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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh social media marketing 
terhadap keputusan reaktivasi peserta BPJS Ketenagakerjaan ke skema BPU 
melalui nilai hedonis dan utilitarian. Menggunakan pendekatan kuantitatif dengan 
metode structural equation modeling-partial least squares (SEM-PLS), penelitian 
ini melibatkan 400 responden yang merupakan mantan peserta BPJS 
Ketenagakerjaan dari kategori penerima upah (PU) serta aktif mengikuti media 
sosial BPJS Ketenagakerjaan. Hasil penelitian menunjukkan bahwa social media 
marketing memiliki pengaruh positif signifikan terhadap nilai hedonis (β = 0.876, 
p < 0.001) dan nilai utilitarian (β = 0.856, p < 0.001), yang pada akhirnya 
mendorong keputusan reaktivasi peserta (β = 0.266, p < 0.001). Selain itu, nilai 
hedonis (β = 0.192, p < 0.001) dan nilai utilitarian (β = 0.520, p < 0.001) juga 
terbukti berkontribusi terhadap keputusan reaktivasi kepesertaan. Analisis mediasi 
menunjukkan bahwa nilai hedonis (β = 0.168, p < 0.001) dan nilai utilitarian (β = 
0.445, p < 0.001) memediasi secara parsial hubungan antara social media 
marketing dan keputusan reaktivasi kepesertaan.Secara teoretis, penelitian ini 
mendukung Stimulus-Organism-Response (SOR) Model dan Theory of Planned 
Behavior (TPB), yang menegaskan bahwa strategi pemasaran media sosial yang 
berbasis pengalaman emosional (hedonic value) dan manfaat fungsional (utilitarian 
value) dapat meningkatkan keterlibatan serta partisipasi dalam program jaminan 
sosial. Temuan ini juga memperkaya diskusi akademik mengenai peran nilai 
konsumen dalam keputusan reaktivasi layanan berbasis keanggotaan. Secara 
manajerial, penelitian ini menekankan pentingnya optimalisasi strategi social media 
marketing berbasis pengalaman dan manfaat nyata bagi pekerja. BPJS 
Ketenagakerjaan disarankan untuk mengembangkan konten digital yang lebih 
interaktif dan informatif guna meningkatkan brand engagement serta memperkuat 
persepsi nilai dari skema BPU. 

Kata Kunci:  Social Media Marketing, Nilai Hedonis, Nilai Utilitarian, 

Keputusan Reaktivasi, BPJS Ketenagakerjaan. 
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ABSTRACT 

This study aims to analyze the influence of social media marketing on the 
reactivation decision of BPJS Ketenagakerjaan participants into the BPU scheme 
through hedonic and utilitarian values. Using a quantitative approach with the 
structural equation modeling-partial least squares (SEM-PLS) method, this study 
involved 400 respondents who were former BPJS Ketenagakerjaan participants 
from the wage recipient (PU) category and actively followed BPJS 
Ketenagakerjaan’s social media. The findings indicate that social media marketing 
has a significant positive influence on hedonic value (β = 0.876, p < 0.001) and 
utilitarian value (β = 0.856, p < 0.001), which ultimately drives reactivation 
decisions (β = 0.266, p < 0.001). Moreover, hedonic value (β = 0.192, p < 0.001) 
and utilitarian value (β = 0.520, p < 0.001) were also found to contribute positively 
to the reactivation decision. Mediation analysis confirms that hedonic value (β = 
0.168, p < 0.001) and utilitarian value (β = 0.445, p < 0.001) partially mediate the 
relationship between social media marketing and reactivation decisions. 
Theoretically, this study supports the Stimulus-Organism-Response (SOR) Model 
and the Theory of Planned Behavior (TPB), affirming that social media marketing 
strategies based on emotional experiences (hedonic value) and functional benefits 
(utilitarian value) can enhance engagement and participation in social security 
programs. These findings contribute to academic discussions regarding the role of 
consumer value in membership-based service reactivation decisions. Managerially, 
this study emphasizes the importance of optimizing social media marketing 
strategies that focus on experience and tangible benefits for workers. BPJS 
Ketenagakerjaan is advised to develop more interactive and informative digital 
content to enhance brand engagement and strengthen the perceived value of the 
BPU scheme . 

Keywords : Social Media Marketing, Hedonic Value, Utilitarian Value, 

Reactivation Decision, BPJS Ketenagakerjaan 
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