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ABSTRAK 

Aprilia Nisa’ul Magfiroh, 22042010040, Pengaruh Online Customer Review 

dan Service Quality terhadap Customer Loyalty dengan Trust sebagai Variabel 

Mediasi pada Mecimapro (Studi pada Konser DAY6 di Jakarta) 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh online 

customer review dan service quality terhadap customer loyalty dengan trust sebagai 

variabel mediasi pada Mecimapro sebagai promotor (studi pada konser DAY6 di 

Jakarta). Penelitian ini merupakan penelitian eksplanatori dengan metode penelitian 

kuantitatif. Sampel penelitian ini berjumlah 100 responden, yang ditentukan dengan 

teknik purposive sampling. Data dianalisis menggunakan teknik pendekatan PLS-

SEM dengan bantuan SmartPLS. Hasil penelitian ini menunjukkan bahwa online 

customer review berpengaruh positif namun tidak signifikan terhadap trust dan 

customer loyalty. Sebaliknya, service quality berpengaruh positif dan signifikan 

terhadap trust dan customer loyalty. Trust berpengaruh positif dan signifikan 

terhadap customer loyalty. Selain itu, trust tidak memediasi pengaruh online 

customer review terhadap customer loyalty, namun memediasi secara signifikan 

pengaruh service quality terhadap customer loyalty. Hasil dari penelitian ini 

menunjukkan bahwa dalam industri promotor konser, service quality memiliki 

peran yang dominan dalam menciptakan trust dan customer loyalty daripada online 

customer review. 

Kata Kunci: Online Customer Review, Service Quality, Trust, Customer Loyalty 
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ABSTRACT 

Aprilia Nisa’ul Magfiroh, 22042010040, The Effect of Online Customer Review 

and Service Quality on Customer Loyalty using Trust as A Mediating Variable at 

Mecimapro (A Study of The DAY6 Concert in Jakarta) 

The purpose of this study is to investigate and assess the impact of online customer 

reviews and service quality on customer loyalty using trust as a mediating variable 

at Mecimapro, a concert promoter (a study on the DAY6 concert in Jakarta). The 

research is an explanatory research type using a quantitative methodology. One 

hundred responders were chosen for the sample by purposive sampling. SmartPLS 

was used to assist in the analysis of data using the PLS-SEM technique. The findings 

show that online customer reviews have a positive but insignificant impact on trust 

and loyalty. In contrast, service quality has a positive and significant impact on 

trust and customer loyalty. Trust has a positive and significant impact on customer 

loyalty. Furthermore, while trust does not mediate the association between online 

customer reviews and customer loyalty, it does mediate the relationship between 

service quality and customer loyalty. These findings imply that in the concert 

marketing industry, service quality is more important than online customer reviews 

in terms of developing trust and loyalty. 

Keywords: Online customer review, Service quality, Trust, Customer Loyalty 

 


