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ABSTRAK

ACind@riagnes Angela / 21120270 / 2016 / Pengaruh Brand Experience terhadap Brand
Loyalty melalui Satisfaction dan Brand Trust pada smartphone iPhone merek Apple /
sPembimbing: Ir. Dergibson Siagian, M.M.

©

9

“Kemajuan teknologi telah membuka banyak peluang baru bagi perusahaan-perusahaan
rguk "apat terus berinovasi terhadap produk baru yang berteknologi canggih dan memiliki
(alitaS yang baik. Salah satu teknologi yang berkembang saat ini adalah alat-alat elektronik,
afah Bhtunya smartphone, dan hampir seluruh orang memiliki smartphone sebagai alat
okci'_fjlu i asi yang mudah dan cepat. Seluruh perusahaan berlomba-lomba untuk
@emgmpertahankan eksistensinya dengan cara meningkatkan loyalitas dari konsumen melalui
:se§|‘ap ﬁengalaman para konsumen dengan merek-merek tertentu. Dari seluruh brand yang ada
zsaat ing' menurut peneliti Apple merupakan salah satu perusahaan yang dapat mempertahankan
ﬁel&ist@sinya, dan hingga saat ini penjualan iPhone merek Apple masih unggul jika
gdigan@'ngkan dengan pesaing. Oleh karena itu, peneliti tertarik untuk melakukan penelitian
“gte‘@tangﬁ'pengaruh Brand Experience terhadap Brand Loyalty melalui Satisfaction dan Brand
ST RSt @da smartphone iPhone merek Apple,

eqas diynbuaw bueae
TR C

e ye

=]
«

ny eAJ

g..Teori yang digunakan untuk mendukung penelitian ini adalah definisi mengenai brand
E,experigme. brand loyalty, satisfaction, dan brand trust. Kemudian didukung oleh hubungan
Sbrand fexperience terhadap satisfaction, brand experience terhadap brand trust, satisfaction
Sterhadgp brand loyalty, brand trust terhadap brand loyalty, dan brand experience terhadap

Ee

sbrand :léoyalty.

w

§ Objek dari penelitian ini adalah iPhone merek Apple. Penelitian ini menggunakan

@Gpogle Forms untuk pengumpulan data kuesioner dan teknik nonprobabilty sampling
sebagai teknik pengambilan sampling,sedangkan teknik pendekatannya menggunakan
j@gement sampling. Dalam penelitian ini pengembangan dan pengujian model serta
pengolahan data menggunakan model persamaan structural (Structural Equation Model)
dalam WarpPLS 4.0
== Output yang dihasilkan WarpPLS 4.0 menunjukan bahwa brand experience
rpengaruh positif dan signifikan terhadap satisfaction, brand experience berpengaruh
itif dan signifikan terhadap brand trust, satisfaction berpengaruh positif dan signifikan
Eerhadap brand loyalty, brand trust berpengaruh positif tetapi tidak signifikan terhadap
nd loyalty, dan brand experience berpengaruh positif dan signifikan terhadap brand
alty.
= Kesimpulan dari penelitian ini adalah semua hipotesis yang telah di teliti terbukti
Mlemiliki pengaruh positif baik secara langsung maupun tidak langsung, tetapi tidak
ua memiliki pengaruh yang signifikan.

:19quWINS ueYINgaAuswW Uep UBYWNIUBIUD
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ABSTRACT

R @indy Triagnes Angela / 21120270/2016 / The influence of Brand Experience toBrand
'c;__oyalt% through Satisfaction and Brand Trust on Apple's iPhone smartphone brand /

aSupenvisor: Ir. Dergibson Siagian, M.M.
©

I

(=

“Advances in technology have opened up many new opportunities for companies to be
alfe té&:continue to innovate the new products are technologically advanced and have good
qualitys One of the technologies developed at this time is the electronic tools, one of them
sraartphones, and nearly all people have a smartphone as a communication tool that is easy
nd fast. Entire companies vying to maintain its existence by increasing the loyalty of
_.LE:tomG_érs through every experience consumers with certain brands. Of the entire existing
:brggLnd,@ccording to investigators Apple is one company that can maintain its existence, and to
oth#s day iPhone sales of Apple's brand is still superior when compared with competitors.
CT@reﬂgre, researchers interested in conducting research on the effect of Brand Experience
cadainsg Brand Loyalty through Satisfaction and Brand Trust on Apple's iPhone smartphone

.
sbignd :
§ =The theories used to support this research is the definition of the brand experience.
~bfand goyalty, satisfaction, and brand trust. Then supported by the experience of the brand
mrelationship satisfaction, brand experience on brand trust, satisfaction on brand loyalty, brand
Strust of brand loyalty, and brand experience on brand loyalty.

nbusw Bued
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nlss nele
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=
;The object of this study is the iPhone the Apple brand. This study uses Google Forms
sfor d&a collection questionnaire and sampling techniques nonprobabilty as sampling
gtechni@es, while the technique of using judgment sampling approach. In this research, the

0
Q

:develo@'ment and testing of models as well as data processing using a structural equation

—

smodeldStructural Equation Model) in WarpPLS 4.0.
(L)

3
g Output generated WarpPLS 4.0 shows that brand experience positive and significant
Simpact on satisfaction, brand experience positive and significant impact on brand trust,
- Ssatisfaction positive and significant impact on brand loyalty, brand trust has positive effect but

2not si@nificant brand loyalty, and brand experience effect positive and significant impact on

edue

D,

Shrandegyalty.

= (=3

§ SThe conclusion of this study is all hypothesis has been thoroughly proven to have a
gpositigl. influence either directly or indirectly, but not all have a significant effect.
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]
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