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ABSTRAK

Pertumbuhan industri fashion Muslim di Indonesia yang didukung perkembangan
marketplace dan media sosial menyebabkan persaingan antar merek hijab semakin
ketat. Dalam kondisi tersebut, pengalaman konsumen menjadi faktor penting
karena konsumen tidak dapat berinteraksi langsung dengan produk sebelum
pembelian. Hevafsid sebagai merek hijab lokal memiliki rating tinggi di Shopee
dan TikTok Shop, namun angka rating belum mampu menjelaskan secara
mendalam bagaimana konsumen memaknai proses pembelian yang mereka alami.
Oleh karena itu, penelitian ini berfokus pada pengalaman konsumen dalam
memaknai proses pembelian online produk Hevafsid melalui customer journey dan
berbagai digitaltouchpoints. Penelitian ini bertujuan untuk mengidentifikasi dan
menganalisis tahapan customer journey, pengalaman konsumen pada berbagai
digitaltouchpoints, serta kesenjangan antara ekspektasi dan realitas yang dialami
konsumen dalam pembelian online produk Hevafsid. Penelitian menggunakan
pendekatan kualitatif dengan desain studi kasus tunggal berlandaskan paradigma
konstruktivisme. Data diperoleh melalui wawancara mendalam, observasi, dan
dokumentasi. Informan penelitian terdiri atas enam konsumen Hevafsid serta
informan pendukung dari pihak perusahaan, yaitu co-owner, admin Shopee, dan
admin TikTok Shop. Analisis data dilakukan menggunakan model interaktif Miles
dan Huberman yang meliputi reduksi data, penyajian data, serta penarikan
kesimpulan. Hasilnya, customer journey konsumen berlangsung melalui tahap
awareness, consideration, purchase, post-purchase, hingga loyalty dan advocacy .
TikTok berperan sebagai touchpoint utama dalam membangun awareness melalui
konten, live streaming, dan review, sedangkan Shopee dan TikTok Shop berfungsi
sebagai ruang evaluasi dan transaksi. Konsumen secara aktif membandingkan
produk, membaca ulasan, memeriksa rating, serta mencari validasi sebelum
membeli. Pengalaman pascapembelian menunjukkan tingkat kesesuaian yang
tinggi antara ekspektasi dan realitas, terutama pada aspek kualitas bahan, warna,
dan kemudahan transaksi. Meskipun ditemukan beberapa ketidaknyamanan, seperti
keterlambatan pengiriman, komentar live yang tidak terbaca, serta perbedaan kecil
pada kemasan dan detail produk, hal tersebut tidak memengaruhi kepuasan secara
signifikan karena keseluruhan pengalaman dinilai positif. Pengalaman positif
tersebut mendorong kecenderungan pembelian ulang dan rekomendasi kepada
konsumen lain. Simpulan penelitian menunjukkan bahwa pengalaman konsumen
Hevafsid terbentuk secara kumulatif melalui konsistensi kualitas komunikasi dan
layanan pada berbagai digitaltouchpoints. Kesenjangan antara ekspektasi dan
realitas tergolong minor gap dan tidak mengurangi kepercayaan konsumen karena
produk tetap sesuai fungsi, kualitas, serta kebutuhan pelanggan. Dengan demikian,
keberhasilan Hevafsid tidak hanya ditentukan oleh kualitas produk, tetapi juga oleh
kemampuan mengelola pengalaman konsumen secara menyeluruh sepanjang
customer journey.

Kata Kunci: customer experience, customer journey, digital touchpoints, pembelian online,
Hevafsid.

viii



ABSTRACT

The growth of the Muslim fashion industry in Indonesia, supported by the
development of marketplaces and social media, has led to increasingly fierce
competition among hijab brands. In this environment, consumer experience
becomes a crucial factor because consumers cannot interact directly with the
product before purchasing. Hevafsid, a local hijab brand, has high ratings on
Shopee and TikTok Shop, but these ratings do not fully explain how consumers
interpret the natural purchasing process. Therefore, this study focuses on
consumers' experiences in interpreting the Hevafsid online product purchasing
process through the customer journey and various digitaltouchpoints. This study
aims to identify and analyze the stages of the customer journey, consumer
experiences at various digitaltouchpoints, and the gap between expectations and
reality experienced by consumers when purchasing Hevafsid products online. The
study used a qualitative approach with a single case study design based on the
constructivist paradigm. Data were obtained through in-depth interviews,
observation, and documentation. The research informants consisted of six Hevafsid
consumers and supporting informants from the company, namely the co-owner,
Shopee admin, and TikTok Shop admin. Data analysis was conducted using the
Miles and Huberman interactive model, which includes data reduction, data
presentation, and conclusion drawing. The results show that the consumer
customer journey progresses through awareness, consideration, purchase, post-
purchase, and loyalty and advocacy . TikTok serves as a primary touchpoint in
building awareness through content, live streaming, and reviews, while Shopee and
TikTok Shop serve as evaluation and transaction platforms. Consumers actively
compare products, read reviews, check ratings, and seek validation before
purchasing. The post-purchase experience demonstrated a high level of balance
between expectations and reality, particularly in aspects of material quality, color,
and ease of transaction. Although some inconveniences, such as late delivery,
illegible live comments, and minor discrepancies in packaging and product details,
were encountered, these did not significantly impact satisfaction because the
overall experience was considered positive. These positive experiences encouraged
repeat purchases and recommendations to other consumers. The study's
conclusions indicate that Hevafsid's consumer experience is formed cumulatively
through consistent communication and service quality across various
digitaltouchpoints. The gap between expectations and reality is considered minor
and does not reduce consumer trust because the product remains in line with its
function, quality, and customer needs. Thus, Hevafsid's success is determined not
only by product quality, but also by its ability to manage the consumer experience
holistically throughout the customer journey.

Keywords: customer experience, customer journey, digital touchpoints, online purchasing, Hevafsid
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