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DAN KOMUNIKASI YANG DIMEDIASI OLEH CUSTOMER BONDING 

TERHADAP LOYALITAS DI CV. RUMAH LAMONGAN 
 

ANISAH ERNANINGSIH 
NPM: 22061020023 

 
ABSTRAK 

 Penelitian ini bertujuan untuk mengkaji pengaruh media sosial, 
tingkat kepercayaan, dan komunikasi terhadap loyalitas pelanggan 
dengan customer bonding sebagai variabel mediasi. Media sosial 
meningkatkan komunikasi yang efektif dan kepercayaan antara 
perusahaan dan pelanggan, memperkuat loyalitas pelanggan. 
 Customer bonding memperkuat hubungan emosional antara 
pelanggan dan perusahaan, yang pada gilirannya meningkatkan loyalitas. 
Hasil menunjukkan bahwa media sosial, kepercayaan, dan komunikasi 
berpengaruh positif dan signifikan terhadap loyalitas pelanggan melalui 
customer bonding di CV. Rumah Lamongan. 
 Hasil penelitian menyimpulkan bahwa: (1) Media Sosial 
memberikan kontribusi positif terhadap loyalitas, (2) Tingkat kepercayaan 
memberikan kontribusi positif terhadap loyalitas, (3) Komunikasi tidak 
memberikan kontibusi positif terhadap loyalitas, (4) Media Sosial 
berkontribusi terhadap loyalitas melalui customer bonding, (5) Tingkat 
Kepercayaan berkontribusi terhadap loyalitas melalui customer bonding, 
(6) Komunikasi berkontribusi terhadap loyalitas melalui customer bonding. 
Kata Kunci: 
Media Sosial, Tingkat Kepercayaan, Komunikasi, Customer Bonding, 
Loyalitas  
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ANALYSIS OF THE INFLUENCE OF SOCIAL MEDIA, LEVEL OF 
TRUST, AND COMMUNICATION MEDIATED BY CUSTOMER 

BONDING ON LOYALTY AT CV. RUMAH LAMONGAN 
 
 

ANISAH ERNANINGSIH 
NPM: 22061020023 

 
ABSTRACT 

 This study to purpose for examines the influence of social media, 
trust level, and communication on customer loyalty with customer bonding 
as a mediating variable. Social media enhances effective communication 
and trust between the company and its customers, thereby strengthening 
customer loyalty. 
 Customer bonding reinforces the emotional connection between 
customers and the company, which in turn increases loyalty. The results 
indicate that social media, trust, and communication have a positive and 
significant impact on customer loyalty through customer bonding at CV. 
Rumah Lamongan. 
 The research findings conclude that: (1) Social Media positively 
contributes to loyalty, (2) The level of trust positively contributes to loyalty, 
(3) Communication does not positively contribute to loyalty, (4) Social 
Media contributes to loyalty through customer bonding, (5) The level of 
trust contributes to loyalty through customer bonding, (6) Communication 
contributes to loyalty through customer bonding. 
Keywords: 
Social Media, Trust Level, Communication, Customer Bonding, 
Loyalty 

  


