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ABSTRAK

Penelitian ini dilakukan bertujuan untuk menganalisis pengaruh perceived value, customer trust, dan 

customer satisfaction terhadap customer engagement pada Klinik Rengganis Beauty. Peneliti ini 

menggunakan metode kuantitatif dengan sampel terdiri dari 101 responden yang merupakan pelanggan 

Klinik Rengganis Beauty. Data didapatkan dari penyebaran kuesioner secara online yang disebarkan 

kepada pelanggan Klinik Rengganis Beauty, kuesioener yang disebar menggunakan skala pengukuran 

likert di setiap item pertanyaan. Hasil menunjukkan jika hanya customer satisfaction saja yang 

berpengaruh signifikan terhadap customer engagement dengan nilai 0,001 > 0,05. Berbeda dengan 

perceived value yang tidak berpengaruh signifikan terhadap customer engagement dengan nilai 0,657 

lebih besar dari 0,05 dan customer trust tidak berpengaruh signifikan dengan customer engagement 

dengan nilai 0,059 lebih besar dari 0,05. Tetapi jika perceived value, customer trust dan customer 

satisfaction secara bersamaan dapat berpengaruhh signifikan terhadap customer engagement dengan nilai 

0,002 < 0,05.

Kata kunci : Perceived Value, Customer Trust, Customer Satisfaction, Customer Engagement, Klinik 

Rengganis Beauty

This study was conducted with the aim of analyzing the influence of perceived value, customer trust, and 

customer satisfaction on customer engagement at Rengganis Beauty Clinic. This researcher used a 

quantitative method with a sample consisting of 101 respondents who were customers of Rengganis 

Beauty Clinic. Data were obtained from the distribution of online questionnaires distributed to customers 

of Rengganis Beauty Clinic, the questionnaires distributed using a Likert measurement scale in each 

question item. The results show that only customer satisfaction has a significant effect on customer 

engagement with a value of 0.001> 0.05. In contrast to perceived value which does not have a significant 

effect on customer engagement with a value of 0.657 greater than 0.05 and customer trust does not have 

a significant effect on customer engagement with a value of 0.059 greater than 0.05. However, if 

perceived value, customer trust and customer satisfaction together can have a significant effect on 

customer engagement with a value of 0.002 <0.05.

Keyword : Perceived Value, Customer Trust, Customer Satisfaction, Customer Engagement, Rengganis 

Beauty Clinic
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