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 A B S T R A C T  

This study aims to analyze social media marketing, electronic word of mouth, and consumer 
attachment to brand loyalty in Grab Indonesia. The research design used is quantitative 
research with a causal approach that examines the effect of exogenous variables (social media 
marketing, electronic word of mouth, and consumer attachment) on endogenous variables 
(brand loyalty). The population in this study were consumers of social media followers 
(Instagram) grab with an infinite number, therefore sampling was carried out using purposive 
sampling with the consideration of respondents as followers of Instagram grab with a 
minimum period of following is 6 months and has given "likes" to the grab Instagram posts. 
The sample used in this study were consumers of online transportation companies (grab) as 
many as 300 respondents. This research analysis tool uses a structural equation model (SEM). 
The results showed that the exogenous variables (social media marketing, electronic word of 
mouth, and consumer attachment) positively and significantly affect endogenous variables 
(brand loyalty). The variable that has the highest value in influencing brand loyalty is social 
media marketing. Meanwhile, the variable that directly influences brand loyalty with the 
lowest regression coefficient is electronic word of mouth. 
 Keywords: social media marketing, electronic word of mouth, consumer engagement, brand 

                      loyalty 
 

INTRODUCTION 
The internet has now become a necessity for the world 

community, not except for the Indonesian people. According to 
research on the social media management platform HootSuite 

and social marketing agency We Are Social entitled "Global 

Digital Reports 2020", nearly 64 percent of Indonesia's 
population is connected to an internet network (Hootsuite, 2020). 

The research released at the end of January 2020 stated that the 

number of internet users in Indonesia had reached 175.4 million 

people, while Indonesia's total population was around 272.1 
million. Compared to 2019, the number of internet users in 

Indonesia has increased by around 17 percent or 25 million users 

(Kumparan, 2020).
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Figure 1. Use of the Digital Internet (Hootsuite, 2020) 

 

The rapid development of technology, especially in 

connection with the use of the internet, has had a tremendous 

impact on people's lives, including transportation. Everyone 

needs transportation to access certain places, therefore several 
developments in internet technology have emerged in online 

transportation, such as online motorcycle taxis. 

Two online motorcycle taxi service brands, Gojek and 
Grab, are the brands most embedded in Indonesian consumers. 

The Indonesian Consumer Community (KKI) surveyed 

"Consumer Preference for Urban Land Transportation Service in 
Indonesia." The results of conducted by KKI in the February-

April 2019 period involving 625 respondents in 15 districts/cities 

in six provinces, namely DKI Jakarta, Banten, Bali, West 

Sumatra, West Java, and Central Java. The survey results stated 
that consumer preferences to choose Gojek services were shown 

to be higher, reaching 36% of the total respondents, while Grab 

service users showed 32%, and those who used both reached 32% 
(Tribunnews.com, 2019). 

Several factors support consumer preferences to prefer 

Gojek. The survey shows that Go-Jek's Go-Ride service is 

considered safer (56%), more reliable (55%), friendlier (53%), 
and more comfortable and clean (53%). Meanwhile, its 

competitor in this industry, Grab Bike, was appreciated with a 

score of 44% for the safety aspect, 45% in the service reliability 
aspect, 47% in the hospitality aspect, and 47% in the comfort and 

cleanliness aspect (Kumparan, 2019). 

The low consumer preference for Grab makes 

researchers interested in measuring brand loyalty from Grab. 

Grab is a platform that has studied the social needs of public 

(consumer) public transportation, which is connected to drivers 
and supported by smart smartphone technology so that it can still 

be tracked using GPS through the application. The services 

offered by Grab include GrabCar, GrabBike, GrabExpress, 
GrabFood, SewaGrabCar, GrabFresh, etc. 

Brand loyalty is a very important concept in marketing 

strategy. Brand loyalty is considered a customer preference 
consistently to make purchases of the same brand on a specific 

product or service category. One of the things that companies can 

take advantage of is social media use to increase brand loyalty. 

In Indonesia, the number of social media users has reached 160 
million, increasing 8.1 percent or 12 million users compared to 

last year. That way, the penetration of social media use in 

Indonesia has reached 59 percent of the total population 
(Kumparan, 2020). 

The Global Web Index records that Indonesia's 

population has an average of 10-11 social media accounts per 

person in the first quarter of 2020. Social media in this survey has 
a wide scope. Starting from content sharing applications 

(Instagram, YouTube, and Twitter), sending messages (WhatsApp 

and Facebook Messenger), to video conferencing (Skype) 
(Lidwina, 2020).

 
Figure 2. Number of Social Media Accounts Owned per Person in Asia 

 (Quarter I-2020) (Lidwina, 2020) 
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Based on Figure 2, it can be seen how social media has become a 
new space for internet users. Research We Are Social, Hootsuite 

(2020) states that as many as 79% of Indonesians use Instagram. 

The data states that Indonesia has 53 million monthly active users 

and active Instagram users out of the total population of around 
20 percent. In Indonesia, Instagram users are mostly men, namely 

around 51 percent, and women around 49 percent.

 
Figure 3. Instagram usage analysis, Source (Hootsuite, 2020) 

 

In the business world, Instagram can be used to increase 
the brand loyalty of a business. Seeing the potential role of 

Instagram made researchers interested in reviewing Instagram 

from Grab. Recorded Instagram Grab posts during 2019 

amounted to 399 posts. The posts are divided into three types, 
namely Picture, Video, and Carousel. The number of videos 

posted by Instagram Grab in 2019 was 157 videos. A picture is 

one or a group of still images posted on an Instagram page, while 
a video is a moving image in the post. Carousel is a combination 

of pictures and videos in one post on Instagram. The number of 

videos is recorded as the highest number of posts on the 
Instagram Grab account compared to other posts such as Pictures 

or Carousel. 

Posts published by Grab can be classified into five 

different themes: Events, Infographics, Grab Stories, Promos, 
and Quizzes. Grab's five themes, the lowest average number of 

Likes and views, were on Instagram posts with an infographic 

theme. Note that, Infographic posts only resulted in 1,204 Likes 
and 19,500 impressions. 

From this description, it can be said that there is an 

interaction between consumers and Grab through the Instagram 

Grab social media. In the long term, positive interactions that 
exist will result in consumer engagement with Grab. Consumers 

who follow Instagram Grab show that they are interested in 

information published through Instagram Grab. When viewed 
from the number of followers of Instagram Grab Indonesia, 

which reaches 1 million followers, of course, it will greatly help 

Grab informing consumer engagement through positive 
persuasion in every post. One indicator of successful consumer 

engagement is increasing consumer loyalty in products and 

services. 

Consumer engagement can encourage brand loyalty in 
the long run. To maintain consumer engagement, Grab must be 

responsive to change through continuous interactions. One form 

of responsiveness shown by Grab is through Instagram posts with 
the hope of feedback from consumers. However, Table 2 shows 

the data that several Instagram Grab posts did not generate 

interest for consumers. These posts include posts with the theme 
of Infographics and Events. This is certainly homework for the 

Grab marketing team. 

To increase brand loyalty in today's digital era, marketing 

through social media is considered efficient. Marketing through 

social media is a marketing process carried out through third 
parties, namely social media-based websites. Social media that is 

often used for marketing or promotion include Instagram. 

Through this media, the company or brand can carry out a 

structured and targeted promotion. 
Marketing with social media is not always related to 

direct buying and selling. In this marketing, Grab can market 

content related to the products or services offered. By introducing 
the brand and giving it a good impression, the public's trust will 

increase and increase sales conversion to sales and increase brand 

loyalty. 
To support its marketing mix activities through social 

media, Grab must create good marketing communications. This 

marketing communication activity is carried out using 

promotional tools, commonly known as the marketing 
communication mix. The marketing communication mix 

includes word of mouth. 

The use of the internet and social networks, which has 
increased significantly, has become the basis where word of 

mouth is currently not only done face-to-face but can be in any 

form, including using the internet, which is called Electronic 

word of mouth (EWOM). Electronic word of mouth is more 
effective than word of mouth communication in the offline world 

because of greater accessibility and high reach. One of the 

EWOM roles implemented by Grab is through the rating on the 
application. Star rating will help Grab maintain the quality of 

service to passengers and measure the level of passenger 

satisfaction. 
The star rating that appears in the Grab Driver 

Application is not 'real-time' (current). Star ratings are updated 

twice a day at fixed intervals and are calculated based on the 

average of the last 100 star ratings received. Star rating describes 
a form of virtual communication that includes word of mouth via 

electronic (EWOM). EWOM is believed to encourage consumer 

purchases, influence the community, be efficient because it does 
not require a large budget (low cost), create a positive image for 

products, and touch consumer emotions to increase brand loyalty 

consumer engagement. 
Brand loyalty is a measure of how loyal or loyal 

consumers are to always buy and use products from a brand, in 

this case, Grab. The higher the level of brand loyalty that 
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consumers have towards Grab, the greater the chance for Grab to 
survive in the competition. 

There is a low preference for Grab Indonesia users 

compared to Gojek related to brand loyalty, low interaction, or 
customer engagement on the Grab Instagram social media, which 

shows problems with Grab's social media, as well as consumer 

attachment to certain Instagram social media themes that have 

been classified by researchers and lastly The star rating in the 
grab application, is a form of EWOM that Grab implements. Still, 

data that is not real-time is one of the problem factors. 

LITERATURE REVIEW 

Brand Loyalty 

 Marketers have used various ways to maintain their 

customers' brand loyalty, including brand elements, classic 
marketing mix variables, and new marketing methods such as 

events, sponsorship, one-to-one marketing activities, Internet 

marketing, and social media marketing (Kotler, 2018). According 

to Schiffman and Kanuk (2005), brand loyalty is customers' 
preference to make purchases on the same brand on specific 

products or certain service catalogs. 

Akin (2017) defines brand loyalty as repurchase points, 
preferences, recommendations, and attachments; its need for 

loyal customers for the sustainable competition is better 

understood. Loyalty is seen as one of the key elements to 

achieving permanent and long-term success in terms of business. 
Meanwhile, Semuel and Putra (2018) say brand loyalty is a strong 

commitment to subscribing or buying a brand consistently in the 

future. 
Brand loyalty is the customer's preference to purchase 

the same brand on a specific product or service catalog. Brand 

loyalty is a strong commitment to offering or buying a supported 
brand in the future Schiffman and Kanuk (2005). Customer 

Loyalty can conclude that a customer will continue to choose a 

product based on their commitment and a high probability that 

the customer will buy back the product and suggest it to people 
around him (Savitri & Suhud, 2018). 

According to Aaker et al. (2007), brand loyalty is a 

measure of customer relationship with a brand. This measure can 
provide an overview of the likelihood of a customer switching to 

another product, especially in a brand where there is a change, 

either in terms of price or other attributes. Companies expect as 

many customers as possible to have loyalty to their brands so that 
they will continue to buy and use what the company has to offer 

(Suhud et al., 2017). 

The definition of customer loyalty is the result of the 
process of maintaining and maximizing relationships with 

customers and expanding relationships through efforts to create 

"value" and create word of mouth promotion (Savitri & Suhud, 
2018). So that brand loyalty, in return, brings sales revenue, 

market share, profitability to the company and helps them grow 

or at least defend themselves in the market (Kotler, 2018). 

Indicators used to measure brand loyalty are consumer 
interest in the product offered, evaluating product prices, 

repeated product purchases, consumer trust in products, 

consumer attachment to products (Djatmiko & Novianto, (2016); 
Durianto, (2004); Rangkuti, (2002); Rizan et al., (2015). 

Based on the explanation above, it can be concluded that 

brand loyalty or brand loyalty is consumers' preference or action 
to buy the same product or brand more than once. Brand loyalty 

is the goal of the company to increase sales of products. 

Electronic Word-of-Mouth 

EWOM (electronic word-of-mouth) in the context of the 
Internet (Soares et al.,2012). Electronic word-of-mouth is a 

negative or positive statement made by actual, potential or 

previous consumers regarding which products or companies this 
information is available to people or through internet social 

media Jalilvand and Samiei (2012). Social media links EWOM 

with online consumer-to-consumer interactions about the brand 
(Muntinga et al., 2011). 

According to Kotler (2018), word-of-mouth marketing is 

oral, written, and electronic communication between 

communities related to the advantages or experiences of buying 
or using a product or service. EWOM can be considered as a 

traditional interpersonal communication partner in the new 

generation of cyberspace. Jalilian et al. (2013). While typical 
WOM communication consists of spoken words exchanged with 

a friend or relative in face-to-face situations, online WOM 

usually involves personal experiences and opinions transmitted 

via the written word (Bickart & Schindler, 2001). 
WOM includes all forms of informal exchange of 

information about products and services by consumers. As the 

same source reports, this type of information is considered more 
reliable and impartial than paid forms of persuasive information, 

such as advertising, which are controlled by Soares et al. (2012). 

The EWOM channel attribute can facilitate consumer 
social interaction, participate in messaging and encourage the 

expression of opinions related to brands, thereby increasing 

sharing and engagement of consumer opinions. Therefore, 

companies must remember that EWOM has a major impact on 
consumer behavior, so they should try to stimulate and engage 

consumers' opinions managing EWOM activities (López & 

Sicilia, 2014). 
EWOM on social media platforms is influential in 

influencing consumer evaluations of products because of their 

perceptions of trust, and consumers are increasingly generating 

and sharing information related to brands in the form of EWOM 
to other social media users, including friends, peers, and the 

general public without constraints (Cheung et al., 2019). 

The indicators used to measure EWOM are interacting 
with other users, having negative opinions, having positive 

opinions, and delivering information to other users (Goyette et 

al., (2010); Seo et al., (2020); Sun et al., (2020); Wang & Yu 
(2017). 

Based on the explanation above, the researcher 

concludes that electronic word-of-mouth is a process in which 

product users' actual opinions are expressed in online media. This 
consumer opinion can be seen by all online media users and has 

a wider impact than conventional word-of-mouth. 
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Social Media Marketing 
Social media is an online application, platform, and 

media that facilitate interaction, collaboration, and content 

sharing (Richter & Koch, 2007). In contrast, according to Safko 
and Brake (2009), it is defined as activities, practices, and 

behaviors among communities of people who gather online to 

share information, knowledge, and opinions using conversational 

media. Social media is one of the tools widely used in marketing 
communication, resulting in brand-related consequences, 

including brand awareness and customer engagement (Bento et 

al.,2018). Social Media Marketing (SMM) is generally 
recognized as playing a fairly large role in influencing consumer 

perceptions of brands (Kotler et al., 2018). 

Social Media Marketing can be defined as using existing 
social media platforms to increase brand awareness among 

consumers on online platforms through the use of the principles 

of word-of-mouth (Drury, 2008). Social media marketing, a form 

of word-of-mouth marketing, viral marketing, buzz, and guerrilla 
marketing, is a deliberate influence of consumer-to-consumer 

communication through professional marketing techniques 

(Kozinets et al., 2010). According to Ahmed and Gomathy 
(2020), social media marketing can be defined as using existing 

social media platforms to increase brand awareness among 

consumers on online platforms through the utilization of these 

principles. Thus, it supports two forms of promotion, namely 
traditional marketing promotion and social promotion. 

The indicators used to measure social media marketing 

are feelings of pleasure, a means of sharing opinions, providing 
the latest information, the suitability of information services 

(Godey et al., 2016; Ismail, 2017; Angella J. Kim & Ko, 2012; 

Yadav & Rahman, 2017). 
Based on the explanation above, the researcher 

concluded that social media marketing (SMM) or social media 

marketing uses social media in online networks, where social 

media is a very effective medium in disseminating information 
quickly and widely. 

Customer Engagement 

Consumer attachment can be defined as the level of 
physical, cognitive, and emotional presence of customers in their 

relationship with a service or organization (Arora et al., 2020). 

Customer engagement has been recognized as an emotional 

relationship between companies and customers that focuses on 
customer interactions and participation. The key element for 

customer engagement is the exchange of knowledge, so that 

information and communication technology provides a great 
opportunity for organizations to exchange knowledge and engage 

with customers (Vivek et al., 2012). 

Vivek et al. (2012) defined customer engagement as the 
intensity of individual participation and connection with 

organizational offers and activities initiated by the customer or 

organization. Customer engagement has been considered an 

enthusiastic relationship between an organization and its 
customers, concentrating on collaboration with clients and their 

support (Dissanayake et al., 2019). 

According to Bowden (2009), understanding customer 
attachment is a mental procedure that models a hidden instrument 

where client service is linked to acquiring new clients. A specific 

case of online customer engagement is defined by Mollen and 
Wilson (2010) as a customer's cognitive and affective 

commitment to an active relationship with a brand as personified 

by a website or other computer-mediated entity designed to 

communicate brand value. According to Kunz et al. (2017), 
customer engagement should be viewed and managed from a 

combined approach that combines customer and company views. 

Customer engagement is defined as a psychological 
process that models the mechanisms underlying customer loyalty 

to service brands formed in new customers and mechanisms by 

which loyalty can be maintained so that customers can make 
repeat purchases from service brands (Bowden, 2009). Sorenson 

and Adkins (2014) also argued that businesses should improve 

their marketing efforts to engage consumers because engaged 

consumers are more loyal and emotionally connected to the 
brand. Attachment refers to customer behavior that goes beyond 

transactions and can be specifically defined as a manifestation of 

customers' behavior who have a company brand or focus, outside 
of purchasing, resulting from motivational drivers (Doorn et al., 

2010). 

Definition of CBE (Consumer Business Engagement) by 

Hollebeek et al. (2014) as consumer activities related to 
cognitive, emotional, and brand-related behaviors positively or 

related to consumer or brand-focused interactions. A key 

component to customer engagement is studying commerce, so 
data and correspondence innovation provide extraordinary 

opportunities for associations to trade information and attract 

clients (Vivek et al., 2012). 
Consumer attachment can be measured by five 

dimensions: identification, enthusiasm, attention, absorption, and 

interaction. While the indicators used to measure consumer 

attachment are consumer perceptions, the interest that consumers 
have towards the product, consumer connection with the product, 

pleasant conditions, participation (Abbasi et al., 2016; Hapsari et 

al., 2017; Rather & Sharma, 2017; So et al., 2014b). 
Based on the explanation above, the researcher 

concluded that consumer attachment could be interpreted as 

customer behavior in services or products through emotional and 

cognitive interactions that can provide opportunities for 
companies to get more information from customers. 

RESEARCH METHOD 

Research Place 
This research was conducted at a company in online 

transportation, namely Grab, which is located in Kuningan, South 

Jakarta. Researchers chose Grab as the research object because it 
has problems following the variables being studied, namely 

social media marketing, electronic word-of-mouth, consumer 

engagement, and brand loyalty. 

Research Design 
The design in this research is causal research. Causal 

research is "a causal relationship, that is, there are independent 

variables that affect the dependent variable. Causal research was 
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chosen because it aims to test the hypothesis about the influence 
of exogenous variables (social media marketing, electronic word-

of-mouth) on endogenous variables (consumer engagement and 

brand loyalty) on Grab's social media (Instagram) followers. 

Population and Sampling Techniques 
This study's population is infinite; this is because the 

collection of objects or individuals that are the object of the 

research has no known boundaries or measurements of the total 
number of individuals in the occupied area can be made (Kozak, 

2008). The population in this study were consumers of Grab's 

social media (Instagram) followers. 
In this study, the sampling technique used was non-

probability sampling with a purposive sampling technique 

(Smith, 2010). The reason for using purposive sampling is that it 
is hoped that the sample to be taken meets the criteria following 

the research to be carried out. The sample used in this study was 

300 consumers from an online transportation company (Grab). 

The respondents' characteristics in the study are Instagram Grab 
followers with a minimum period of following, which is 6 

months, and who have given "likes" on Grab Instagram posts. 

Data Analysis Techniques 
Data analysis is to interpret and draw conclusions from 

several collected data. This research uses SEM (Structural 

Equation Model) to process and analyze research data. Through 
SEM software, not only the causality (direct and indirect) 

relationship on the observed variables or constructs can be 

detected, but the components that contribute to the construct itself 

can be determined in magnitude so that the causality relationship 
between variables or constructs becomes more informative, 

complete, and accurate. 

RESULT 
Based on the results of the feasibility test of the research 

model carried out after the analysis of the unidimensionality level 

of the dimensions/indicators forming latent variables tested by 
confirmatory factor analysis, the next analysis is Structural 

Analysis Equal Modeling (SEM) in a full model. The results of 

data processing for the full model SEM analysis are explained as 

follows:

 

 
Figure 4. Full SEM Model 

 

The results of testing the feasibility of the research model developed in this study are presented in Table 1 below. 
 

Table 1. Research Model Feasibility Test Results 

The goodness of 

Fit Indeks 

Cut off Value Result  Information 

Chi-Square  ˂ 149,885 133,329 Good 
Probability  0,05 0,247 Good 

CMIN/DF  2,00 1,084 Good 

AGFI  0,90 0,936 Good 

GFI  0,90 0,954 Good 

TLI  0,95 0,996 Good 

CFI  0,95 0,997 Good 

RMSEA  0,08 0,017 Good 

Source: Primary data processed, 2021 
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The results of the feasibility test of the model presented 
in Table 1 show that the overall testing criteria are in a good 

category or meet the required assessment criteria. In the Chi-

Square test, a model will be considered good if the results show 
the calculated Chi-Square value smaller than the table Chi-

Square value. The more Chi-Square count, which is smaller than 

the Chi-Square table value, shows that the better the model means 

no difference between the population estimate and the sample 
tested. This research model shows that the calculated Chi-Square 

value is 133,329, while the critical value / Chi-Square table with 

df = 123 is 149.885. Because the calculated Chi-Square value in 
this study is smaller than the critical value, it means that the 

research model is not different from the estimated population / 

the model is considered good (accepted). 
 Hypothesis Testing 

  The structural equation model consists of two exogenous 

variables, one endogenous variable, and two intervening 

variables. Table 2 shows that the estimate of standardized effects 

consists of an estimate of standardized direct effects.

 

Table 2. Research Variable Causality Test 

Hip 

Variable Regression Coefficient 

Exogen 

 

Endogen 
Direct Effect 

Coef. Prob. 

H1 
Social media 

marketing 

 

Customer 

engagement 
0.95 0,000 

H2 
Electronic word-of-

mouth 

 

Customer 

engagement 
0.02 0,025 

H3 
Social media 

marketing) 

 

Brand loyalty 0.945 0.000 

H4 
Electronic word-of-

mouth 

 

Brand loyalty 0.03 0.037 

H5 
Customer 

engagement 

 

Brand loyalty 0.242 0.039 

Source: Primary data processed, 2021 

Note: * p-value (probability value) <0.05 
 

             Table 2, shows that the analysis results show that all 

paths in the structural equation model have a significant effect 

(p-value or probability value <0.05). The direct effect of brand 
loyalty on customer engagement is 0.95; Electronic word-of-

mouth on customer engagement of 0.02; Social media marketing 

towards brand loyalty of 0.945; Electronic word-of-mouth affects 

brand loyalty of 0.03; and customer engagement has an effect on 
brand loyalty of 0.242.

 

Table 3. Research Hypothesis Testing 

  Variable    Estimate S.E. C.R. P 

C.E <--- S.M.M 0.95 0.1 9.51 *** 

C.E <--- E.W.O.M 0.02 0.018 2.151 0.025 

B.L <--- S.M.M 0.945 0.165 5.738 *** 

B.L <--- E.W.O.M 0.03 0.015 2.089 0.037 

B.L <--- C.E 0.242 0.133 2.819 0.039 
Source: Primary data processed, 2021 

 

Based on Table 3, the testing of the five hypotheses 
proposed in the study was carried out by analyzing the Critical 

Ratio (CR) value and the probability of a causal relationship 

presented as follows: 
   a. Hypothesis Testing 1 

     H1: Social media marketing has a positive and significant 

effect on customer engagement 
  The estimated parameter for testing the effect of social 

media marketing on customer engagement shows a CR value of 

9.51 with a probability of 0.000. Therefore, with the probability 

value <0.05, it can be concluded that the social media marketing 
variable is proven to have a positive and significant effect on 

customer engagement. The results showed that hypothesis 1 was 

tested. 

  b. Hypothesis Testing 2 

     H2: Electronic word-of-mouth has a positive and significant 

effect on customer engagement 
The estimation parameter for testing the effect of 

electronic word-of-mouth on customer engagement shows a CR 

value of 2.151 with a probability of 0.025. Therefore, with the 

probability value <0.05, it can be concluded that the variable 
electronic word-of-mouth has a positive and significant effect on 

customer engagement. The results showed hypothesis 2 was 

tested. 

 c. Hypothesis Testing 3 

     H3: Social media marketing has a positive and significant 

effect on brand loyalty 
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The estimated parameter for testing the effect of social 
media marketing on brand loyalty shows a CR value of 5,738 

with a probability of 0,000. Therefore, with the probability value 

<0.05, it can be concluded that the social media marketing 
variable has a positive and significant effect on brand loyalty. The 

research results prove that hypothesis 3 is tested. 

  d. Hypothesis Testing 4 

     H4: Electronic word-of-mouth has a positive and significant 

effect on brand loyalty 
The estimation parameter for testing the effect of 

electronic word-of-mouth on brand loyalty shows a CR value of 
2.089 with a probability of 0.037. Therefore, with the probability 

value <0.05, it can be concluded that the electronic word-of-

mouth variable has a positive and significant effect on brand 
loyalty. The research results prove that hypothesis 4 is tested. 

 e. Hypothesis Testing 5 

     H5: Customer engagement has a positive and significant 

effect on brand loyalty 
The estimation parameter for testing customer 

engagement's effect has a positive and significant effect on brand 

loyalty, showing a CR value of 2.819 with a probability of 0.039. 
Therefore, with the probability value <0.05, it can be concluded 

that the customer engagement variable has a positive and 

significant effect on brand loyalty. The research results prove that 

hypothesis 5 is tested. 
 CONCLUSIONS AND SUGGESTIONS 

 Brand loyalty variables are formed by consumer interest 

in the products offered, evaluating product prices, repeated 
product purchases, consumer trust in products, consumer 

attachment to products. The main thing in establishing brand 

loyalty is an indicator of consumer confidence in the product that 
provides the greatest support. 

The formation of social media marketing variables is 

formed in this study by feeling good, sharing opinions, providing 

up-to-date information, and the suitability of information 
services. The main thing in the formation of social media 

marketing is formed by providing up-to-date information. 

Electronic word-of-mouth is formed by interaction 
indicators with other users, having negative opinions, having 

positive opinions, conveying information to other users. The 

main thing in the formation of electronic word-of-mouth is to 

have a positive opinion. 
Customer engagement variables are formed by indicators 

of consumer perceptions, an interest that consumers have in the 

product, consumer connection with the product, pleasant 
conditions, and participation. The main thing in building 

customer engagement is the connection between consumers and 
Grab products. 

Indicators of consumer confidence in products provide 

the largest contribution to the formation of brand loyalty 
variables. Indicators of consumer confidence in products 

dominate as a measure of brand loyalty compared to other 

indicators. The results showed that consumer confidence in the 

product is the best reflection of the variable brand loyalty. 
The social media marketing variable is formed by the 

feeling of pleasure indicator, which gives the biggest 

contribution. This means that the indicator of pleasure is more 
dominant than other indicators as a measure of social media 

marketing. The results showed that the pleasure indicator's 

feeling was the best reflection for the social media marketing 
variable. 

The indicator has a positive opinion and provides the 

largest contribution to forming the Electronic Word-Of-Mouth 

(EWOM) variable. Indicators think positive is more dominant as 
a measure of Electronic Word-Of-Mouth (EWOM) than other 

indicators. The results show that the positive opinion indicator is 

the best reflection for the EWOM variable or electronic word-of-
mouth. 

The consumer connection indicator provides the largest 

contribution to the customer engagement variable. The results 

show that consumer connection with the product is the best 
reflection for the customer engagement variable. 

 Suggestions  

 It needs to be a consideration for the online 
transportation company Grab, through various continuous 

improvements, especially concerning indicators of evaluating 

product prices that provide the lowest value for the formation of 
brand loyalty by means that the online transportation company 

Grab often provides attractive discounts and promos to 

consumers or provides prices transparently better to consumers. 

It needs to be a consideration for online transportation 
company Grab, through various continuous improvements, 

especially concerning indicators of evaluating product prices, 

means of sharing opinions, having negative opinions, and 
pleasant conditions by providing attractive discounts and promos 

to consumers or providing prices with better transparency. to 

consumers; adding media or means on various social media for 

consumers to share opinions about Grab; often preach 
good/positive news, including drivers, to be polite and serve their 

customers wholeheartedly so that the services provided by driver-

partners to consumers have an immediate effect, and provide 
standard operating standards for partners to serve consumers.
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