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ABSTRAK 

Perkembangan teknologi digital telah mengubah pola pemasaran produk niche 
berbasis komunitas, di mana social media marketing, ulasan online, dan citra merek 

menjadi faktor kunci dalam mempengaruhi keputusan pembelian konsumen. 
Penelitian ini bertujuan untuk menganalisis pengaruh Social Media Marketing, 
Ulasan Online, dan Citra Merek terhadap Minat Beli Ulang produk Speed Checker 

BMAX pada anggota komunitas Mini 4WD. Penelitian ini menggunakan metode 
kuantitatif dengan pendekatan asosiatif kausal melalui survei. Data dikumpulkan 

dari 109 responden yang dipilih menggunakan teknik purposive sampling dan 
dianalisis menggunakan regresi linear berganda. Hasil penelitian menunjukkan 
bahwa secara parsial Social Media Marketing berpengaruh positif dan signifikan (t-

hitung 3,468; sig. 0,001), Ulasan Online berpengaruh positif dan signifikan dengan 
pengaruh paling dominan (t-hitung 7,463; sig. 0,000; koefisien 0,438), dan Citra 

Merek berpengaruh positif dan signifikan (t-hitung 3,245; sig. 0,002) terhadap 
Minat Beli Ulang. Secara simultan, ketiga variabel berpengaruh signifikan dengan 
kemampuan menjelaskan 96,9% variasi Minat Beli Ulang (R² = 0,969). Penelitian 

ini menyimpulkan bahwa Ulasan Online merupakan faktor utama dalam 
membangun minat beli ulang konsumen produk niche berbasis komunitas. 
Implikasi penelitian ini menekankan pentingnya pengelolaan ulasan online yang 

kredibel, optimalisasi strategi social media marketing yang interaktif, dan 
penguatan citra merek secara konsisten guna mempertahankan loyalitas konsumen 

dalam pasar produk hobi yang kompetitif. 

Kata Kunci: Social Media Marketing, Ulasan Online, Citra Merek, Minat 

Beli Ulang, Produk Niche Berbasis Komunitas 
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ABSTRACT 

The development of digital technology has transformed the marketing patterns of 
community-based niche products, where social media marketing, online reviews, 
and brand image have become key factors influencing consumer purchasing 

decisions. This study aims to analyze the effect of Social Media Marketing, Online 
Reviews, and Brand Image on Repurchase Intention of Speed Checker BMAX 

products among Mini 4WD community members. This research employed a 
quantitative method with a causal associative approach through surveys. Data were 
collected from 109 respondents selected through purposive sampling and analyzed 

using multiple linear regression. The results indicate that Social Media Marketing 
has a positive and significant effect (t-value 3.468; sig. 0.001), Online Reviews 

have a positive and significant effect with the most dominant influence (t-value 
7.463; sig. 0.000; coefficient 0.438), and Brand Image has a positive and significant 
effect (t-value 3.245; sig. 0.002) on Repurchase Intention. Simultaneously, all three 

variables have a significant effect with the ability to explain 96.9% of the variation 
in Repurchase Intention (R² = 0.969). This study concludes that Online Reviews are 

the primary determinant of consumer repurchase intention for community-based 
niche products. The findings imply that managing credible online reviews, 
optimizing interactive social media marketing strategies, and consistently 

strengthening brand image are essential for sustaining consumer loyalty in the 
competitive hobby product market. 

Keywords: Social Media Marketing, Online Reviews, Brand Image, 

Repurchase Intention, Community-Based Niche Products 
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