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ABSTRAK 

 
Pada penelitian ini untuk mengetahui dan menganalisis social media marketing 
activity, brand personality terhadap brand loyalty dengan brand love sebagai 
mediasi. Penelitian ini menggunakan Brand Equity, Tringular Theory of Love, dan 
Social Media Marketing Activity. Objek penelitian ini adalah pengguna sosial media 
Instagram dengan minimal pembelian sebanyak 3 kali dalam setahun dengan 
golongan usia Gen Z yang telah tersebar di 6 kota besar yang ada di Pulau Jawa, 
yaitu Jakarta, Bandung, Semarang, Yogyakarta, Surabaya, dan Banten Pendekatan 
yang digunakan dalam penelitian ini adalah Structural Equation Model (SEM) 
Partial Least Square (PLS) dengan menggunakan software statistic Smart-PLS 
versi 4.0. Berdasarkan hasil penelitian terhadap 223 responden maka diperoleh hasil 
penelitian yang menyatakan social media marketing activity secara signifikan 
mempengaruhi brand love, brand personality secara signifikan mempengaruhi 
brand love, social media marketing activity secara signifikan mempengaruhi brand 
loyalty, brand love secara signifikan mempengaruhi brand loyalty, brand 
personality tidak berpengaruh secara signifikan terhadap brand loyalty. 
Berdasarkan hubungan mediasinya, brand love mampu memediasi pengaruh 
hubungan social media marketing activity terhadap brand loyalty secara parsial 
(partial mediation), dan brand love mampu memediasi pengaruh hubungan brand 
personality terhadap brand loyalty secara penuh (full mediation). 
 
Kata Kunci: Brand Equity, Tringular Theory of Love, dan Social Media Marketing 
Activity, Brand Personality, Brand Loyalty, Instagram, Gen Z 
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ABSTRACT 

The purpose of this study was to determine and analyze social media marketing 
activity, brand personality to brand loyalty with brand love as mediation. This 
research uses Brand Equity, Tringular Theory of Love, and Social Media Marketing 
Activity. The object of this research is Instagram social media users with a minimum 
purchase of 3 times a year with the Gen Z age group who have spread across 6 
major cities in Java, namely Jakarta, Bandung, Semarang, Yogyakarta, Surabaya, 
and Banten The approach used in this research is Structural Equation Model (SEM) 
Partial Least Square (PLS) using Smart-PLS version4.0 statistical software. Based 
on the results of research on 223 respondents, the research results obtained state 
that social media marketing activity significantly affects brand love, brand 
personality significantly affects brand love, social media marketing activity 
significantly affects brand loyalty, brand love significantly affects brand loyalty, 
brand personality has no significant effect on brand loyalty. Based on the mediation 
relationship, brand love is able to mediate the effect of the relationship between 
social media marketing activity on brand loyalty partially (partial mediation), and 
brand love is able to mediate the effect of the relationship between brand 
personality on brand loyalty in full (full mediation). 
 
Keywords: Brand Equity, Tringular Theory of Love, and Social Media Marketing 
Activity, Brand Personality, Brand Loyalty, Instagram, Gen Z. 
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