
The Formation of Customer Satisfaction in Social Media, the Role of 
Frequency, and Duration of Use 

D. Anandya, Indarini, & A.T. Septiani
University of Surabaya, Surabaya, Indonesia 

ABSTRACT: This study aims to determine the effect of frequency, duration, relevancy, and brand community on 
satisfaction in Instagram social media users in Surabaya. This study used a quantitative approach with SEM 
(Structural Equation Model) was used for data analyses and AMOS 22.0 program was used for data processing.
The sampling technique used was a non-probability sampling with a sample of 150 respondents who are 
Instagram users aged 19 to 26 years, actively use Instagram in the past year, and accept the brand community in 
Surabaya. The results of this study indicated that frequency had a significant effect on relevance; relevance had a 
significant effect on the brand community, the brand community had a significant effect on the satisfaction of 
Instagram social media in Surabaya. Duration did not have a significant negative effect on the relevance of 
Instagram social media in Surabaya. 
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1. INTRODUCTION
The advancement of technology eases communication 
with the presence of novel and more advanced 
technology. An increase in internet penetration is 
supported by a diversity of applications and the 
development of social media. The terminology of 
social media is still unclear but refers to Boyd & 
Ellison (2007), the term originated from social 
networks or social network service. This definition 
continues to grow until Obar & Wildman (2015) 
added several unique features that social media should 
have today. These features are: (1) Social media is 
Web 2.0 Internet-based applications. (2) User-
generated content (UGC) is the lifeblood of the social 
media organism. (3) Users create service-specific 
profiles for the site or app that are designed and 
maintained by the social media organization. (4) 
Social media facilitates the development of online 
social networks by connecting a user's profile with 
those of other individuals or groups. 

Indonesia, as a developing country, has around 130 
million internet users (December 2018), with a 
penetration rate of 63.5% of the population 
(www.internetworldstats.com). Approximately 60% 
of internet users in Indonesia use smartphones 

(www.goodnewsfromindonesia.com) and around 
87.13% of internet users use it for accessing social 
media (Bohang, 2018). One of the most popular social 
media is Instagram. Instagram had just been launched 
in 2010, but currently Instagram users in Indonesia 
have reached 62 million and become the 4th most 
active social media platform in Indonesia 
(www.websindo.com).

Social media also aims to develop the brand 
community (Clark et al., 2017). It is essential to know 
why someone joins a brand community, especially on 
social media. Although there is some research on the 
brand community in social media have been 
conducted, conflicting results still occur. 

Clark et al. (2017) found that duration did not 
affect relevance, whereas Amegbe et al. (2017) found 
different results. The duration was found to have a 
significant effect on relevance (Amegbe et al., 2017). 
This present study aims to examine the effect of 
duration on relevance and its impact on developing 
satisfaction in the brand community on social media. 

In particular, this research was conducted on brand 
communities on Instagram with the Indonesian home 
base. The results of this study can contribute to the 
practice of developing brand communities both by 
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