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Pengaruh Brand Awareness dan Brand Experience terhadap Customer
Retention melalui Customer Satisfaction pada Modem Smartfren
di Surabaya

ABSTRAK

Perkembangan teknologi semakin lama semakin meningkat dewasa
ini, membuat bermunculan macam-macam teknologi terbaru di kehidupan
kita. Modem adalah alat penyambung internet yang dapat mengakses situs
internet dengan cepat dan mudah.

Penelitian ini bertujuan untuk mengetahui dan menjelaskan pengaruh
brand awareness dan brand experience terhadap customer retention melalui
customer satisfaction pada modem Smartfren di Surabaya. Teknik analisis
data yang digunakan adalah Structural Equation Modeling (SEM) dan
menggunakan program LISREL. Teknik pengambilan sampel yang
digunakan adalah nonprobability sampling, dengan cara purposive
sampling. Penelitian ini mengambil 150 responden sebagai sampel.
Karakteristik responden pada penelitian ini adalah responden yang pernah
menggunakan modem Smartfren dalam 6 bulan terakhir, berusia minimal 17
tahun, dengan pertimbangan pengguna dianggap dewasa untuk mengambil
keputusan, dan berdomisili di Surabaya.

Hasil dalam penelitian ini membuktikan bahwa: (1) Brand
awareness berpengaruh positif dan signifikan terhadap customer
satisfaction; (2) Brand experience berpengaruh positif dan signifikan
terhadap customer satisfaction; (3) Brand awareness berpengaruh positif
dan signifikan terhadap customer retention; (4) Brand experience
berpengaruh positif dan signifikan terhadap customer retention; (5)
Customer satisfaction berpengaruh positif dan signifikan terhadap customer
retention; (6) Brand awareness berpengaruh positif dan signifikan terhadap
customer retention melalui customer satisfaction; (7) Brand experience
berpengaruh positif dan signifikan terhadap customer retention melalui
customer satisfaction pada modem Smartfren di Surabaya.

Kata Kunci: Brand Awareness; Brand Experience; Customer
Satisfaction; Customer Retention.
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The Influence of Brand Awareness and Brand Experience to Customer
Retention through Customer Satisfaction on Smartfren Modem
in Surabaya

ABSTRACT

Technological developments are increasingly on the rise today,
making all sorts of the latest technologies in our lives. Modem is an internet
connectivity tool that can access internet sites quickly and easily.

This study aims to determine and explain the effect of brand
awareness and brand experience on customer retention through customer
satisfaction on Smartfren modem in Surabaya. Data analysis technique used
is Structural Equation Modeling (SEM) and using LISREL program. The
sampling technique used is nonprobability sampling, by purposive
sampling. This study took 150 respondents as a sample. Characteristics of
respondents in this study were respondents who had used the modem
Smartfren in the last 6 months, aged at least 17 years, with the
consideration of the user considered mature to make decisions, and
domiciled in Surabaya.

The results in this study prove that: (1) Brand awareness has a
positive and significant impact on customer satisfaction; (2) Brand
experience has a positive and significant impact on customer satisfaction;
(3) Brand awareness has a positive and significant impact on customer
retention; (4) Brand experience has a positive and significant impact on
customer retention; (5) Customer satisfaction has a positive and significant
impact on customer retention; (6) Brand awareness has a positive and
significant impact on customer retention through customer satisfaction; (7)
Brand experience has a positive and significant impact on customer
retention through customer satisfaction on Smartfren modem in Surabaya.

Keywords: Brand Awareness; Brand Experience; Customer Satisfaction;
Customer Retention.
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