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ABSTRAK 

 

Pouline Augusti Pratiwi / 61190432 / 2023 / Pengaruh Personal Branding dan Citra 
Merek Grup K-Pop Terhadap Loyalitas Penggemar NCTzen di Jakarta Pusat / 
Pembimbing: Dr. Drs. Tony Sitinjak, M.M. 
 

Kemajuan teknologi mendorong masuknya banyak budaya popular dari seluruh 
dunia, seperti budaya pop Korea Selatan atau Hallyu. Korea memiliki industri musik terbesar 
keenam di dunia yang menciptakan merek nasional yang mendunia dan sumber pendapatan 
yang vital bagi perekonomian Korea. Indonesia menjadi pasar yang sangat potensial bagi 
industri dan budaya Korea. Personal branding dan citra merek yang dibangun NCT, 
disalurkan melalui media digital sehingga dapat terhubung dan dekat dengan penggemarnya 
yaitu NCTzen khususnya di Indonesia hingga mencapai loyalitas penggemar.  

 
Teori mendasar dalam penelitian ini adalah Personal Branding, Citra Merek, dan 

Loyalitas Penggemar pada grup k-pop NCT. Penelitian ini menggunakan grand teori 
komunikasi persuasif.  

 
Teknik pengambilan sampel penelitian ini adalah non-probability sampling melalui 

Judgmental Sampling, dengan sample sebanyak 150 responden. Teknik analisis data yang 
digunakan uji validitas, uji reliabilitas, analisis deskriptif, uji normalitas, uji 
multikolinieritas, uji heteroskedastisitas, analisis regresi ganda. uji – F, uji – t, dan koefisien 
determinasi (R2). Data diolah menggunakan SPSS 25. 

 
Temuan pada penelitian ini adalah variabel Personal Branding berpengaruh positif 

secara signifikan terhadap Loyalitas Penggemar. Variabel Citra Merek berpengaruh positif 
secara signifikan terhadap Loyalitas Penggemar. 

 
Kesimpulan pada penelitian ini adalah variabel personal branding dan citra merek 

sangat mempengaruhi loyalitas penggemar grup K-Pop NCT yang sangat fokus kepada masa 
depan keberlangsungan fandom. 
 
 
 
 
 
 
 
Kata Kunci: Personal Branding, Citra Merek, Loyalitas Penggemar 
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ABSTRACT 

 

Pouline Augusti Pratiwi / 61190432 / 2023 / The Influence of Personal Branding and 
Brand Image of K-Pop Groups on the Loyalty of NCTzen Fans in Central Jakarta / 
Advisor: Dr. Drs. Tony Sitinjak, M.M. 
 
Technological advances prompted the entry of many popular cultures from around the 
world, such as South Korean pop culture or Hallyu. Korea has the sixth largest music 
industry in the world that creates a worldwide national brand and a vital source of revenue 
for the Korean economy. Indonesia is a very potential market for Korean industry and 
culture. Personal branding and brand image built by NCT, is distributed through digital 
media so that it can connect and be close to its fans, namely NCTzen, especially in Indonesia, 
to achieve fan loyalty. 
  
The fundamental theories in this study are Personal Branding, Brand Image, and Fan 
Loyalty to the k-pop group NCT. This study used grand theory of persuasive communication. 
  
The sampling technique for this study is non-probability sampling through Judgmental 
Sampling, with a sample of 150 respondents. Data analysis techniques used validity tests, 
reliability tests, descriptive analysis, normality tests, multicollinearity tests, 
heteroscedasticity tests, multiple regression analysis. F test, t test, and coefficient of 
determination (R2). Data is processed using SPSS 25. 
  
The findings of this research was that the Personal Branding variable had a significant 
positive effect on Fan Loyalty. The Brand Image variable had a significant positive effect on 
Fan Loyalty. 
 
The conclusion of this research was that personal branding and brand image variables 
greatly affect the loyalty of K-Pop NCT group fans who are very focused on the future of 
fandom sustainability. 
 

 

 

 

Keywords: Personal Branding, Brand Image, Fan Loyalty 
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