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ABSTRAK  

 

Di era digital yang serba cepat, citra perusahaan menjadi faktor strategis yang 

memengaruhi keputusan pembelian, terutama bagi Generasi Z yang sangat 

responsif terhadap informasi. PT Paragon Technology and Innovation melalui 

brand Make Over telah membangun citra positif melalui inovasi dan kualitas 

produk. Penelitian ini bertujuan untuk menganalisis pengaruh citra perusahaan 

terhadap loyalitas pelanggan Generasi Z pada produk Make Over dengan studi 

kasus pada followers Instagram @makeoverid. Pendekatan kuantitatif digunakan 

dengan teknik regresi terhadap 300 responden yang merupakan followers dari 

@makeoverid. Hasil penelitian menunjukkan nilai signifikansi < 0,05, yang berarti 

citra perusahaan berpengaruh terhadap loyalitas, namun secara negatif. Artinya, 

meskipun citra PT Paragon dinilai baik, loyalitas pelanggan tidak meningkat 

sejalan. Temuan ini mengindikasikan bahwa loyalitas Generasi Z juga dipengaruhi 

oleh faktor lain seperti persaingan brand, preferensi pelanggan, serta posisi Make 

Over yang belum sepenuhnya menjadi top of mind di benak pelanggan. 

 

 

Kata Kunci : Citra Perusahaan, Loyalitas Pelanggan, PT Paragon Technology 

and Innovation 
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ABSTRACT 

 

In today’s fast-paced digital era, corporate image has become a strategic factor 

influencing purchasing decisions, particularly among Generation Z who are highly 

responsive to information. PT Paragon Technology and Innovation, through its 

brand Make Over, has built a positive image through innovation and product 

quality. This study aims to analyze the influence of corporate image on Generation 

Z’s loyalty toward Make Over products, using a case study of the @makeoverid 

Instagram followers. A quantitative approach was used with regression analysis on 

300 respondents who follow @makeoverid. The results show a significance value 

of < 0.05, indicating that corporate image affects loyalty, but negatively. This 

means that although PT Paragon is perceived to have a positive image, it does not 

necessarily increase customer loyalty. These findings suggest that Generation Z’s 

loyalty is also influenced by other factors such as brand competition, Customer 

preferences, and the fact that Make Over has not yet fully secured a top-of-mind 

position among its target audience. 

 

 

Keywords: Corporate Image, Customer Loyalty, PT Paragon Technology and 

Innovation 
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