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‭PENGARUH OFFERING EQUITY, BRAND EQUITY, DAN RELATIONSHIP‬

‭EQUITY TERHADAP MINAT PESERTA PELATIHAN BOOTCAMP IT DI‬

‭SALAH SATU BOOTCAMP TERBESAR DI INDONESIA.‬

‭ABSTRAK‬

‭Pertumbuhan‬ ‭industri‬‭teknologi‬‭informasi‬‭yang‬‭pesat‬‭telah‬‭memicu‬‭permintaan‬‭akan‬

‭pelatihan‬ ‭IT‬ ‭yang‬ ‭berkualitas.‬ ‭Bootcamp‬ ‭IT,‬ ‭sebagai‬ ‭pendekatan‬ ‭intensif‬ ‭untuk‬

‭mengembangkan‬ ‭keterampilan‬ ‭teknis,‬ ‭semakin‬ ‭menjadi‬ ‭pilihan‬ ‭utama‬ ‭bagi‬‭individu‬

‭yang‬ ‭ingin‬ ‭memasuki‬ ‭industri‬ ‭ini.‬ ‭Bootcamp‬ ‭IT‬ ‭yang‬ ‭efektif,‬ ‭individu‬ ‭dapat‬

‭memperoleh‬‭keterampilan‬‭yang‬‭sesuai‬‭dengan‬‭tuntutan‬‭pasar‬‭kerja‬‭yang‬‭berkembang‬

‭pesat,‬ ‭sementara‬ ‭organisasi‬ ‭dapat‬ ‭menarik‬ ‭talenta‬ ‭digital‬ ‭yang‬ ‭telah‬ ‭terlatih‬ ‭untuk‬

‭menghadapi‬ ‭tantangan‬ ‭Industri‬ ‭4.0.‬ ‭Semakin‬ ‭banyak‬ ‭nya‬‭permintaan‬‭akan‬‭pelatihan‬

‭terhadap‬ ‭IT‬ ‭semakin‬ ‭banyak‬ ‭pula‬ ‭bootcamp‬ ‭IT‬ ‭yang‬ ‭menawarkan‬ ‭berbagai‬ ‭macam‬

‭produk‬ ‭pendidikan‬ ‭untuk‬ ‭menunjang‬ ‭kebutuhan‬ ‭pasar‬ ‭kerja,‬ ‭salah‬ ‭satu‬ ‭yang‬

‭terkemuka‬ ‭adalah‬ ‭Hacktiv8‬ ‭Indonesia.‬ ‭Hacktiv8‬ ‭telah‬ ‭beroperasi‬ ‭dari‬ ‭tahun‬ ‭2016‬

‭hingga‬ ‭saat‬ ‭ini‬ ‭mengalami‬ ‭banyak‬ ‭tantangan,‬ ‭salah‬ ‭satunya‬ ‭adalah‬ ‭menjaga‬

‭engagement‬‭dari‬‭para‬‭Customer‬‭agar‬‭tetap‬‭menggunakan‬‭layanan‬‭yang‬‭diberikan‬‭oleh‬

‭Hacktiv8.‬‭Dengan‬‭dasar‬‭tersebut‬‭peneliti‬‭memiliki‬‭tujuan‬‭untuk‬‭melakukan‬‭penelitian‬

‭untuk‬‭menganalisis‬‭pengaruh‬‭Offering‬‭Equity,‬‭Brand‬‭Equity,‬‭dan‬‭Relationship‬‭Equity‬

‭terhadap‬ ‭Customer‬ ‭Satisfaction‬ ‭dan‬ ‭Customer‬ ‭Loyalty‬ ‭peserta‬ ‭pelatihan‬ ‭Bootcamp‬

‭IT, dengan fokus pada studi kasus Bootcamp IT Hacktiv8 Indonesia.‬

‭Metode‬ ‭penelitian‬ ‭yang‬ ‭digunakan‬ ‭adalah‬ ‭Analisis‬ ‭Structural‬ ‭Equation‬

‭Modeling-partial‬ ‭least‬ ‭square‬‭(SEM-PLS),‬‭Dan‬‭data‬‭penelitian‬‭dikumpulkan‬‭melalui‬

‭survey‬‭online‬‭terhadap‬‭peserta‬‭sebanyak‬‭150‬‭peserta‬‭yang‬‭akan‬‭dan‬‭sedang‬‭mengikuti‬

‭pelatihan Bootcamp IT Hacktiv8 Indonesia.‬

‭Hasil‬ ‭analisis‬ ‭diharapkan‬ ‭memberikan‬ ‭pemahaman‬ ‭yang‬ ‭lebih‬ ‭baik‬ ‭tentang‬

‭faktor-faktor‬ ‭yang‬ ‭mempengaruhi‬ ‭kepuasan‬ ‭dan‬ ‭loyalitas‬ ‭pelanggan‬ ‭dalam‬ ‭konteks‬

‭pelatihan‬‭Bootcamp‬‭IT.‬‭Implikasi‬‭praktis‬‭dari‬‭temuan‬‭ini‬‭diharapkan‬‭dapat‬‭membantu‬

‭institusi‬ ‭pendidikan‬ ‭dan‬ ‭pelatihan‬ ‭dalam‬ ‭meningkatkan‬ ‭strategi‬ ‭penawaran,‬

‭pengelolaan‬ ‭merek,‬ ‭dan‬ ‭pembangunan‬ ‭hubungan‬ ‭dengan‬ ‭pelanggan‬ ‭untuk‬

‭meningkatkan kepuasan dan loyalitas pelanggan mereka di masa depan.‬
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‭ABSTRACT‬

‭The‬ ‭rapid‬ ‭growth‬ ‭of‬ ‭the‬ ‭information‬‭technology‬‭industry‬‭has‬‭driven‬‭the‬‭demand‬‭for‬

‭high-quality‬ ‭IT‬ ‭training.‬ ‭Intensive‬ ‭bootcamp‬‭IT‬‭programs‬‭have‬‭increasingly‬‭become‬

‭the‬‭primary‬‭choice‬‭for‬‭individuals‬‭seeking‬‭to‬‭enter‬‭this‬‭industry.‬‭Through‬‭effective‬‭IT‬

‭bootcamps,‬ ‭individuals‬ ‭can‬ ‭acquire‬ ‭skills‬ ‭that‬ ‭align‬ ‭with‬ ‭the‬ ‭rapidly‬ ‭evolving‬ ‭job‬

‭market‬ ‭demands,‬‭while‬‭organizations‬‭can‬‭attract‬‭digitally‬‭skilled‬‭talent‬‭ready‬‭to‬‭face‬

‭the‬ ‭challenges‬ ‭of‬ ‭Industry‬ ‭4.0.‬ ‭As‬ ‭the‬‭demand‬‭for‬‭IT‬‭training‬‭increases,‬‭so‬‭does‬‭the‬

‭number‬ ‭of‬ ‭IT‬ ‭bootcamps‬ ‭offering‬ ‭a‬ ‭variety‬ ‭of‬ ‭educational‬ ‭products‬ ‭to‬ ‭meet‬ ‭labor‬

‭market‬ ‭needs.‬ ‭One‬ ‭of‬ ‭the‬ ‭prominent‬ ‭providers‬ ‭is‬ ‭Hacktiv8‬ ‭Indonesia.‬ ‭Since‬ ‭its‬

‭establishment‬ ‭in‬ ‭2016,‬ ‭Hacktiv8‬ ‭has‬ ‭faced‬ ‭numerous‬ ‭challenges,‬ ‭one‬ ‭of‬ ‭which‬ ‭is‬

‭maintaining‬ ‭customer‬ ‭engagement‬ ‭to‬ ‭ensure‬ ‭continued‬ ‭use‬ ‭of‬ ‭its‬ ‭services.‬ ‭This‬

‭research‬ ‭aims‬ ‭to‬ ‭analyze‬ ‭the‬ ‭influence‬ ‭of‬ ‭Offering‬ ‭Equity,‬ ‭Brand‬ ‭Equity,‬ ‭and‬

‭Relationship‬ ‭Equity‬ ‭on‬ ‭Customer‬ ‭Satisfaction‬ ‭and‬ ‭Customer‬ ‭Loyalty‬ ‭among‬

‭participants‬ ‭in‬ ‭Hacktiv8‬ ‭Indonesia’s‬ ‭IT‬ ‭Bootcamp,‬ ‭with‬ ‭a‬ ‭focus‬ ‭on‬ ‭a‬ ‭case‬ ‭study‬ ‭of‬

‭Hacktiv8.‬

‭The‬ ‭research‬ ‭method‬ ‭used‬ ‭is‬ ‭Structural‬ ‭Equation‬ ‭Modeling-Partial‬ ‭Least‬ ‭Squares‬

‭(SEM-PLS),‬‭and‬‭the‬‭data‬‭was‬‭collected‬‭through‬‭an‬‭online‬‭survey‬‭of‬‭150‬‭participants‬

‭who are currently enrolled or about to enroll in Hacktiv8’s IT Bootcamp.‬

‭The‬ ‭analysis‬ ‭results‬ ‭are‬ ‭expected‬‭to‬‭provide‬‭better‬‭insights‬‭into‬‭the‬‭factors‬‭affecting‬

‭customer‬ ‭satisfaction‬ ‭and‬ ‭loyalty‬ ‭within‬ ‭the‬ ‭context‬ ‭of‬ ‭IT‬ ‭bootcamp‬ ‭training.‬ ‭The‬

‭practical‬ ‭implications‬ ‭of‬ ‭these‬ ‭findings‬ ‭are‬ ‭anticipated‬ ‭to‬ ‭assist‬ ‭educational‬ ‭and‬

‭training‬ ‭institutions‬ ‭in‬ ‭enhancing‬ ‭their‬ ‭offering‬ ‭strategies,‬ ‭brand‬ ‭management,‬ ‭and‬

‭customer‬ ‭relationship‬ ‭building‬ ‭to‬ ‭improve‬ ‭customer‬ ‭satisfaction‬ ‭and‬ ‭loyalty‬ ‭in‬ ‭the‬

‭future.‬
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