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ABSTRAK

Penelitian ini mereplikasi model Yadav dan Rahman (2018) dengan tujuan
mengeksplorasi pengaruh aktivitas pemasaran media sosial terhadap loyalitas
konsumen, khususnya pada industri fashion thrifting yang semakin diminati oleh
milenial dan Gen Z. Penelitian ini dilakukan untuk memperdalam pemahaman
mengenai bagaimana media sosial mempengaruhi ekuitas nilai, merek, dan relasi,
serta dampaknya terhadap loyalitas konsumen di sektor thrifting. Dengan
menggunakan pendekatan kuantitatif, data dikumpulkan melalui kuesioner berbasis
skala Likert dari 150 responden berusia 16 hingga 35 tahun, yang telah melakukan
minimal empat kali pembelian pakaian bekas dengan total transaksi setidaknya Rp.
150.000. Sampel penelitian diambil menggunakan metode non-probability
sampling dengan pendekatan purposive sampling. Hasil analisis menunjukkan
bahwa aktivitas pemasaran media sosial memiliki pengaruh positif yang signifikan
terhadap ekuitas nilai (C.R = 8,706, p<0,05), ekuitas merek (C.R = 4,715, p<0,05),
dan ekuitas relasi (C.R = 4,565, p<0,05). Selain itu, ekuitas nilai, merek, dan relasi
juga ditemukan berpengaruh positif dan signifikan terhadap loyalitas pelanggan,
dengan ekuitas merek memiliki pengaruh yang paling kuat (C.R = 5,586, p<0,05).
Kesimpulannya, aktivitas pemasaran media sosial memainkan peran penting dalam
membangun loyalitas konsumen di pasar fashion thrifting melalui peningkatan
ekuitas nilai, merek, dan relasi. Temuan ini memberikan kontribusi penting dalam
memahami bagaimana media sosial dapat digunakan untuk membangun loyalitas
konsumen di sektor fashion thrifting yang terus berkembang.

Kata Kunci: Pemasaran Media Sosial, Ekuitas Pelanggan, Loyalitas
Pelanggan, Pakaian Hemat



ABSTRACT

This study replicates the model of Yadav and Rahman (2018) with the aim
of exploring the influence of social media marketing activities on customer loyalty,
particularly in the fashion thrifting industry, which is increasingly popular among
millennials and Gen Z. The research seeks to deepen understanding of how social
media impacts value, brand, and relationship equity, as well as its effect on
customer loyalty in the thrifting sector. Using a quantitative approach, data were
collected through Likert-scale questionnaires from 150 respondents aged 16 to 35,
who had made at least four purchases of secondhand clothing with a total
transaction of at least Rp. 150,000. The sample was selected using a non-probability
sampling method with a purposive sampling approach. The analysis results show
that social media marketing activities have a significant positive effect on value
equity (C.R = 8.706, p<0.05), brand equity (C.R =4.715, p<0.05), and relationship
equity (C.R = 4.565, p<0.05). Additionally, value, brand, and relationship equity
were found to have a positive and significant effect on customer loyalty, with brand
equity having the strongest influence (C.R = 5.586, p<0.05). In conclusion, social
media marketing plays a crucial role in building customer loyalty in the fashion
thrifting market by enhancing value, brand, and relationship equity. These findings
contribute significantly to the understanding of how social media can be utilized to
foster customer loyalty in the growing thrifting fashion sector.

Keywords: Social Media Marketing, Customer Equity, Customer Loyalty,
Thrifting Apparel
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