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ABSTRAK

Penelitian ini menguji pengaruh customer brand engagement, brand love, dan
social identity terhadap brand loyalty pada anggota suporter wanita RANS
Nusantara FC. Responden penelitian ini  meliputi individu yang telah
mengidentifikasikan dirinya sebagai seorang RANS Angel. Penelitian ini
menggunakan pendekatan kuantitatif yang mengujikan sebanyak 7 hipotesis
menggunakan analisis SEM (Structural Equation Modeling) dan software
SmartPLS 3.0. Data primer pada penelitian ini diperoleh melalui penyebaran
kuesioner yang disebar secara online melalui 2 akun fanbase di Instagram dan
mendapatkan sebanyak 205 responden.

Variabel terukur customer brand engagement (5 indikator), brand love (5
indikator), social identity (5 indikator), brand loyalty (5 indikator), masing-masing
diukur menggunakan skala Likert 5 poin. Hasil dari penelitian ini menunjukkan
bahwa customer brand engagement dan brand love memiliki pengaruh yang
signifikan terhadap brand loyalty pada suporter wanita RANS Nusantara FC,
berbeda dengan social identity yang tidak memiliki pengaruh signifikan terhadap
brand loyalty. Pada penelitian ini juga ditemukan bahwa variabel customer brand
engagement juga diketahui memiliki pengaruh signifikan terhadap brand love dan
social identity. Hasil penelitian ini juga mengindikasikan bahwa social identity
tidak memiliki pengaruh mediasi, tidak seperti brand love yang memiliki pengaruh
mediasi pada hubungan customer brand engagement terhadap brand loyalty
komunitas suporter wanita RANS Nusantara FC.

Kata kunci: customer brand engagement, brand love, social identity, brand
loyalty, SEM.
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ABSTRACT

This research examined the effect of customer brand engagement, brand
love, and social identity on brand loyalty among female supporters of RANS
Nusantara FC. Respondents of this research include individuals who identify
themselves as a RANS Angel. This research used a quantitative approach that tests
7 hypotheses using SEM (Structural Equation Modeling) analysis and SmartPLS
3.0 software. The primary data in this study was obtained through questionnaires
which were distributed online through 2 fanbase accounts on Instagram with 205
respondents in total.

Measurable variables in this research such as customer brand engagement
(5 indicators), brand love (5 indicators), social identity (5 indicators), and brand
loyalty (5 indicators) are measured using a 5-point Likert scale. The results of this
research indicate that customer brand engagement and brand love have a
significant effect on brand loyalty on female supporters of RANS Nusantara FC
(RANS Angel), in contrast to social identity which does not have a significant effect
on brand loyalty. This research also found that customer brand engagement does
have a significant effect towards brand love and brand loyalty. The results of this
research also indicate that social identity does not have a mediating effect, unlike
brand love which has a mediating effect on the relationship between customer
brand engagement and brand loyalty of the female fan community of RANS
Nusantara FC.

Keywords: customer brand engagement, brand love, social identity, brand loyalty,
SEM.
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