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ABSTRAK

This study aims to evaluate the impact of social media marketing strategies on the level of
brand loyalty among Erigo customers. The independent variables examined include
advantageous campaigns, relevant content, frequent content updates, popular content, and
various platforms and applications on the Erigo social media platform. The research population
involves customers who have become followers of one of Erigo’s social media accounts and
have conducted transactions more than once. By applying purposive sampling methods, 106
respondents were selectively chosen to participate in this study. The collected data were then
analyzed using multiple linear regression. The findings of this research indicate that both
Advantageous Campaign and Popular Content have a significant impact on brand loyalty.
Conversely, Relevant Content, Frequently Updates Its Contents, and Various Platform and
Application do not have a significant influence on brand loyalty.

Keywords— advantegous campaign, relevan content, frequency update content, popular
content, various platform and application, brand loyalty

ABSTRAK

Penelitian ini bertujuan untuk mengevaluasi pengaruh strategi social media marketing terhadap
tingkat loyalitas merek pada pelanggan erigo. Faktor-faktor independen yang diuji melibatkan
advantageous campaign, relevant content, frequently updates its content, popular content, dan
various platform and application pada platform media sosial Erigo. Populasi penelitian
melibatkan pelanggan yang sudah menjadi pengikut salah satu akun media sosial Erigo dan
telah melakukan transaksi lebih dari satu kali. Dengan menerapkan metode purposive
sampling, 106 responden dipilih secara selektif untuk menjadi partisipan dalam penelitian ini.
Data yang terkumpul kemudian dianalisis menggunakan regresi linier berganda. Temuan dari
penelitian ini menunjukkan bahwa Advantageous Campaign dan Popular Content memiliki
dampak yang signifikan terhadap loyalitas merek. Di sisi lain, Relevan Content, Frequently
Updates Its Contents, dan Various Platform and Application tidak memiliki pengaruh
signifikan terhadap loyalitas merek

Kata kunci: kampanye yang menguntungkan, konten yang relevan, frekuensi konten
diperbarui, konten yang populer, platform dan aplikasi yang bervariasi, loyalitas merek
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