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CUSTOMER LOYALTY (STUDI KASUS PADA LOCAL FOOTWEAR 
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Oleh: Felicia Angela 

 

 

 

ABSTRAK 

 

Adanya perkembangan industri footwear memberikan peluang bagi para produsen 

footwear lokal untuk terus mengembangkan bisnisnya. Salah satu brand dari 
industri footwear lokal wanita yang memanfaatkan strategi social media dalam 

mengembangkan bisnisnya dan memiliki performa yang baik adalah FAYT. Maka 

dari itu, penelitian ini bertujuan untuk mengetahui dan menjelaskan strategi social 
media marketing yang dilakukan FAYT dalam membangun customer loyalty 

dengan menggunakan teori social media strategy wheel milik Deirdre K. 
Breakenridge. Jenis penelitian ini merupakan kualitatif deskriptif dengan metode 

penelitian studi kasus. Teknik pengumpulan data dengan wawancara mendalam 

dengan 4 narasumber. Hasil dari penelitian ini menunjukkan bahwa strategi social 
media marketing yang dilakukan FAYT sudah sesuai dengan teori social media 

strategy wheel milik Deirdre K. Breakenridge. FAYT juga berhasil dalam 
membangun hubungan yang kuat dengan customers serta attitudinal & behavioral 

loyalty antara konsumen FAYT yang terbentuk dari trust & satisfaction yang 

menciptakan emotional bond sehingga muncul rasa cinta dan pembelian berulang 
terhadap FAYT. 

 

Kata kunci: Social Media Marketing, The Social Media Strategy Wheel, Instagram, 

Customer Loyalty 
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FAYT'S SOCIAL MEDIA MARKETING STRATEGY IN BUILDING 

CUSTOMER LOYALTY (CASE STUDY ON LOCAL FOOTWEAR BRAND 

@FAYT.OFFICIAL) 

By: Felicia Angela 

 

 

 
ABSTRACT 

 

The development of the footwear industry provides opportunities for local footwear 

manufacturers to continue to develop their business. One brand from the local 
women's footwear industry that utilizes social media strategies in developing its 

business and has good performance is FAYT. Therefore, this study aims to identify 

and explain the social media marketing strategy carried out by FAYT in building 
customer loyalty using Deirdre K. Breakenridge's social media strategy wheel 

theory. This type of research is descriptive qualitative with case study research 
method. Data collection techniques with in-depth interviews with 4 sources. The 

results of this study indicate that the social media marketing strategy carried out by 

FAYT is in accordance with Deirdre K. Breakenridge's social media strategy wheel 
theory. FAYT has also succeeded in building strong relationships with customers 

as well as attitudinal & behavioral loyalty between FAYT consumers which is 
formed from trust & satisfaction which creates emotional bonds so that love and 

repeat purchases arise for FAYT.. 
 

Keywords: Social Media Marketing, The Social Media Strategy Wheel, Instagram, 
Customer Loyalty 
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