hypothesis: The effect of social media marketing on e-commerce consumer satisfaction

Based on the results of the SEM analysis, it was found that the p value was 0.001 < 0.050 so it was concluded that social
media marketing had a positive and significant effect on e-commerce consumer satisfaction. Social media marketing has a
significant influence on satisfaction. These results are in line with previous research conducted by Arghashi et al. (2021),
Azizan et al. (2019), Barreda et al. (2020) and Bilgin et al. (2018) regarding the influence of social media marketing in the e-
commerce industry. It is suspected that e-commerce consumers will feel satisfied if they have consumed the product/service.
Consumer satisfaction does not immediately occur when they see e-commerce site advertisements on social media.

5.2 The second hypothesis: The effect of social media marketing on e-commerce consumer loyalty

Based on the results of the SEM analysis, it was found that the p value was 0.002 <0.050 so it was concluded that social media
marketing had a positive and significant effect on consumer loyalty e-commerce. there is a significant influence between
social media marketing and loyalty. These results are in line with previous studies conducted by Chen et al. (2011), Cheung
et al. (2019), Gokerik et al. (2018), Pramono et al. (2021), Rudyanto et al. (2021a), Wijayaa et al. (2021), Yuliantoro et al.
(2019) which state that social media marketing activities can increase consumer confidence in e-commerce. Respondents felt
that the use of one of the social media marketing features, namely being able to discuss/exchange opinions from Instagram
users on e-commerce is something that is considered in social media marketing. Delima et al. (2019) and Gokerik et al. (2018)
revealed that one way to build consumer trust is to provide a special channel for consumers who want to discuss/exchange
opinions and submit complaints and suggestions. By managing social media professionally, it will create trust in the brand
managed by the social media

5.3 The effect of satisfaction on e-commerce consumer loyalty

Based on the results of the SEM analysis, it was found that the p value was 0.005 <0.050 so it was concluded that satisfaction
had a positive and significant effect on e-commerce consumer loyalty. Satisfaction has a significant effect on loyalty. This is
in accordance with previous studies conducted by Jamali et al. (2018), Judson et al. (2012), Musa et al. (2016) and Nisar et
al. (2016) which states that satisfaction can increase consumer confidence in the online shopping industry. Based on the SEM
results, the satisfaction indicator that contributes the most is satisfaction with the shopping experience in e-commerce. Re-
spondents were satisfied with the shopping experience on e-commerce sites. Therefore, e-commerce industry players can
improve and provide variety so that consumers have a pleasant shopping experience. Nobar et al. (2020), Pham et al. (2015),
Savitri et al. (2022) and Seo et al. (2020) stated that satisfaction with the shopping experience on e-commerce sites can increase
consumer confidence. Increasing e-commerce consumer satisfaction will have an impact on increasing consumer confidence.

6. Theoretical implications

The theoretical implication of this research is that social media marketing has a significant effect on e-commerce consumer
satisfaction, these results strengthen and support the theory and findings of Chen et al. (2011), Cheung et al. (2019), Gokerik
et al. (2018), Pramono et al. (2021), Rudyanto et al. (2021), Wijayaa et al. (2021), Yuliantoro et al. (2019) that an increase in
social media marketing will encourage an increase in e-commerce consumer satisfaction positively and Social media market-
ing has a significant effect on e-commerce consumer loyalty. The results also support the theory and the findings of Jamali et
al. (2018), Judson et al. (2012), Musa et al. (2016), Nisar et al. (2016), which indicated that an increase in social media
marketing would encourage a positive and significant increase in e-commerce consumer loyalty. Satisfaction has a significant
effect on e-commerce consumer loyalty, these results strengthen and support the theory and findings of Chen et al. (2011),
Cheung et al. (2019), Gokerik et al. (2018), Pramono et al. (2021), Rudyanto et al. (2021), Wijayaa et al. (2021) and Yuliantoro
et al. (2019) which stated that the increase in consumer satisfaction e-commerce action will encourage a positive and signifi-
cant increase in e-commerce consumer loyalty.

7. Practical Implications

The practical implication of this research is that social media marketing has a significant effect on consumer satisfaction,
management of e-commerce SMEs can maintain and increase social media marketing variables and their indicators to increase
consumer satisfaction. Social media marketing has a significant effect on consumer loyalty, e-commerce SMEs management
can maintain and improve social media marketing variables and their indicators to increase consumer loyalty. Social media
marketing has a significant effect on consumer loyalty. Consumer Satisfaction has a significant effect on e-commerce con-
sumer loyalty, management of e-commerce SMEs can maintain and increase the Consumer Satisfaction variable and its indi-
cators to increase consumer loyalty.
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8. Conclusion

The results of this study have indicated that social media marketing has a significant effect on e-commerce consumer satis-
faction, social media marketing has a significant effect on e-commerce consumer loyalty and satisfaction has a significant
effect on e-commerce consumer loyalty. The study has suggestions for theoretical implications that are empirically tested,
namely the influence of social media marketing, satisfaction, e-commerce consumer loyalty. The model in this study has met
the requirements of the goodness of fit feasibility test so that it can provide a library reference related to e-commerce consumer
loyalty. Further research can use other social media platforms. The results of this study are expected to be useful for C2C
(consumer to consumer) e-commerce industry players. Based on path analysis, social media marketing has a significant effect
on loyalty through trust. This can indicate that social media marketing can increase consumer confidence and have an impact
on shopping loyalty on e-commerce sites. The personalization dimension has the greatest value in shaping social media mar-
keting with the biggest indicator contribution being posting content that can attract consumer interest on Instagram social
media. Therefore, e-commerce industry players can post interesting content by providing useful information, so that consum-
ers want to recommend to friends to visit the e-commerce site's Instagram account. Consumers who are interested in the
information posted by e-commerce sites on social media Instagram will share the information with friends and relatives. This
can indirectly expand the distribution of information and can increase consumer confidence. Social media marketing activities
are able to increase consumer confidence and provide the largest contribution to e-commerce consumer loyalty. E-commerce
industry players can increase consumer confidence by maintaining and increasing the accuracy of product description con-
formity with actual conditions. E-commerce industry players must ensure that sellers who work with industry players provide
product descriptions that are in accordance with actual conditions. If the e-commerce industry can maintain and improve the
accuracy of product conformity, this will increase consumer loyalty. Loyal consumers will provide benefits for e-commerce
industry players in maintaining continuity in the online shopping market. This is because the biggest contribution in forming
loyalty is that consumers will repurchase on e-commerce sites and will choose e-commerce sites when shopping online.
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