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Di era digital seperti sekarang ini, e-commerce memegang peranan
penting dalam penjualan produk fashion, terutama hijab. Hijab Ar-Rafi, yang
dipasarkan melalui Shopee, memanfaatkan branding Islami untuk menarik
konsumen Muslim. Selain itu, strategi pemasaran media sosial memungkinkan
merek untuk menjangkau dan berinteraksi dengan konsumen secara efektif.
Kemudahan penggunaan platform dan manfaat yang dirasakan oleh konsumen
meningkatkan kepercayaan terhadap merek. Maka dari itu, penelitian ini
bertujuan untuk mengeksplorasi bagaimana integrasi islamic branding, social
media marketing, perceived ease of use, perceived usefulness, dan brand trust
mempengaruhi niat beli ulang hijab Ar-Rafi di Shopee.

Penelitian ini menggunakan pendekatan kuantitatif. Sampel pada
penelitian ini berjumlah 195 responden, yaitu konsumen hijab Ar-Rafi di Shopee
dengan menggunakan teknik purposive sampling. Teknik pengumpulan datanya
berupa penyebaran kuesioner online yang dibagikan kepada konsumen yang
telah melakukan pembelian hijab Ar-Rafi di Shopee minimal satu Kali.
Sedangkan, teknik analisis datanya menggunakan dua evaluasi yaitu outer model
dan inner model yang diolah di software SmartPIs 4.

Temuan penelitian ini menunjukkan bahwa islamic branding dan social
media marketing berpengaruh terhadap brand trust. Disamping itu juga, islamic
branding, social media marketing, perceived ease of use, perceived usefulness,
dan brand trust berpengaruh terhadap repurchase intentions hijab Ar-Rafi di
Shopee. Selanjutnya brand trust memediasi hubungan antara social media
marketing dan repurchase intentions. Temuan ini menekankan pentingnya
kombinasi yang efektif antara strategi branding Islami dan pemasaran media
sosial dalam meningkatkan kepercayaan merek dan niat beli ulang pada platform
e-commerce.
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In today's digital era, e-commerce plays an important role in selling
fashion products, especially hijab. Hijab Ar-Rafi, which is marketed through
Shopee, utilizes Islamic branding to attract Muslim consumers. In addition,
social media marketing strategies allow brands to reach and interact with
consumers effectively. The ease of use of the platform and the benefits perceived
by consumers increase trust in the brand. Therefore, this study aims to explore
how the integration of Islamic branding, social media marketing, perceived ease
of use, perceived usefulness, and brand trust affects the repurchase intention of
Ar-Rafi hijab on Shopee.

This research uses a quantitative approach. The sample in this study
amounted to 195 respondents, namely Ar-Rafi hijab consumers at Shopee using
purposive sampling technique. The data collection technique was in the form of
distributing online questionnaires distributed to consumers who had purchased
the Ar-Rafi hijab at Shopee at least once. Meanwhile, the data analysis technique
uses two evaluations, namely the outer model and inner model which are
processed in SmartPls 4 software.

The findings of this study indicate that Islamic branding and social media
marketing affect brand trust. In addition, Islamic branding, social media
marketing, perceived ease of use, perceived usefulness, and brand trust affect
repurchase intentions of Ar-Rafi hijab at Shopee. Furthermore, brand trust
mediates the relationship between social media marketing and repurchase
intentions. These findings emphasize the importance of an effective combination
of Islamic branding strategies and social media marketing in increasing brand
trust and repurchase intentions on e-commerce platforms.
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