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ABSTRAK

Penelitian ini menganalisis pengaruh brand reputation terhadap customer
loyalty, customer satisfaction, dan customer commitment serta dampaknya terhadap
customer retention pada pengguna TikTok di Jakarta. Penelitian ini dilakukan pada
Oktober-Desember 2021. Penyebaran kuesioner penelitian yang disusun
menggunakan office form yakni melalui media sosial WhatsApp. Metode penelitian
yang dilakukan adalah metode kuantitatif. Pada penelitian ini, penulis melakukan
uji exploratory factor analysis untuk mengetahui tingkat validitas setiap indikator
penelitian. Sedangkan untuk menguji reliabilitas menggunakan nilai Alpha
Cronbach. Pada penelitian ini penulis juga menggunakan uji analisis Structural
Equation Modeling dengan menggunakan aplikasi AMOS. Selain itu, penulis juga
menggunakan uji kelayakan dengan indeks Goodness of Fit Index. Dalam menguji
hipotesis, penulis menggunakan standar nilai CR > 1,96 dan P < 0,05. Pada hasil
penelitian, nilai uji validitas indikator keseluruhannya berada di atas factor loading
0,40. Hasil uji relabilitas menunjukkan bahwa keseluruhan indikator berada di atas
nilai Alpha Cronbach yakni 0,7. Hasil uji Structural Equation Modeling dan uji
kelayakan juga menunjukkan bahwa keseluruhan model sudah fit. Pada penelitian
ini juga dilakukan uji koefisien determinasi variabel bebas terhadap variabel terikat.
Dan hasilnya terlihat bahwa pengaruh brand reputation terhadap customer
retention yakni sebesar 30,1%. Sampel dalam penelitian ini berjumlah 313
responden di Jakarta, Indonesia. Terdapat 158 laki laki dan 155 perempuan yang
menjadi responden pada penelitian ini. Dari hasil penelitian diketahui bahwa brand
reputation berpengaruh positif terhadap customer loyalty, customer satisfaction,
dan customer commitment. Customer loyalty dan customer satisfaction tidak
berpengaruh positif terhadap customer retention. Hal ini disebabkan karena nilai
CR yang tidak memenuhi standar dan nilai P yang melebihi batas yang ditentukan.
Sedangkan customer commitment berpengaruh positif terhadap customer retention.

Kata Kunci: brand reputation, customer loyalty, customer satisfaction, customer
commitment, customer retention.



ABSTRACT

This study analyzes the effect of brand reputation of customer trust,
customer loyalty, customer satisfaction, customer commitment and the effect of
customer retention to TikTok users in Jakarta. This research was conducted from
October to December 2021. Distribution of research questionnaires compiled using
office form via social media WhatsApp. The research method used is quantitative
method. In this study, the authors conducted an exploratory factor analysis test to
determine the level of validity of each research indicator. Meanwhile, to test the
reliability using Cronbach’s Alpha value. In this study, the author also uses a
structural equation modeling test using the AMOS application. The author also uses
a feasibility test with the Goodness of Fit Index. In testing the hypothesis the author
uses the standard value of CR > 1,96 and P < 0,05. On the results of the research,
value of validity of indicators are above the loading factor of 0,40. The results of
the reliability test show that all indicators are above the Cronbach Alpha value of
0,7. The results of the Structural Equation Modeling test and feasibility test also
show that the entire model is fit. In this study also tested the coefficient of
determination of the independent variable on the dependent variable. And the
results show that the influence of brand reputation on customer retention is 30,1%.
The sample in this study is 313 respondents in Jakarta, Indonesia. There are 158
mens and 155 womens who are respondents in this study. From the results of the
study note that the brand reputation has a positive effect on customer loyalty,
customer satisfaction, customer commitment. Customer loyalty and customer
satisfaction do not have a positive effect on customer retention. Meanwhile
customer commitment has a positive effect on customer retention.

Keywords: brand reputation, customer loyalty, customer satisfaction, customer
commitment, customer retention.
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