Summary of Main Findings
The following Table presents a summary of the main findings of the study:
	Aspect
	Main Points
	Details

	Instrument Validity and Reliability
	All indicators in the three constructs (Romantic Loneliness, Reframing Mechanism, Personal Branding) are valid and reliable.
	Corrected Item-Total Correlation > r_table (0.312); Cronbach's Alpha > 0.7 (Appendix "VALIDITY AND RELIABILITY RESULTS")

	Descriptive Statistics
	Most respondents experience high levels of romantic loneliness; reframing and personal branding are also relatively high.
	Mean and percentage of positive responses (Appendix "Data Analysis Method")

	Statistical Model (PLS-SEM)
	- R²: 0,604 (Reframing), 0,752 (Personal Branding)
	Path coefficients, t-statistics, p-values, f², fit indices (SRMR, NFI, GoF, Q²) (Appendix "Data Analysis Method")

	
	- All main paths are significant
	

	
	- Mediation is significant
	

	
	- Model fit is partially adequate
	

	Hasil Analisis Kualitatif
	- Experiences of loneliness occur across all statuses
	Main thematic findings and narrative quotes (Appendix "Qualitative Method Analysis")

	
	- Reframing is used as a coping strategy
	

	
	- Personal branding emerges from the reframing process
	

	Kesimpulan Integratif
	Reframing mediates the relationship between romantic loneliness and personal branding, becoming an important adaptive mechanism for Generation Z.
	Cross-confirmation of quantitative and qualitative data, supported by developmental and modern social psychology theories.




