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ABSTRAK 

Agnes Angelica Ocktaviani Sinaga, 2010412220016, 2024. Pengaruh 

Relationship Marketing Dan Social Media Marketing Terhadap Loyalitas 

Pelanggan UMKM Sasirangan di Kampung Sasirangan Jalan Seberang Mesjid 

Kota Banjarmasin, di bawah bimbingan: Maryono. 

Penelitian ini bertujuan untuk menguji pengaruh secara parsial dan simultan 

relationship marketing dan social media marketing terhadap loyalitas pelanggan 

UMKM Sasirangan di Kampung Sasirangan Jalan Seberang Mesjid Kota 

Banjarmasin. Pendekatan penelitian yang digunakan yaitu pendekatan kuantitatif. 

Sampel yang diambil sebenyak 105 responden dengan teknik accidental sampling. 

Pengumpulan data mengunakan kuesioner dan analisis menggunakan regresi linear 

berganda.  

Hasil penelitian menunjukkan bahawa relationship marketing berpengaruh 

signifikan secara parsial terhadap loyalitas pelanggan, social media marketing 

berpengaruh signifikan secara parsial terhadap loyalitas pelanggan. Secara simultan 

relationship marketing dan social media marketing berpengaruh signifikan 

terhadap loyalitas pelanggan UMKM Sasirangan di Kampung Sasirangan Jalan 

Seberang Mesjid Kota Banjarmasin.  

Kata kunci: Relationship Marketing, Social Media Marketing, Loyalitas Pelanggan 
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ABSTRACT 

Agnes Angelica Ocktaviani Sinaga, 2010412220016, 2024. The Effect of 

Relationship Marketing and Social Media Marketing on Customer Loyalty of 

Sasirangan MSMEs in Sasirangan Village, Jalan Seberang Mesjid, Banjarmasin 

City, under the guidance of: Maryono. 

This study aims to examine the partial and simultaneous effects of 

relationship marketing and social media marketing on customer loyalty of 

Sasirangan MSMEs in Sasirangan Village, Jalan Seberang Mesjid, Banjarmasin 

City. The research approach used is a quantitative approach. The sample taken was 

105 respondents with accidental sampling technique. Data collection using 

questionnaires and analysis using multiple linear regression.  

The results showed that relationship marketing has a partially significant 

effect on customer loyalty, social media marketing has a partially significant effect 

on customer loyalty. Simultaneously, relationship marketing and social media 

marketing have a significant effect on customer loyalty of Sasirangan MSMEs in 

Sasirangan Village, Jalan Seberang Mesjid, Banjarmasin City.  

Keywords: Relationship Marketing, Social Media Marketing, Customer Loyalty 
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