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ABSTRAK 

Perkembangan zaman yang terjadi saat ini merupakan hasil dari Revolusi 
Industri yang sudah mengubah suatu system mulai dari manual menuju 
digitalisasi. Saat ini gaya hidup masyarakat mulai berubah akibat adanya era 
digitalisasi. Hal ini ditunjukkan oleh adanya masyarakat yang mulai melakukan 
efisiensi, secara khusus dalam proses transaksi. Masyarakat mulai melakukan 
Gerakan cashless. Gerakan inilah yang mendorong banyaknya penyedia layanan 
E-wallet, sehingga penyedia layanan E-wallet ini pun harus bersaing dalam 
membangun relasi yang lebih dengan konsumen melalui pengalaman yang 
diberikan. Setiap pengalaman yang diberikan itu akan membentuk kepuasan dan 
loyalitas konsumen. 

Penelitian ini bertujuan untuk menguji dan menganalisis bagaimana peran 
Customer Brand Engagement terhadap Brand Satisfaction dan Brand Loyalty 
dengan menggunakan Brand Experience sebagai sarana mediasinya. Objek 
penelitian disini adalah E-wallet Ovo yang merupakan layanan penyedia aplikasi 
E-wallet generasi awal di Indonesia. Jumlah responden dalam penelitian ini 
berjumlah 141 responden dengan menggunakan teknik convenience sampling 
yaitu dengan melihat kemudahan data untuk diambil. Teknik analisis data yang 
digunakan adalah Structural Equation Model (SEM) dengan aplikasi Lisrel. 

Penelitian ini berhasil menunjukkan adanya hubungan positif antara 
Customer Brand Engagement terhadap Brand Experience. Selain itu Brand 
Experience juga memiliki pengaruh positif secara langsung terhadap Brand 
Satisfaction dan Brand Loyalty. Variable Brand Satisfaction juga berpengaruh 
positif secara langsung terhadap Brand Loyalty. Ada juga hubungan tidak 
langsung yang berhasil dibuktikan yaitu Customer Brand Engagement 
berpengaruh secara positif terhadap Brand Satisfaction dan Brand Loyalty melalui 
Brand Experience. 
 
Kata Kunci: Customer Brand Engagement, Brand Experience, Brand   

Satisfaction dan Brand Loyalty 
 
 
 
 
 
 
 
 
 
 
 

 



The Influence of Customer Brand Engagement on Brand 
Satisfaction and Brand Loyalty with Brand Experience  

as a Moderator on E-wallet Ovo at Surabaya 
 

ABSTRACT 
The times that are happening today are the result of the Industrial 

Revolution which has changed a system from manual to digitalization. Currently, 
people's lifestyle has begun to change due to the era of digitalization. This is 
shown by the existence of the community who are starting to make efficiency, 
particularly in the transaction process. The community started to do the cashless 
movement. This movement is what drives the number of E-wallet service 
providers, so that these E-wallet service providers have to compete in building 
more relationships with consumers through the experiences they provide. Each 
experience given will shape consumer satisfaction and loyalty. 

This study aims to examine and analyze the role of Customer Brand 
Engagement on Brand Satisfaction and Brand Loyalty by using Brand Experience 
as a medium of mediation. The research object here is the Ovo E-wallet, which is 
an early generation E-wallet application service provider in Indonesia. The 
number of respondents in this study amounted to 141 respondents using 
convenience sampling technique, namely by looking at the ease of data collection. 
The data analysis technique used is the Structural Equation Model (SEM) with the 
Lisrel application. 

This study succeeded in showing a positive relationship between Customer 
Brand Engagement and Brand Experience. In addition, Brand Experience also has 
a direct positive influence on Brand Satisfaction and Brand Loyalty. Variable 
Brand Satisfaction also has a direct positive effect on Brand Loyalty. There is also 
an indirect relationship that has been proven, namely Customer Brand 
Engagement has a positive effect on Brand Satisfaction and Brand Loyalty 
through Brand Experience. 

 
Keyword : Customer Brand Engagement, Brand Experience, Brand 
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