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Pricila Putri Mediani

ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh brand image dan penggunaan
student brand ambassador yang diterapkan oleh Vivo smartphone terhadap
customer engagement pada mahasiswa Universitas Bakrie jurusan Ilmu
Komunikasi angkatan 2014 — 2017. Kerangka teori pada penelitian ini, yaitu
brand image (Joseph Plummer, 2000: 79), brand ambassador (Rossiter dan Percy,
1997: 260-268), dan customer engagement (Brodie, 2011: 107). Terdapat tiga
variabel dalam penelitian ini, yakni variabel X1 (brand image), variabel X2
(student brand ambassador), dan variabel Y (customer engagement). Penelitian
ini menggunakan pendekatan kuantitatif korelasional dengan metode survey yang
disebar ke 100 sampel yakni para mahasiswa Universitas Bakrie jurusan Ilmu
Komunikasi angkatan 2014 — 2017. Berdasarkan hasil penelitian dari 100
responden, dalam variabel brand image menunjukkan nilai hubungan korelasi
sebesar 0.692 dan dalam variabel student brand ambassador menunjukkan nilai
hubungan korelasi sebesar 0.462. Sementara uji regresi linier berganda, brand
image dan student brand ambassador memiliki kontribusi sebesar 50.1% dalam
upaya mempengaruhi customer engagement. Sisanya 49.9% dipengaruhi oleh
faktor-faktor lain diluar dari dimensi-dimensi operasional variabel dari penelitian
ini. Artinya, terdapat hubungan yang cukup kuat antara variabel brand image dan
brand ambassador terhadap variabel customer engagement. Pada hasil pengujian

hipotesis, ditemukan bahwa H1, H2, dan H3 dapat diterima.

Kata kunci : brand image, student brand ambassador, customer engagement



PENGARUH BRAND IMAGE DAN STUDENT BRAND AMBASSADOR
TERHADAP CUSTOMER ENGAGEMENT VIVO SMARTPHONE

(STUDI PADA MAHASISWA UNIVERSITAS BAKRIE
JURUSAN ILMU KOMUNIKASI ANGATAN 2014-2017)

Pricila Putri Mediani

ABSTRACT

This study aims to determine the effect of brand image and the use of student
brand ambassador applied by Vivo smartphone to customer engagement at Bakrie
University students majoring in Communication Studies class of 2014 — 2017.
Theoretical framework of this research, namely brand image (Joseph Plummer,
2000: 79), brand ambassador (Rossiter and Percy, 1997: 260-268), and customer
engagement (Brodie, 2011: 107). There are three variables in this research,
variable X1 (brand image), variable X2 (student brand ambassador), and
variable Y (customer engagement). This research uses correlational quantitative
approach with survey method spread to 100 samples of the active students of
Bakrie University majoring in Communication Studies. Based on the results of
research from 100 respondents, in the brand image variable shows the
correlation relationship value of 0.692 and in the variable of student brand
ambassador shows the correlation value of 0.462. Meanwhile, multiple linear
regression tests, brand image and student brand ambassadors have contributed
50.1% in an effort to influence customer engagement. While, 49.9% is influenced
by other factors out of the operational concepts of this research. There is a strong
relationship between brand image and brand ambassador variables to customer
engagement variables. In the result of hypothesis testing, it is found that HI, H2,
and H3 are acceptable.

Keywords : brand image, student brand ambassador, customer engagement
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