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Abstract	
This	study	aims	to	see	the	effect	of	social	media	marketing	on	customer	engagement	and	brand	trust.	
The	 sample	 of	 this	 research	 is	 people	 who	 use	 go-jek	 and	 have	 used	 go-jek,	 with	 a	 total	 of	 55	
respondents.	The	validity	test	uses	the	loading	factor	value	and	the	reliability	test	uses	Cronbach's	
alpha	value	and	 the	 composite	 reliability	 is	based	on	 the	PLS	application.	 In	addition,	 from	 third	
parties	 submitted	by	 all	 parties.	 The	weakness	of	 this	 research	 is	 the	 relatively	 small	 number	of	
respondents.	
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INTRODUCTION	

Advances	 in	science	and	technology	 trigger	changes	 in	all	aspects	of	 life.	The	 increasing	
choice	of	various	products	on	the	market	makes	consumers	free	to	choose	products	that	suit	their	
needs	and	desires.	But	on	the	other	hand,	producers	must	be	able	to	compete	to	attract	consumers	
to	be	interested	in	and	use	their	products.	

One	of	the	impacts	we	feel	with	the	development	of	information	technology	is	in	the	world	
of	 transportation	 services.	 Transportation	 is	 an	 important	 requirement	 for	 humans	 because	
transportation	 can	 support	 our	 daily	 mobility.	 The	more	 sophisticated	 information	 technology	
makes	 transportation	 services	 easier	 to	 access	because	of	 the	many	new	 innovations	 that	have	
emerged.	Innovations	are	made	not	only	in	the	use	of	applications	in	ordering	but	also	in	various	
service	features	provided	by	the	company.	One	of	the	online	service	providers	in	Indonesia	is	Gojek.	
(Millatina	2020)	The	growth	of	Gojek	has	been	very	rapid	since	this	application	was	launched,	the	
data	obtained	states	that	according	to	research,	Gojek	active	users	have	reached	nearly	22	million	
users	per	month.	According	to	CNBC	Indonesia,	Gojek's	income	is	$	10	billion	to	date,	one	of	which	
is	because	Gojek	has	an	interesting	promotion.	(Ekonomika,	Bisnis,	and	Diponegoro	2019)	One	of	
the	marketing	activities	carried	out	by	Gojek	is	through	social	media	marketing	Social	media	is	a	
medium	used	by	consumers	to	share	text,	images,	sound,	and	video	information.	Using	social	media	
as	a	marketing	medium	can	brand	value	in	the	eyes	of	consumers	because	brands	and	consumers	
can	interact	directly	without	any	obstacles.	(Mahayani,	Aknuranda,	and	Kusyanti	2019).	

Trust	in	a	brand	can	be	grown	from	a	reciprocal	relationship	in	an	engagement	interaction.	
Customer	engagement	through	social	media	is	an	effort	by	a	company	to	keep	in	good	touch	with	
its	customers	through	social	media.	According	to	(Kotler	and	Keller	2016)	brand	trust	or	brand	
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equity	is	an	added	value	given	by	a	brand	to	a	product	that	is	reflected	in	consumer	behaviour,	such	
as	the	way	consumers	feel	and	think	about	a	particular	brand.	Therefore,	the	purpose	of	this	study	
is	to	determine	the	respondent's	assessment	of	Gojek's	online	transportation	services	using	three	
(3) variables,	namely	social	media	marketing,	customer	engagement	and	brand	trust.	
	
LITERATURE	REVIEW	

1. Social	Media	Marketing	on	brand	trust	
Social	Media	Marketing	 can	 be	 used	 as	 part	 of	 a	 business	 strategy	 to	 build	 an	 ongoing	

engagement	 and	 interaction	 continuously	 with	 customers.	 In	 previous	 research	 conducted	 by	
(Utami	et	al.	2020),	social	media	marketing	has	a	significant	influence	on	customer	engagement,	
loyalty	and	brand	trust,	namely	by	obtaining	data	t	count	(9.839)>	t	table	(1.985)	with	sig	value.	
equal	 to	 0.000	 <0.05.	 In	 addition,	 according	 to	 (Chaffey	 2016),	 in	 social	 media	 marketing,	
interactions	 occur	which	 can	 produce	 positive	 engagement	 between	 consumers	 and	 brands.	 In	
social	 media	 marketing,	 interactions	 occur	 that	 can	 produce	 positive	 engagement	 between	
consumers	and	brands.	And	it	is	supported	by	research	that	shows	that	social	media	marketing	has	
a	significant	effect	on	customer	engagement	(Muchardie,	Yudiana,	and	Gunawan	2016).	Therefore,	
from	the	results	of	the	discussion	above,	the	writer	makes	a	hypothesis:	
	
H1:	Social	media	marketing	has	a	significant	positive	effect	on	Customer	Engagement.	
	

2. Customer	Engagement	to	Brand	Trust	
According	 to	 previous	 research	 conducted	 by	 (Rahmawati	 and	 Aji	 2015)	 using	 140	

samples,	it	shows	that	customer	engagement	has	a	positive	effect	on	brand	trust,	but	has	no	effect	
on	brand	loyalty	because	the	hypothesis	test	results	show	the	value	of	C.R.	amounting	to	5.073	≥	
1.96	and	a	significance	of	P	of	0.000	≤	0.05.	This	study	contributes	to	the	literature	on	customer	
engagement	 in	 the	 context	 of	 cellular	 telecommunications,	 with	 empirical	 evidence	 of	 the	
significant	 effect	 of	 customer	 engagement	 on	 customer	 satisfaction.	 In	 addition	 (Mahandy	 and	
Sanawiri	2018)	 in	 their	 research,	 customer	engagement	 is	having	a	significant	 impact	on	brand	
trust	with	a	significance	value	of	F	(0.000)	<α	(0.05)	and	an	Adjusted	R	Square	value	of	0.533	or	
53.3%.	From	the	results	of	the	discussion	above,	the	authors	hypothesize:	
	
H2:	Customer	Engagement	has	a	significant	positive	effect	on	Brand	Trust.	
	
	

3. Digital	Advertising	on	Brand	Trust.	
Mahayani,	Aknuranda,	and	Kusyanti	(2019)	suggest	that	trust	in	a	brand	can	be	grown	from	

a	reciprocal	relationship	in	engagement	interactions.	Customer	engagement	through	social	media	
is	a	company's	effort	to	keep	in	touch	with	its	customers	through	social	media	facilities.	(Ekonomi	
and	Padang	2019)	suggests	 that	online	advertising	has	a	positive	and	significant	relationship	to	
brand	image.	The	more	attractive	online	advertising	is,	the	better	the	brand	image	is.	In	his	research	
(Economy	and	Padang	2019)	online	advertising	tokopedia.com	has	a	positive	and	significant	effect	
on	 brand	 image	 in	 the	 community	 of	 Padang	 city.	 From	 the	 explanation	 above,	 the	 authors	
hypothesize:	
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H3:	Digital	Advertising	has	a	significant	positive	effect	on	Brand	Trustworthiness.	
	
RESEARCH	METHOD	

The	 research	 we	 use	 is	 research	 with	 online	 surveys	 conducted	 at	 certain	 times	 by	
distributing	questionnaires	in	the	google	form	to	be	filled	out	by	respondents.	

Respondents	who	 filled	out	 the	questionnaire	were	people	who	had	used	and	had	used	
Gojek's	online	transportation	service.	To	test	the	validity	 in	this	study,	namely	by	looking	at	the	
value	of	 the	 loading	 factor	on	each	variable	 indicator,	namely	≥0.6	 (Hair	et	al.	2010),	 then	dLm	
reliability	testing	is	by	looking	at	the	value	of	Cronbach's	alpha	and	composite	reliability,	which	is	
carried	out	using	PLS	application.	In	this	study,	we	used	55	respondents.	The	statistical	test	that	we	
use	to	test	the	hypothesis	in	this	study	is	to	use	Structural	Equation	Modeling	based	on	the	PLS3	
application.	
	
FINDINGS	AND	DISCUSSION	
	
	

	
	

Based	 on	 the	 tests	 carried	 out,	 there	 were	 several	 results,	 including,	 first,	 several	
questionnaire	items	that	failed	because	they	did	not	meet	the	standard	limit	for	the	factor	loading.	
In	the	social	media	marketing	(SM)	variable	construct,	the	remaining	2	out	of	4	fails.	Furthermore,	
in	the	variable	Customer	Engagement	(CE)	construct,	2	out	of	3	failures.	Furthermore,	in	the	Digital	
Advertising	construct,	1	out	of	3	was	dropped	and	in	the	variable	brand	trust	(KP)	construct,	4	of	1	
were	dropped.	Then	re-tested	the	validity	so	that	all	indicator	item	values	are	obtained	>	6.Validity	
and	Reliability	Test	
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1. Test	the	validity	
From	the	data	above,	to	test	the	validity	of	the	data	we	saw	the	value	of	the	factor	loading,	

namely	the	value	≥6.	
	

	
Information	:	
	
CE:	Custome	Engagement	
DA:	Digital	Advertising	
KP:	Brand	Trust	
SM:	Social	Media	Marketing	
	

2. Reliability	test	
	

	
	

3. Hypothesis	Test	Results	
H1:	Social	media	marketing	has	a	positive	effect	on	customer	brand	trust	
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Based	on	the	research	that	has	been	done,	it	can	be	seen	that	social	media	marketing	has	a	
significant	positive	effect	on	brand	 trust	with	a	p-value	 (0.003	<0.05)	 so	 that	hypothesis	one	 is	
proven.	The	research	conducted	by	(Utami	et	al.	2020)	showed	that	social	media	marketing	has	a	
significant	influence	on	customer	engagement,	brand	loyalty	and	resilience,	namely	by	obtaining	
data	t	count	(9.839)>	t	table	(1.985)	with	sig.	equal	to	0.000	<0.05.	
H2:	Customer	Engagement	has	a	positive	effect	on	Brand	Trust.	

Based	on	the	hypothesis	testing	we	have	done;	it	can	be	seen	that	the	p-value	(0.001	<0.05)	
therefore	customer	engagement	has	a	significant	positive	effect	on	brand	trust.	So	hypothesis	two	
is	supported	according	to	research	conducted	by	(Mahandy	and	Sanawiri	2018)	which	states	that	
in	their	research	customer	engagement	has	a	significant	effect	on	brand	trust	with	a	significance	
value	of	F	(0.000)	<α	(0.05)	and	an	Adjusted	R	Square	value	of	0.533	or	53.3%.	
	
H3:	Digital	Advertising	has	a	significant	positive	effect	on	brand	trust.	

From	 the	 research	 that	 has	 been	 done,	 it	 can	 be	 seen	 that	 the	 p	 value	 (0.825>	 0.05)	
therefore	digital	advertising	does	not	have	a	significant	effect	on	brand	trust,	therefore	hypothesis	
3	is	rejected.	So	the	research	that	has	been	conducted	by	(Ekonomi	and	Padang	2019)	which	states	
that	online	advertising	tokopedia.com	has	a	positive	and	significant	effect	on	brand	image	in	the	
city	of	Padang,	does	not	support	the	3rd	hypothesis.	
	

	
CONCLUSION	

From	 the	 research	 results	 that	 have	 been	 done,	 it	 can	 be	 concluded	 that	 social	 media	
marketing	and	customer	engagement	have	a	positive	and	significant	effect	on	brand	trust	in	using	
Gojek.	The	older	adults	use	motorbikes,	the	more	comfortable	and	tied	to	motorbike	taxi	services.	
One	thing	that	makes	people	familiar	with	Gojek	is	through	social	media	accounts	and	the	closest	
people.	 However,	 in	 this	 study,	 digital	 advertising	 harms	 brand	 trust.	 This	 is	 because	 the	
respondents	we	use	are	still	limited.	
	
REFERENCES	
Chaffey,	Dave.	2016.	“Global	Social	Media	Research	Summary	2016	Our	Compilation	of	the	Latest	

Social	 Media	 Statistics	 of	 Consumer	 Adoption	 and	 Usage.”	 Smart	 Insights:	 Social	 Media	
Marketing.	

Ekonomi,	Fakultas,	and	Universitas	Negeri	Padang.	2019.	“EcoGen	Volume	2	,	Nomor	1	,	5	Maret	
2019	PENGARUH	IKLAN	ONLINE	DAN	KUALITAS	LAYANAN	TOKOPEDIA	.	COM	Donny	Rizbi	
EcoGen”	2.	



International	Journal	of	Creative	Business	and	Management	(IJCBM)	
Vol.	1	(2),	38-43	

The	Influence	of	Social	Media	Marketing.	Customer	Engagement	and	Digital	Advertising	on	Brand	Trust	
(GO-JEK	Users	as	Research	Objects)	

Agung	Prayitno,	Ade	Putriani,	Andi	Wibowo,	Vicky	F.	Sanjaya	

│ 43 

ISSN	2775-7668	(Print)	|	2775-7862	(Online)	

	

	

	

Ekonomika,	 Fakultas,	 D	 A	 N	 Bisnis,	 and	 Universitas	 Diponegoro.	 2019.	 ANALISIS	 PENGARUH	
SOCIAL	MEDIA	MARKETING	,	SALES	PROMOTION	,	DAN	INNOVATIVE	BRAND	EXPERIENCE	
TERHADAP	BRAND	REPUTATION	DENGAN	BRAND	EQUITY	SEBAGAI	VARIABEL	
INTERVENING	(	Studi	Pada	Pengguna	Gojek	Kota	Semarang	).	

Hair,	Joseph,	William	Black,	Barry	Babin,	and	Rolph	Anderson.	2010.	“Multivariate	Data	Analysis:	A	
Global	Perspective.”	In	Multivariate	Data	Analysis:	A	Global	Perspective.	

Kotler,	 Philip,	 and	 Kevin	 Lane	 Keller.	 2016.	 Marketing	 Mangement.	 Pearson	 Edition	 Limited.	
Mahandy,	Sona	Rhei,	and	Brillyanes	Sanawiri.	2018.	“PENGARUH	CUSTOMER	ENGAGEMENT	

TERHADAP	 KEPERCAYAAN	 MEREK	 (Survei	 Pada	 Followers	 Social	 Media	 Instagram	
@strudelmalang).”	Jurnal	Administrasi	Bisnis	(JAB)|Vol.	

Mahayani,	 odytri	 caesar,	 Ismiarta	 Aknuranda,	 and	 Ari	 Kusyanti.	 2019.	 “Pengaruh	 Customer	
Engagement	Melalui	Media	Sosial	Terhadap	Kepercayaan	Merek	(	Studi	Kasus	:	 Instagram	
Shopee	).”	Jurnal	Pengembangan	Teknologi	Informasi	Dan	Ilmu	Komputer.	

Millatina,	 Aulia.	 2020.	 “Pengaruh	 Digital	 Marketing	 Mobile	 Application	 Terhadap	 Loyalitas	
Pelanggan	Gojek”	5	(2):	254–58.	

Muchardie,	Brian	Garda,	Nabila	Hanindya	Yudiana,	and	Annetta	Gunawan.	2016.	“Effect	of	Social	
Media	 Marketing	 on	 Customer	 Engagement	 and	 Its	 Impact	 on	 Brand	 Loyalty	 in	 Caring	
Colours	 Cosmetics,	 Martha	 Tilaar.”	 Binus	 Business	 Review.	
https://doi.org/10.21512/bbr.v7i1.1458.	

Rahmawati,	Evi,	and	San	Aji.	2015.	“PENGARUH	CUSTOMER	ENGAGEMENT	TERHADAP	KEPUASAN	
PELANGGAN	DAN	KEPERCAYAAN	MEREK	SERTA	DAMPAKNYA	PADA	LOYALITAS	MEREK.”	
Jurnal	Riset	Ekonomi	Dan	Manajemen.	https://doi.org/10.17970/jrem.15.150204.id.	

Utami,	 Giska	 Rizki,	 Marheni	 Eka	 Saputri,	 Prodi	 Administrasi	 Bisnis,	 Fakultas	 Komunikasi,	 and	
Universitas	Telkom.	2020.	“PENGARUH	SOCIAL	MEDIA	MARKETING	TERHADAP	CUSTOMER	
ENGAGEMENT	DAN	LOYALITAS	MEREK	PADA	AKUN	INSTAGRAM	Corresponding	Author	:	
Reviewing	Editor	:”	5	(2):	185–98.	


