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Abstract

This study examines the relationship between social media marketing and brand loyalty through brand trust. Respondents were drawn from
customers of McDonald’s, Malang City, East Java Province, Indonesia. For this study, 130 questionnaires were distributed and data were
analyzed using the Structure Equation Model (SEM) version 22 of the AMOS (Analysis of Moment Structure) application. The results
showed that social media marketing had an impact on increasing McDonald’s brand trust and brand loyalty. Brand trust influences brand
loyalty and brand trust can mediate the influence of social media marketing on McDonald’s brand loyalty. The findings prove that brand
trust can mediate the effect of social media marketing on customer loyalty to McDonald’s brand. These results can be explained by the fact
that marketing strategies through social media marketing, such as making it easy for customers to get information related to McDonald’s
on social media, can contribute to customer trust and that trust is formed because McDonald’s always pays attention to the quality of the
products offered. Brand trust can mediate the influence of social media marketing on customer loyalty to McDonald’s brand. This means

that information related to McDonald’s on social media is proportional to the quality of the product offered.
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1. Introduction

Indonesian people, especially urban people, are starting
to get interested and like fast food such as hamburgers,
fried chicken, spaghetti, pizza, hot dogs, and many more.
McDonald’s, Kentucky Fried Chicken (KFC), New York
Chicken are some brands that are well known to the public
in Indonesia. An extraordinary development is especially
experienced by McDonald’s, which is a fast-food restaurant
that offers a variety of fast food dishes. The food and drinks
offered are also very varied, i.e., burgers, spaghetti, fried
chicken, and so on, so that it will further pamper customers
with the menu choices provided. Starting from a humble
drive-in restaurant in Pasadena, McDonald’s developed into
a fast-food restaurant franchise with a presence in nearly
every country in the world. McDonald’s has even been able
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to create a trend for fast-food restaurants and a new lifestyle
among the global community.

These successes are of course not achieved easily.
McDonald’s marketing strategy is what makes the franchise
able to survive and compete with other fast-food restaurants.
However, the increasing number of fast-food restaurants
that have sprung up makes the competition even tighter.
This competition has also led McDonald’s to differentiate
itself from competitors. This condition requires McDonald’s
to constantly improve its marketing strategy. Marketing
strategies carried out through social media marketing.
According to William and Cothrell (2000), social media
marketing (SMM) is a smart business marketing strategy
being part of an online network. Social media is a form of
business-to-consumer (B2C) that makes marketers quickly
realize the value of social media marketing as a branding
opportunity. Social media marketing is a tool that helps
companies communicate with consumers in building brand
loyalty outside of traditional methods (Erdogmus & Cicek,
2012).

Social media is a tool that helps companies to build
brand loyalty through networking, conversation, and
building community (McKee, 2010). Social media users
can participate through features on social media, which
have the power to influence consumer decision-making
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processes in making purchases. The central role of social
media marketing in making purchasing decisions is by
talking about positive things to family and friends, which
is often known as word-of- mouth (WOM). Research
conducted by Fotis et al. (2012) and Valck et al. (2010)
stated that virtual communities are an important network
that will influence consumer behavior. Becker and Lee
(2019) reveal that large companies have more social media
ownership than small companies and large companies
respond to social media posts at a greater frequency and
faster than small companies.

Social media marketing is the most important tool in
building brand loyalty. The relationship between social
media marketing and brand loyalty according to Kotler
and Keller (2008) brand loyalty can be conceptualized
as the final dimension of consumer brand resonance
symbolizing the customers ultimate relationship and level of
identification with the brand. This is evidenced by empirical
studies conducted by Erdogmus and Cicek (2012); Mehrabi
et al. (2014); Bagaturia and Johson (2014); Khoa, (2020)
that social media marketing influences brand loyalty.
Different results are shown by Schivinski and Dabrowski
(2015); Rumman and Alhadid (2014) who stated that
company communication on social media does not affect
brand loyalty. The inconsistent results of this study create
a research gap.

Several studies have documented brand trust as a
mediation of the influence of social media marketing on
brand loyalty. Morgan and Hunt (1994) conceptualize trust
when a group has the belief that the exchange partner has
reliability and integrity. Trust is a condition that involves
positive expectations about the motives of other parties
related to a person in a risky situation (Boon & Holmes,
1991). The results of the study conducted by Mosavi and
Kenarehfard (2013a; 2013b); Khoa, (2020) concluded that
social media marketing is about brand trust. Research that
links brand trust with brand loyalty, as conducted by Ahmed
(2014); Jha (2014); Etemadifard et al. (2016); Bastian
(2014); Khoa, (2020); Wu, et al. (2020) show that brand trust
has a significant positive effect on brand loyalty. Brand trust
is an important factor in building brand loyalty, because to
build consumer trust in social media related to the products
or services offered, so that companies can build consumer
emotion, this is as stated by Dam (2020) that brand trust
contributes to the tendency of customers to behave towards
attitudes towards a brand.

2. Literature Review

2.1. Social Media Marketing

Social media marketing is a tool that helps companies
communicate with consumers in building brand loyalty
outside of traditional methods (Jackson, 2011; Akhtar,
2011). Companies can promote products and services,

provide support, and create an online community of brand
fans through social media such as social networking sites,
blogs, microblogging, online games, social bookmarking,
news sites, and many more (Zarella, 2010; Kaplan &
Haenlein, 2009; Weinberg, 2009). Also, social media allows
consumers to share information with their peers about the
brands of products and services (Stileman, 2009; Mangold
& Foulds, 2009). Conversations between colleagues make
the company provide an effective way to increase brand
awareness, increase brand recognition, and are easy to
remember, and can increase brand loyalty (Gunelius, 2011).
Thus, it can be said that social media helps companies to
build brand loyalty through networking, conversations, and
building communities (McKee, 2010).

According to William (2000), social media marketing
(SMM) is a smart business marketing strategy that is part
of an online network. Social media is a form of business-
to-consumer (B2C) that makes marketers quickly realize the
value of social media marketing as a branding opportunity.
The challenge is to get people to participate by giving reasons
for joining, i.e., to share photos, debate the benefits of salt
and meat as an important part of the diet, discuss business
issues facing consumers, and how companies interact with
customers via Facebook.

Social media is a strategic way of interacting with
customers and finding what customers want. With social
media, customers can show that they like a product or
content through votes and comments. Through social media,
consumers can get attention and provide social action. For
example, Twitter is a social site designed to share short
messages with others or to make “status updates”. Facebook
is a full-blown social networking site that allows you to share
status updates, share photos from various activities. Through
social media, it makes it easier to find new content such as
news and activities. The application of social media in the
company will assist the company is introducing its brand and
products, as well as being used to post activities that have
been carried out.

Evansand McKee (2010) show that 64% of marketers plan
to increase their use of social media. Therefore social media
marketing has become part of an organization’s marketing
strategy in an effort to reach a wider range of consumers.
The social web has transformed traditional marketing
communications. Traditional brand communication that was
previously controlled and managed by brands and marketing
managers has gradually led consumers to have an interest
in making purchases. The rapid growth in the popularity
of social media platforms in recent years has raised the
question of whether this phenomenon has reduced marketers
to controlling brand management (Berthon et al., 2012). In
social media, knowledge about the influence of companies
creates communication by shaping consumer perceptions of
brands and the influence of online consumers from content
created from brands is very important (Berthon et al., 2008;
Christodoulides, 2009).
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2.2. Brand Trust

Brand trust is an important factor to help customers be
loyal to the brand. Customer trust in a brand (brand trust), it
is the brand’s ability to be trusted (brand reliability), which
comes from consumer confidence that the product can fulfill
the promised value (brand intention), which itself is based on
consumer confidence that the brand can prioritize consumer
interests (Delgado & Munuera, 2005). Trust is the most
important factor in a brand that can increase or decrease the
value of the brand itself, and make consumers have a sense
of belonging to a brand. Moormal et al. (1992) stated that
trust can influence consumers in buying a brand, meaning
that a brand can create an emotional feeling with customers,
while Delgado and Munuera (2005) state that brand trust is
the ability of a brand to fulfill the interests of its consumers,
so brand trust is a factor that can make consumers have an
emotional bond with the company and make consumers loyal.

2.3. Brand Loyalty

According to Aaker (1997), brand loyalty is the main
idea of a brand. This means that brand loyalty reflects the
level of loyalty or consumer interest in a brand. Without
loyalty, a brand is very vulnerable and easily replaced by
other brands. When brand loyalty increases, the vulnerability
of customer groups to competitors’ attacks can be reduced.
According to Schiffman and Kanuk (2009), brand loyalty
is a consistent consumer preference to make purchases for
the same brand on a specific product. So, brand loyalty is a
strong commitment to subscribing to making purchases on
brands consistently in the future.

Brand loyalty is the result of brand trust or a promise to build
a highly valued connection (Morgan & Hunt 1994; Chaudhuri
& Holbrook, 2001). Then, Oliver (1999) defines the concept of
loyalty as a firmly held commitment to make repeat purchases
of products/services consistently in the future, leading to repeat
purchases of the same brand, even though there are situational
influences that cause switching behavior.

Furthermore, it is said that brand loyalty is a reaction
of dogmatic behavior in the buying process of a brand and
causes a tendency towards certain brands in making decisions.
This reaction is a function of the psychological process and
one’s subjectivity in dealing with the same product, so that
customers often choose brands that are familiar, respectful,
and confirm (Vazifehdoost et al., 2014). An economical way
to increase brand loyalty is through social media. It can
be said that social media helps companies to create brand
loyalty through networking, conversation, and socializing.
Information that comes from social media is indispensable
in an increasingly competitive modern business. Therefore,
companies use social media as a consulting tool to create
content, features, and activities on social media which are
expected to attract the attention and thoughts of consumers
and make consumers loyal to the brand (Gordhamer, 2009).

So that by providing relevant content, it can cause consumers
to experience an emotional bond with the brand which will
cause consumers to be loyal.

2.4. Hypothesis and Model Development

Evans and McKee, (2010) show that 64% of marketers
plan to increase their use of social media. Therefore, social
media marketing has become part of an organization’s
marketing strategy in an effort to reach a wider range of
consumers. Thus, social media marketing has become
part of an organization’s marketing strategy to reach a
wider range of consumers (Evans & McKee, 2010). In
social media, knowledge about the influence of companies
creates communication by shaping consumer perceptions of
brands and the influence of online consumers from content
created from brands is very important (Berthon et al., 2012;
Christodoulides, 2009). The relationship between social
media marketing and brand loyalty has been carried out
by some researchers such as Erdogmus and Cicek (2012);
Mehrabi et al., (2014); Bagaturia and Johson, (2014); Khoa,
(2020). They show that social media marketing has a positive
impact on increasing brand loyalty. Based on this research,
the first hypothesis is proposed:

H1: Social media marketing has a significant positive
effect on brand loyalty

Marketing in social media is considered an effective
tool in developing relationships with customers (Choi
et al., 2016). Also, these interactions will build trust and
eliminate uncertainties that might prevent customers from
engaging with brands (Khadim et al., 2018) and conducting
online transactions (Chahal & Rani, 2017). Tatar and Eren-
Erdogmus (2016), Mosavi and Kenarchfard (2013a), and
Khoa, (2020) in their research support the positive influence
of social media marketing characterization on brand trust.
Based on this research, the second hypothesis is proposed:

H2: Social media marketing has a significant positive
effect on brand trust

Trust in social media attributes influence consumer
behavior, trust is considered a mediator of the relationship
between marketing activities in social media and behavioral
intention (Kim and Park, 2013). Yoo and Donthu (2001)
perceived the intention to make repurchases. Research that
has been conducted by Laroche et al. (2013); Jha (2014);
Etemadifard et al. (2016); Bastian (2014); Khoa, (2020);
Wau et al. (2020) concluded that brand trust has a significant
effect on brand loyalty. Based on this research, the third
hypothesis is proposed:

H3: Brand trust has a significant positive effect on brand
loyalty
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Figure 1: depicted the conceptual model constructed in this study

Previous research looked at the direct influence of social
media marketing on brand loyalty, which has been studied
by Erdogmus and Cicek (2012); Mehrabi et al. (2014), then
the direct influence of social media marketing on brand trust
was researched by Mosavi and Kenarehfard (2013a; 2013b);
and the direct influence of brand trust on brand loyalty was
studied by Laroche et al. (2014); Jha (2014); Efemadifard
(2011); Bastian (2014), whereas in this study we want to see
the indirect effect of social media marketing on brand loyalty
through brand trust. Based on the concepts and results of
previous research, the fourth hypothesis put forward is as
follows:

H4: Brand trust mediates the influence of social media
marketing on brand loyalty.

3. Research Methods and Materials

3.1. Population and Sample

The population of this study was McDonald’s customers
in Malang. This population is so large it cannot be known with
certainty. According to Ferdinand (2006: 145), the sample
size is determined by multiplying the number of indicators
from five variables by 5-10. Based on these provisions, the
sample size used is 13 x 10 = 130 people.

After determining the number of samples as many as 130
people who were respondents in this study, then the sampling
was carried out using a purposive sampling technique,
namely, a sampling technique selecting subjects according
to the criteria desired by the researcher. The research sample
criteria are as follows:

1. Minimum age 18 years, at the age of 18 respondents
are independent in providing answers because they
are considered adults.

2. Decision-maker, meaning that the respondents selected
are customers who make at least two purchases a
month at McDonald’s.

3.2. Measurements

Social media marketing variables are measured by five
indicators in reference to Erdogmus and Cicek (2012),
namely, advantageous campaigns, relevant content, popular
content, various platforms (PV), and applications on social
media (AOSM). Brand trust variable is measured by three
indicators, namely, achieving result (AR), acting with
integrity (AWI), and showing concern (DC), based on Bastian
(2014), while brand loyalty is measured by five indicators,
namely, behavior measures (BM), measuring switch cost
(MSC), measuring satisfaction (MS), measuring liking brand
(MLB), and measuring commitment (MC), based on Bastian
(2014). Measurement of variables uses a 5-point Likert scale,
from 1 ‘strongly disagree’ to 5 ‘strongly agree’.

3.3. Data Analysis

The analysis technique in this research is Structural
Equation Modeling (SEM). A three-step analysis was
carried out to process the data. The first analysis is testing
the suitability of the model through a review of the various
goodness of fit criteria. The second stage conducting a
direct effect hypothesis test, and the third stage conducting a
mediation test, which is tested by the Sobel Test.

4. Results and Discussion
4.1. Testing of Model Suitability

At this stage, the suitability of the model is tested through
a review of various goodness of fit criteria. Guidelines for
model evaluation are used: X2-Chi-square statistic, where
the model is considered good or satisfactory if the chi-
square value is low. The smaller the X2 value, the better the
model is, and accepted based on probability with a cut-off
value of P> 0.05 or P <0.10; The Root Mean Square Error
of Approximation (RMSEA), which shows the goodness
of fit, that can be expected if the model is estimated in the
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population (Hair, 1992: 138). The RMSEA value, which is
less than or equal to 0.08, is an index for the acceptance of
a model that shows a close fit of the model based on the
goodness of freedom; Goodness of Fit Index (GFI) is a
non-statistical measure that ranges from 0 (poor fit) to 1.0
(perfect fit). High scores on this index indicate a “better
fit”; Adjusted Goodness of Fit Index (AGFI), where the
recommended level of acceptance is when AGFI has a value
equal to or greater than 0.90; CMIN/DF, is the Minimum
Sample Discrepancy Function divided by the Degree of
Freedom. CMIN/DF is nothing, but a chi-square statistic;
X2 divided by its DF is called relative X2. If the relative X2
value is less than 2.0 or 3.0, it is an indication of acceptable
fit between the model and the data; Tucker Lewis index
(TLI), an incremental index that compares a tested model
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against a baseline model, is a reference for acceptance of
a model is > 0.95 (Ferdinand, 2002) and a value close to 1
indicates a very good fit and comparative Fit Index (CFI),
which when it approaches 1, indicates the highest level of fit
(Arbukle, 1997). The recommended value is CF1 > 0.95. The
results of the goodness of fit overall model test are given in
the Figures and Tables below.

The analysis results related to the model feasibility index
explain that the model produces good feasibility values.
SEM analysis results, as outlined in Table 1.

The results of the Overall Goodness of Fit test are shown
on Figure 2 and Table 1; it can be seen that all the criteria
indicate that the model has met the cut-off value, therefore,
the model can be categorized as suitable for use, so that it
can be interpreted for further discussion.
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Figure 2: SEM Analysis Result Path Diagram
Table 1: Goodness Of Fit Overall Model Test Results
Criteria Cut-off value Model Results Mark
Khi Quadrat Kecil 64.364
Good Model
p-value =20.05 0.364
CMIN/DF <2.00 1.110 Good Model
GFI =0.90 0.915 Good Model
AGFI >0.90 0.867 Model Marginal
TLI >0.95 0.978 Good Model
CFI 20.95 0.983 Good Model
RMSEA <0.08 0.033 Good Model
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4.2. Hypothesis Test

The influence of social media marketing on brand trust
resulted in an at-statistic value of 2.652 with a p-value of
0.008. Because the p-value is smaller than the statistical
significance at o = 5%, then social media marketing directly
has a significant effect on brand trust, meaning that the better
social media marketing, the higher consumer confidence in
McDonald’s brand. The effect of brand trust on brand loyalty
produces a t-statistic value of 4,972 with a p-value of 0,000.
Because the p-value is smaller than the statistical significance
at a = 5%, brand trust directly has a significant effect on
brand loyalty, meaning that the higher the consumer trust
in McDonald’s brand, the stronger the customer loyalty to
McDonald’s brand. The influence of social media marketing
on brand loyalty produces a t-statistic value of 2.329 with
a p-value of 0.020. Because the p-value is smaller than
the statistical significance at a = 5%, then social media
marketing directly has a significant effect on brand loyalty,
meaning that the better social media marketing, the stronger
customer loyalty to McDonald’s brand.

The influence of social media marketing on brand loyalty
through brand trust produces a t-statistic value of 2,336 with
a p-value of 0.019. Because the p-value is smaller than the
statistical significance at o = 5%, brand trust can mediate
the influence of social media marketing on brand loyalty,
meaning that the better social media marketing, the stronger
customer trust will have an impact on increasing customer
loyalty to McDonald’s brand.

4.3. Discussion

Four research objectives are discussed in this study.
The first objective is to determine the effect of social media
marketing on brand trust. The second objective examines the
influence of brand trust on brand loyalty. The third objective
looks at the influence of social media marketing on brand
loyalty, and the fourth objective is to examine the mediating
effect of brand trust. The following sections discuss the
findings of this study.

Social media marketing is a tool that helps companies
communicate with consumers in building brand loyalty
outside of traditional methods (Jackson, 2011; Akhtar, 2011).

Table 2: Results of Weight Regression Analysis
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Companies can promote products and services, provide
support, and create an online community of brand fans
through social media such as social networking sites, blogs,
microblogging, online games, social bookmarking, news sites,
and many more (Zarella, 2010; Kaplan & Haenlein, 2009;
Weinberg, 2009). Also, social media allows consumers to
share information with their peers about the brands of products
and services (Stileman, 2009; Mangold & Foulds, 2009).

This study found evidence that social media marketing
has an impact on increasing customer trust and loyalty
toward McDonald’s brand. These results can be explained
by the fact that marketing strategies through social media
marketing such as making it easy for customers to get
information related to McDonald’s on social media, such as
blogs, Facebook, and Twitter can increase customer trust in
the McDonald’s brand, this is because this trust arises. After
all, McDonald’s always pays attention to product quality
that is offered. Theoretically, these findings support previous
research by Tatar and Eren-Erdogmus (2016); Mosavi and
Kenarehfard (2013a), that social media marketing has a
positive impact on increasing brand trust.

Regarding the findings that prove that social media
marketing has an impact on increasing customer loyalty,
this can be explained by the fact that marketing strategies
through social media marketing, such as making it easy
for customers to get information related to McDonald’s
on social media like blogs, Facebook and Twitter, have an
impact on increasing customer loyalty shown by measuring
with cost, such as even though the price is higher, will still
choose McDonald’s over other fast food. Theoretically,
these findings support previous research by Erdogmus and
Cicek (2012); Mehrabi et al., (2014); Bagaturia and Johson,
(2014) that social media marketing has a positive impact on
increasing brand loyalty.

Regarding testing the effect of brand trust on brand
loyalty, the results of the study concluded that increasing
brand trust has an impact on increasing customer loyalty
to McDonald’s brand. These results can be explained
by the fact that the increase in customer loyalty to the
McDonald’s brand is shown by still choosing McDonald’s
over other fast-food restaurants, even though the price
offered by McDonald’s is higher because the element of
customer trust in the McDonald’s brand and that trust arises.

Hypothesis Path t-statistic p-value Mark

H1 SMM — BT 2.652 0.008 Supported
H2 BT — BL 4972 0.000 Supported
H3 SMM — BL 2.329 0.020 Supported
H4 SMM — BT — BL 2,336 0.019 Supported
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After all, McDonald’s always pays attention to the quality
of the products offered. Theoretically, these findings support
previous research by Laroche et al. (2013); Jha (2014);
Etemadifard et al. (2013); Bastian (2014); Khoa, (2020);
Wu et al. (2020). They concluded that brand trust has a
significant effect on brand loyalty.

Based on the results of medical tests, these findings
prove that brand trust can mediate the effect of social
media marketing on customer loyalty to McDonald’s
brand. These results can be explained by the fact that
marketing strategies through social media marketing, such
as making it easy for customers to get information related
to McDonald’s on social media like blogs, Facebook, and
Twitter, can contribute to customer trust and that trust is
formed because McDonald’s always pays attention to the
quality of the products offered. This means that information
related to McDonald’s on social media, such as blogs,
Facebook, and Twitter, is proportional to the quality of the
product offered. When customer trust in the McDonald’s
brand is high, customer loyalty to the brand will increase as
shown by still choosing McDonald’s over other fast-food
restaurants, even though the price offered by McDonald’s
is higher. This supports the study put forward by Mosavi
and Kenarehfard (2013a; 2013b) that there is an effect of
social media marketing on brand trust and a direct influence
of brand trust on brand loyalty, which was researched by
Laroche et al. (2014); Jha (2014); Efemadifard (2011);
Bastian (2014).

5. Conclusions

Social media marketing has an impact on increasing
customer trust and loyalty towards McDonald’s brand.
Marketing strategies through social media marketing,
such as making it easy for customers to get information
related to McDonald’s on social media like blogs,
Facebook, and Twitter, can increase customer trust in
the McDonald’s brand because this trust arises. After all,
McDonald’s always pays attention to the quality of the
products offered and makes improvements against loyalty
shown by the fact that, even though the price is higher,
consumers will still choose McDonald’s over other fast-
food alternatives.

Increased customer loyalty to the McDonald’s brand
is shown by continuing to choose McDonald’s over other
fast-food restaurants, even though the price offered by
McDonald’s is higher, because of the element of customer
trust in McDonald’s brand’s and this trust arises because
McDonald’s always pays attention to the quality of the
products offered.

Brand trust can mediate the influence of social media
marketing on customer loyalty to McDonald’s brand. This
means that information related to McDonald’s on social

media, such as blogs, Facebook, and Twitter, is proportional
to the quality of the product offered. When customer trust in
the McDonald’s brand is high, customer loyalty to the brand
will increase as shown by still choosing McDonald’s over
other fast-food restaurants, even though the price offered by
McDonald’s is higher.
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