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ABSTRAK

Aulia Jannatul Hikmah, 2025. Pengaruh Staff’ personal
branding dan Organizational Image terhadap Customer advocacy
behavior melalui Trust pada PT. Borneo Exotic Tour Surabaya.
Skripsi Program Studi Manajemen Dakwah Fakultas Dakwah dan
Komunikasi Universitas Islam Negeri Sunan Ampel Surabaya, di
bawah bimbingan Prof. Imas Maesaroh, Dip.IM-Lib., M.Lib., Ph.D.
dan Dr. H. Ah. Ali Arifin, MM.

Persaingan yang semakin ketat pada Industri perjalanan
umrah menuntut perusahaan tidak hanya meningkatkan kualitas
layanan, tetapi juga mampu membangun kepercayaan dan mendorong
perilaku advokasi pelanggan. Namun, pada praktiknya, Customer
advocacy behavior belum sepenuhnya terbentuk secara optimal
meskipun perusahaan telah berupaya membangun citra organisasi dan
interaksi layanan melalui staf. Penelitian ini bertujuan untuk
menganalisis pengaruh Staff personal branding dan Organizational
Image terhadap Customer advocacy behavior dengan Trust sebagai
variabel mediasi. Penelitian ini menggunakan pendekatan kuantitatif
dengan metode survei terhadap 60 jemaah PT. Borneo Exotic Tour
Surabaya. Data dikumpulkan melalui kuesioner dan dianalisis
menggunakan Partial Least Square—Structural Equation Modeling
(PLS-SEM) dengan bantuan perangkat lunak SmartPLS.

Hasil penelitian menunjukkan-bahwa Staff personal branding
dan Organizational Image = tidak berpengaruh "signifikan secara
langsung ‘terhadap Customer advocacy, behavior. Namun demikian,
kedua variabel tersebut berpengaruh signifikan terhadap 7rust, dan
Trust berpengaruh signifikan terhadap Customer advocacy behavior.
Selain itu, Trust terbukti memediasi pengaruh Organizational Image
terhadap Customer advocacy behavior, tetapi tidak memediasi
pengaruh Staff personal branding terhadap Customer advocacy
behavior. Temuan ini mengindikasikan bahwa penguatan kepercayaan
pelanggan menjadi faktor strategis dalam mendorong perilaku
advokasi jemaah umrah melalui pembentukan citra organisasi yang
positif.

Kata kunci: Staff personal branding, Organizational Image , Trust,
Customer advocacy behavior



Aulia Jannatul Hikmah, 2025. The Influence of Staff Personal
Branding and Organizational Image on Customer Advocacy Behavior
Through Trust at PT. Borneo Exotic Tour Surabaya. Thesis, Da'wah
Management Study Program, Faculty of Da'wah and Communication,
Sunan Ampel State Islamic University, Surabaya, under the guidance
of Prof. Imas Maesaroh, Dip.IM-Lib., M.Lib., Ph.D., and Dr. H. Ah.
Ali Arifin, MM.

The increasingly fierce competition in the Umrah travel
industry requires companies not only to improve service quality but
also to build trust and encourage customer advocacy behavior.
However, in practice, customer advocacy behavior has not been fully
developed optimally despite the company's efforts to build
organizational image and service interactions through staff. This
study aims to analyze the influence of staff personal branding and
organizational image on customer advocacy behavior, with Trust as a
mediating variable. This study uses a quantitative approach with a
survey method of 60 pilgrims of PT. Borneo Exotic Tour Surabaya.
Data were collected through questionnaires and analyzed using
Partial Least Squares—Structural Equation Modeling (PLS-SEM) with
the help of SmartPLS software.

The results showed that staff personal branding and
organizational image did not have a significant direct effect on
customer_advocacy behavior. However, both variables significantly
influenced trust, and trust significantly influenced customer advocacy
behavior. Furthermore, trust mediated the effect of organizational
image on customer advocacy behavior, but did not mediate the effect
of staff personal branding on customer advocacy behavior. These
findings indicate that strengthening customer trust is a strategic factor
in encouraging advocacy behavior among Umrah pilgrims through
the creation of a positive organizational image.

Keywords: Staff’ personal branding, organizational image, trust,
customer advocacy behavior
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