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This research aims to analyze the impact of Instagram on sales through brand loyalty,
trust, and equity, and examine the management strategies Bilka uses to maintain product
purchases via social media. A quantitative approach with questionnaires was used,
involving active Instagram users. Descriptive statistical analysis and SEMPLS were
applied. The results show a diverse consumer age range, with most respondents aged 18-
35. Instagram significantly influences brand loyalty, trust, and equity, which positively
impacts sales. The management strategies include continuous promotions, active
consumer interaction, and attractive offers. In conclusion, Instagram is an effective tool
for strengthening consumer relationships and boosting sales when the right strategies are
applied.
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INTRODUCTION

1.1. Research Background

The digital growth in Indonesia has been rapid, especially in the
digital economy sector and internet usage. In 2022-2023, the
number of internet users reached 215.63 million, an increase of
2.67% compared to the previous year. The COVID-19 pandemic
was a major driver, while sectors like E-commerce and social
media, such as Instagram, played a key role in product marketing,
particularly for MSMEs [1,2]. In Surabaya, many supermarkets,
including Bilka Supermarket, utilize Instagram to promote
products and interact with their followers [3]. Retail competition
is becoming increasingly
fierce, both conventionally and digitally, requiring companies to
develop innovative and effective marketing strategies.

One indicator of social media marketing success is the
engagement rate, which reflects audience interaction with posted

content. Bilka Supermarket, although stable, has a low
engagement rate of 0.09%, indicating potential for improving
interaction with followers [4]. Increasing this engagement is
crucial for strengthening brand loyalty and driving sales. Brand
trust and brand equity also play significant roles in fostering
brand loyalty, which contributes to business sustainability [5].

1.2. Literature Review

1.2.1. Marketing

Marketing encompasses activities that create, communicate, and
exchange valuable offerings to customers. This involves
strategies such as advertising, promotions, and personal selling.
Marketing can be divided into traditional marketing (print and
broadcast media) and digital marketing (online platforms like
social media and websites). Digital marketing is more cost-
effective, allows for a broader audience reach, and enables two-
way interaction with consumers [6].
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1.2.2. Digital Marketing

Digital marketing utilizes internet media (Instagram, Facebook,
Twitter, etc.) to attract consumers. Techniques include Content
Marketing, SEO, SEM, SMM, PPC, Email Marketing, and Viral
Marketing. These strategies rely on managing brand image to
influence consumer purchasing decisions [7].

1.2.3. Social Media Marketing (SMM)

SMM leverages social media to promote products. It involves
creating engaging content, direct interaction with the audience,
and responding to trends. Instagram has become a popular
platform for marketing through features like Stories and
collaborations with influencers [8]. SMM strengthens brand trust
and customer loyalty through interactions and relevant content.

1.2.4.  Brand Trust

Brand trust measures the extent to which consumers trust a brand.
This trust is influenced by the consistency of the brand’s quality
and communication. Trusted brands tend to have loyal customers
and are more likely to be chosen again [9].

1.25. Brand Equity

Brand equity includes the value of the brand, which involves
recognition, positive associations, and customer loyalty. Strong
brand equity enhances loyalty and creates a competitive
advantage. Brands with high equity are more likely to be chosen
by consumers, even when similar products are offered by
competitors [10].

1.2.6. Brand Loyalty

Brand loyalty refers to consumer loyalty to a brand. Factors
influencing loyalty include product quality, consumer experience,
and marketing strategies. Brand loyalty is crucial for business
sustainability as it creates a base of loyal customers [11].

1.3. Research Objective

This study aims to analyze the impact of Instagram social media
on sales through brand loyalty, brand trust, and brand equity.

2. MATERIALS AND METHODS

This study was conducted at Bilka Supermarket, Surabaya,
from September to December 2024. The research population
consists of all individuals who have purchased products from
Bilka Supermarket, with a sample taken using purposive
sampling and the Cochran formula, resulting in 100
respondents. Primary data was collected through consumer
questionnaires, while secondary data was obtained from pre-
existing sources. Data analysis methods include descriptive
analysis and Partial Least Square (PLS) techniques to test the
relationships between variables, involving stages of measuring
model testing (outer model) and structural model testing (inner
model). This analysis also includes hypothesis testing,
coefficient of determination, and mediation tests to determine
the role of intermediary variables. All variables used in this
study were measured using a 1-5 Likert scale, and the
instruments were tested for validity and reliability

https://doi.org/10.29165/ajarcde.v9i1.569

3. RESULT AND DISCUSSION

3.1 Measurement Model Evaluation (Outer Model)

The evaluation of the measurement model aims to test the validity

of the constructs (indicators).

1. Convergent Validity
Convergent validity is evaluated using the loading factor and
average variance extracted (AVE). Based on the test, all
indicators have a loading factor > 0.7 and p-value < 0.001,
indicating that the indicators meet the criteria for convergent
validity.

2. Discriminant Validity
Discriminant validity tests whether reflective indicators are
more correlated with the construct they measure compared to
other constructs. The test shows that the loading factor values
of the indicators with their respective latent constructs are
higher than with other constructs, indicating that discriminant
validity is met.

3. Reliability
Reliability is tested using Cronbach’s alpha and composite
reliability. All Cronbach’s alpha and composite reliability
values are above 0.70, indicating that the indicators in this
study are reliable.

3.2. Structural Model Evaluation (Inner Model)
3.2.1. R-Square

R-Square shows the influence of exogenous variables on
endogenous variables. Table 4.16 shows that the R-Square for
Brand Equity (z2) = 0.829, Brand Loyalty (y) = 0.783, and Brand
Trust (z1) = 0.758, indicating that the model has good
explanatory power.

3.2.2.  Variance Inflation Factor (VIF)

VIF is used to test for collinearity. All VIF values, indicate no
significant collinearity issues.

3.2.3.  Cross-Validity Redundancy (Q-Square)

The Q-Square values for Brand Equity (z2) = 0.251, Brand Trust
(z1) = 0.415, and Brand Loyalty (y) = 0.104 indicate good
predictive relevance for most variables.

3.2.4. Path Coefficients

Path coefficients indicate the relationships between variables.
The results of the path coefficients test.

e  Brand Equity (z2) — Instagram Social Media (x) = 0.540
e  Brand Loyalty (y) — Instagram Social Media (x) = 0.419
e  Brand Trust (z1) — Instagram Social Media (x) = 0.677
e Interaction x*z1*y = 0.346

e Interaction x*z2*y = 0.421

These numbers indicate the strength and significance of the
relationships between variables in the model. Based on the
hypothesis testing results, the model of relationships between
variables can be described as follows:

Badriyyah etal 135



S.P. BADRIYYAH/ASIAN JOURNAL OF APPLIED RESEARCH FOR COMMUNITY DEVELOPMENT AND EMPOWERMENT. VoL 9 (2025), No.1

R%:0,220

SM
B:0.410
< @)
N
B:0.340 ™.
"'\.\I\I
E00)
Hl‘l

. p0218
N (P<0,038)
|B:0,346 \“x\\
| (P<0,007 N
ii',l’fi ) "
; X
Eﬁi":'ﬁu-l ,"/ REZ'D,?M
{(P<0,003) /
; / BOs13
/o (B00)
L
R%0,738

Fig. 1. Path Diagram for Research Results: R2 indicates the
variance explained by the previous variables, § (Path Coefficient) indicates the strength of the relationships between variables, P < 0.05
indicates a significant relationship.

3.3.  Relationships between variables
Below is a brief discussion of the hypothesis testing results:
3.3.1.  Effect of Instagram Social Media on Brand Trust

Instagram has a significant positive effect on Brand Trust (Z1) with
a path coefficient of 0.677 and a p-value < 0.001, supporting the
hypothesis that the use of Instagram enhances consumer trust in
Bilka Supermarket.

3.3.2.  Effect of Instagram Social Media on Brand
Equity

Instagram has a significant positive effect on Brand Equity (Z2)
with a path coefficient of 0.540 and a p-value < 0.001,
strengthening brand equity through greater exposure.

3.3.3.  Effect of Instagram Social Media on Brand
Loyalty

Instagram has a positive effect on Brand Loyalty (YY) with a path
coefficient of 0.161 and a p-value = 0.002, although its influence
is smaller compared to Brand Trust and Brand Equity.

3.3.4. Effect of Brand Trust on Brand Loyalty

Brand Trust (Z1) has a significant effect on Brand Loyalty (YY) with
a path coefficient of 0.218 and a p-value = 0.038, showing that
consumer trust enhances loyalty.

3.3.5. Effect of Brand Equity on Brand Loyalty

Brand Equity (Z2) has a significant effect on Brand Loyalty
(Y) with a path coefficient of 0.615 and a p-value < 0.001,
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increasing consumer loyalty through positive brand perceptions.

3.3.6.  Effect of Instagram Social Media on Brand
Loyalty through Brand Trust

The effect of Instagram on Brand Loyalty (Y) through Brand
Trust (Z1) is significant, with a path coefficient of 0.346 and a p-
value = 0.007, showing that stronger engagement on Instagram
increases loyalty.

3.3.7.  Effect of Instagram Social Media on Brand
Loyalty through Brand Equity

Instagram affects Brand Loyalty () through Brand Equity (Z2)
with a path coefficient of 0.421 and a p-value < 0.05,
strengthening consumer loyalty through increased brand equity.
Overall, the study results indicate that Instagram Social Media
plays a key role in enhancing Brand Trust, Brand Equity, and
Brand Loyalty, both directly and through mediation.

4. CONCLUSION

The study shows that the effect of Instagram on Brand Loyalty is
primarily mediated through the enhancement of Brand Trust, and
also through Brand Equity, which builds a strong brand image

Furthermore, strong Brand Equity is built through Instagram,
also. increases consumer loyalty. Bilka Supermarket can improve
trust, brand equity, and customer loyalty through Instagram by
implementing several management strategies. These strategies
include optimizing Instagram usage, increasing active
interactions with followers through responsive comments, Q&A
sessions, and exclusive offers, and focusing on building Brand
Trust by maintaining product quality and information
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transparency. Additionally, strengthening Brand Equity by
highlighting the values and advantages of Bilka Supermarket and
developing a customer loyalty program will further boost
consumer loyalty.
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