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PENGARUH KAMPANYE TEMATIK TERHADAP BRAND LOYALTY 

PADA FOLLOWERS AKUN SHOPEE SANEX INDONESIA DI WILAYAH 

DKI JAKARTA 

xi halaman + 78 halaman + 12 lampiran + 26 referensi 

 

Erica Thomas Gracemonia Lim 

 

ABSTRAK 

Brand loyalty adalah salah satu tujuan utama perusahaan karena dapat 

meningkatkan retensi pelanggan, customer lifetime value, mengurangi sensitivitas 

terhadap harga, membangun keunggulan kompetitif, dan memperkuat word-of-

mouth marketing. Penelitian ini bertujuan untuk menganalisis pengaruh kampanye 

tematik terhadap brand loyalty pada pengikut akun e-commerce Shopee Sanex 

Indonesia di DKI Jakarta. Populasi penelitian adalah followers Shopee Sanex yang 

telah membeli produk Sanex lebih dari sekali, berusia 18-40 tahun, berbelanja 

dalam enam bulan terakhir, memiliki dan mengetahui Sanex Indonesia, serta  

berdomisili di DKI Jakarta, dengan sampel 156 responden. Teknik pengambilan 

sampel menggunakan Probability Sampling dengan alat undian/Spin Wheel dengan 

metode analisis linear berganda dan analisis data dilakukan dengan SPSS. Analisis 

data mencakup uji instrumen (validitas dan reliabilitas), uji deskriptif, uji asumsi 

klasik (normalitas, multikolineritas, heteroskedastisitas), serta uji hipotesis (uji 

parsial/T, uji simultan/F, dan koefisien determinasi R²). Nilai koefisien determinasi 

sebesar 0,866 yang artinya dapat dikatakan bahwa variabel bebas yang dapat 

menjelaskan terhadap variabel terikat dengan persentase 86%. Penelitian ini 

hipotesa Ho ditolak dan dapat disimpulkan bahwa hipotesa terdukung yaitu  

variable kampanye tematik (x) memiliki pengaruh terhadap brand loyalty (y) pada 

followers akun Shopee Sanex Indonesia. 

Kata Kunci: Kampanye tematik, Brand loyalty, Shopee, E-commerce, Digital 

Campaign. 
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ABSTRACT 

Brand loyalty is a key objective for companies as it can enhance customer retention, 

customer lifetime value, reduce price sensitivity, build a competitive advantage, 

and strengthen word-of-mouth marketing. This study aims to analyze the effect of 

thematic campaigns on brand loyalty among followers of the Shopee Sanex 

Indonesia e-commerce account in DKI Jakarta. The research population consists 

of Shopee Sanex followers who have purchased Sanex products more than once, 

are aged 18-40, have made purchases within the last six months, own and are 

familiar with Sanex Indonesia, and reside in DKI Jakarta, with a sample size of 156 

respondents. The sampling technique used is Probability Sampling with a lottery 

tool/Spin Wheel, employing multiple linear regression as the analysis method. Data 

analysis includes instrument testing (validity and reliability), descriptive testing, 

classical assumption testing (normality, multicollinearity, heteroscedasticity), and 

hypothesis testing (partial/T test, simultaneous/F test, and coefficient of 

determination R²). The coefficient of determination value of 0.866 indicates that the 

independent variables can explain the dependent variable with a percentage of 

86%. This research rejects the null hypothesis (Ho) and concludes that the 

supported hypothesis is that the thematic campaign variable (x) has an influence 

on brand loyalty (y) among followers of the Shopee Sanex Indonesia account. 

Keywords: Thematic Campaign, Brand Loyalty, Shopee, E-commerce, Digital 

Campaign. 
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