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PENGARUH IKLAN DAN PENGGUNAAN TIKTOK AFFILIATE
TERHADAP LOYALITAS MEREK TUPPERWARE
PADA GENERASI Z
(Studi pada Pengguna Tupperware)
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Universitas Muhammadiyah Malang
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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh iklan dan penggunaan TikTok
affiliate secara parsial dan simultan terhadap loyalitas merek Tupperware. Metode
penelitian yang digunakan adalah jenis eksplanatory resesearch dengan pendekatan
kuantitatif dengan mengukumpulkan data angket melalui skala Likert.  Teknik
analisis data yang digunakan yaitu analisis regresi linear berganda. Hasil analisis
dalam penelitian ini menunjukkan bahwa iklan dan penggunaan TikTok affiliate
berpengaruh signifikan secara parsial dan simultan terhadap loyalitas merek
Tupperware dengan koefisien regresi bernilai-positif pada iklan dan TikTok affiliate
terhadap loyalitas merek, hasil koefsien determinasi menunjukkan bahwa iklan dan
TikTok affiliate terhadap loyalitas merek memiliki kontribusi sebesar 51,5%.

Kata kunci: Iklan, TikTok affililate, Loyalitas Merek
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THE INFLUENCE OF ADVERTISING AND USE OF TIKTOK
AFFILIATES ON TUPPERWARE BRAND LOYALTY
(Study on Tupperware Users)

!Aditya Mahendra

Study Program of Management Faculty of Economics and Business
University of Muhammadiyah Malang
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ABSTRACT

This research aims to determine the partial and simultaneous influence of
advertising and the use of Tiktok affiliates on Tupperware brand loyalty. The
research method used is explanatory research with a quantitative approach by
collecting questionnaire data using a Likert scale. The data analysis technique used
is multiple linear regression analysis. The results of the analysis in this study show
that-advertising and the use of TikTok affiliates have a significant partial and
simultaneous effect on Tupperware brand loyalty. with a positive regression
coefficient for advertising and TikTok affiliates on brand loyalty. The results of the
coefficient of determination show that advertising and TikTok affiliates have a
contribution to brand loyalty. amounting to 51,5%.

Keywords: Advertising, TikTok affiliate, Brand Loyalty
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