ABSTRAK

Maybelline adalah produk kosmetik berlisensi global yang di pegang PT. L’ oreal Indonesia.
Maybelline bersaing dengan merek - merek kosmetik lain untuk menjadi top brand di
Indonesia. Maybelline berusaha membangun dan mempertahankan loyalitas dengan
melakukan berbagai upaya diantaranya dengan memperkuat customer engagement dan word
of mouth untuk meraih brand loyalthy yang pada akhirnya meningkatkan penjualan produk
Maybelline.

Customer engagement dan word of mouth merupakan bahasan yang penting dalam
manajemen pemasaran, yang memiliki pengaruh pada brand loyalthy. Penelitian ini bertujuan
untuk menguji pengaruh customer engagement, word of mouth terhadap brand loyalthy pada
pelanggan kosmetik merek Maybelline di kota Bandung. Jumlah sampel yang digunakan
dalam penelitian ini berjumlah 139 pelanggan merek Maybelline di kota Bandung.

Metode penelitian yang digunakan adalah metode causal ekplanatory yaitu menjelaskan
hubungan kausal dan korelasi antara variabel melalui pengujian hipotesis. Teknik sampling
yang digunakan purposive sampling dan teknik analisis yang digunakan adalah regresi
berganda.

Hasil penelitian ini menunjukkan bahwa customer engagement memiliki pengaruh terhadap
brand loyalthy, hasil tersebut diperoleh dari nilai t sebesar 8,456 yang lebih besar dati t table
(1,978). Kemudian word of mouth berpengaruh terhadap brand loyalty , hasil yang diperoleh
dari nilai t sebesar 5,122 yang lebih besar dari t table (1,978). Terdapat pengaruh yang
signifikan customer engagement dan word of mouth terhadap brand loyalthy dengan nilai F
sebesar 168,476 lebih besar dari F table (3,063).

Kata kunci : customer engagement,word of mouth, brand loyalty
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ABSTRACT

Maybelline is a globally licensed cosmetic product held by PT. L’Oreal Indonesia. It
competes with other cosmetic brands to be the top brand in Indonesia. Maybelline seeks to
build and retain its brand loyalty by taking various measures, among them by intensifying
both customer engagement and word of mouth so as to win brand loyalty and hence increase
the sales of Maybelline products.

Customer engagement and word of mouth are a crucial discussion in marketing management,
affecting brand loyalty. The objective of the recent research was to determine the influence of
both customer engagement and word of mouth on the brand loyalty of brand Maybelline’s
cosmetics in Bandung City. Total sample used in the research was 139 brand Maybelline’s
customers in Bandung City.

The research method used was a causal explanatory method, that is, by explaining the causal
relationship and correlation between the variables by hypothesis testing. The sampling
technique used was a purposive sampling, whereas the analysis technique used was a multiple
regression.

The research results showed that customer engagement has some influence on brand loyalty.
The result was obtained from the t value of 8.456, greater than t table (1.978). Moreover, the
word of mouth influenced brand loyalty, where the result obtained was that t value was 5.122,
greater than t table (1.978). There was a significant influence of both customer engagement
and word of mouth on brand loyalty by F value of 168.476, greater than F table (3.063).

Keyword : customer engagement,word of mouth, brand loyalty
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