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ABSTRAK

Perkembangan bisnis ritel yang semakin pesat mendorong
perusahaan untuk bersaing dalam mempertahankan pelanggan lama dan
memperoleh pelanggan baru dengan menanamkan kredibilitas merek toko
(nama toko) yang baik di benak pelanggan agar pelanggan menjadi puas,
loyal, dan tercipta word of mouth yang positif. Tujuan dilakukan
penelitian ini yaitu untuk mengetahui pengaruh Brand Credibility
terhadap Word Of Mouth melalui Customer Satisfaction dan Customer
Loyalty sebagai variabel intervening pada Giant Hypermarket di
Surabaya. Teknik yang digunakan dalam pengambilan sampel pada
penelitian ini adalah non-probability sampling. Sedangkan, teknik analisis
yang digunakan adalah menggunakan metode Structural Equation
Modeling (SEM) dengan program Linear Structural Relation (Lisrel).
Responden yang diambil berasal dari 150 pelanggan Giant Hypermarket
di Surabaya dengan karakteristik tertentu. Hasil penelitian menunjukkan
bahwa Customer Satisfaction dan Customer Loyalty merupakan variabel
intervening antara Brand Credibility terhadap Word Of Mouth, terdapat
pengaruh Brand Credibility terhadap Customer Satisfaction dan Customer
Loyalty, terdapat pengaruh Customer Satisfaction dan Customer Loyalty
terhadap Word Of Mouth, dan terdapat pengaruh Customer Satisfaction
terhadap Customer Loyalty.

Kata Kunci: Brand Credibility, Customer Satisfaction, Customer Loyalty,
Word Of Mouth.
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THE EFFECT OF BRAND CREDIBILITY FOR WORD OF
MOUTH THROUGH CUSTOMER SATISFACTION AND
CUSTOMER LOYALTY IN GIANT HYPERMARKET AT

SURABAYA

ABSTRACT

The development of retail business which are growing rapidly
encourage company to compete in maintaining existing customers and
acquire new customers by implanting a good store brand credibility (store
name) in the minds of customers so that customers be satisfied, loyal, and
created a positive word of mouth. The purpose of this study was to
determine the effect of Brand Credibility on Word Of Mouth through
Customer Satisfaction and Customer Loyalty as an intervening variable in
Giant Hypermarket Surabaya. The sampling technique used in this study
is a non probability sampling. Meanwhile, the analysis technique is using
Structural Equation Modeling (SEM) with Linear Structural Relation
program (Lisrel). Respondents were taken from 150 customers of Giant
Hypermarket in Surabaya with particular characteristics. The results
showed that Customer Satisfaction and Customer Loyalty is an
intervening variable between Brand Credibility on Word Of Mouth, there
is influence of Brand Credibility on Customer Satisfaction and Customer
Loyalty, there is influence of Customer Satisfaction and Customer
Loyalty on Word Of Mouth, and there is influence of Customer
Satisfaction on Customer Loyalty.

Keywords: Brand Credibility, Customer Satisfaction, Customer
Loyalty, Word Of Mouth.



