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ABSTRAK

Raptanaria Sinurat (2003297) “Pengaruh User Generated Content Instastory
terhadap E-Retention melalui Brand Image (Survei terhadap Pelanggan
Aplikasi JIWA+)” di bawah bimbingan Dr. Lili Adi Wibowo, S.Pd., S.Sos., MM.
dan Dr. Dita Amanah, MBA.

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh user generated
content instastory terhadap e-retention melalui brand image pada pelanggan
aplikasi JIWA+. Penelitian ini menggunakan jenis penelitian deskriptif dan
verifikatif dengan pendekatan kuantitatif. Metode yang digunakan pada penelitian
ini adalah simple random sampling dengan ukuran sampel sebanyak 210 responden.
Data diolah secara statistik menggunakan metode Structural Equation Modelling
(SEM). Hasil penelitian ini menemukan bahwa gambaran user generated content
instastory, brand image, dan e-retention berada pada kategori tinggi. User
generated content instastory memiliki pengaruh positif dan signifikan terhadap e-
retention melalui brand image. Temuan ini menunjukkan bahwa pengaruh tidak
langsung user generated content instastory memperoleh besaran pengaruh yang
lebih rendah terhadap e-retention, dibandingkan pengaruh langsung. Implikasi
penelitian menunjukkan bahwa user generated content instastory akan
mempengaruhi persepsi pelanggan tentang merek Kopi Janji Jiwa sehingga merek
dengan brand image yang positif akan mampu meningkatkan e-retention.

Kata kunci: User generated content, brand image, customer e-retention



ABSTRACT

Raptanaria Sinurat (2003297) *""The Influence of User Generated Content
Instastory on E-Retention through Brand Image (Survey of JIWA+ Application
Customers)"* under the guidance of Dr. Lili Adi Wibowo, S.Pd., S.Sos., MM. and
Dr. Dita Amanah, MBA.

This research aims to obtain an overview and influence of user generated content
Instastory on e-retention through brand image among JIWA+ application
customers. This research uses descriptive and verification research with a
quantitative approach. The method used in this research was simple random
sampling with a sample size of 210 respondents. The data was processed
statistically using the Structural Equation Modeling (SEM) method. The results of
this research found that the image of user generated content instastory, brand
image, and e-retention were in the high category. User generated content instastory
has a positive and significant influence on e-retention through brand image. This
finding shows that the indirect influence of user generated content on Instagram
has a lower influence on e-retention, compared to the direct influence. The research
implications indicate that user-generated content on Instastory will affect customer
perceptions of the Kopi Janji Jiwa brand, leading to the ability of brands with a
positive brand image to enhance e-retention.

Keywords: User generated content, brand image, customer e-retention
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