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ABSTRAK

Randy Emmanuel / 28070675 / 2013 / Pengaruh Perceived Quality, Brand Image, Brand Trust,
atethadap Brand Loyalty Apple di Jakarta / Pembimbing: Dr. Bilson Simamora, Ir , M.M.
ca @
%@rkgnb@gan teknologi pada era globalisasi pada saat ini semakin pesat dan mendorong
sefndkin Ketatnya persaingan di berbagai bidang usaha untuk menghasilkan barang dan jasa
%qf'etgt tef@pi mempunyai keunggulan yang lain. Perusahaan-perusahaan di dunia berlomba untuk
fm;gnéiptaﬁan produk yang berbeda dan unik. Salah satu teknologi yang berkembangannya sangat
@@agadaﬂth alat-alat telekomunikasi
x o g— a
@&@i_tiaﬁ-ini bertujuan untuk meneliti pengaruh perceived quality, brand image, brand trust
3e¥ha§ap§brand loyalty Apple di Jakarta. Sampel penelitian ini adalah konsumen yang
gﬁén®un§kan produk Apple di Jakarta. Pengambilan sampel selama periode Juni — Juli 2013.
[-‘,’Téklcﬁlk géngambilan sampel yang akan digunakan adalah teknik Non-Probability Sampling
‘Fehgan ngenggunakan Judgmental/Purposive Sampling yaitu teknik pengambilan sampel dengan
%@tigﬁba@an kriteria tertentu yang telah ditentukan terlebih dahulu oleh peneliti. Teknik
?I’g':l“%is data untuk menguji masing-masing variabel dan pengujian hipotesis melalui Model
.:ngsamac' Struktural (SEM) menggunakan metode Linear Structural Relationship (Lisrel)
@mélalui sftware Lisrel 8.8.

& =

?éwlitial;ini menghasilkan temuan bahwa perceived quality berpengaruh secara signifikan
Jeghadap Eorand loyalty, brand image berpengaruh secara signifikan terhadap brand loyalty,
goﬁlnd trust tidak berpengaruh secara signifikan terhadap brand loyalty, perceived quality
%é)rpengagjh secara signifikan terhadap brand image dan brand image tidak berpengaruh secara
n%iénifikaug?_terhadap brand trust.
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Pgda penelitian ini menemukan bahwa brand image berpengaruh tidak signifikan. Sementara

asil ini berbeda dari penelitian Chintya Dewi (2009) yang menemukan brand image memiliki
“habungamryang kuat, searah dan signifikan terhadap brand trust. Diharapkan kepada penelitian
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ABSTRACT

©®

andy Egimanuel / 28070675/2013 / Effect of Perceived Quality, Brand Image, Brand Trust,
nd Lq’,f(alty against Apple in Jakarta / Advisor: Dr. Bilson Simamora, Ir, M.M.

H
L

hﬂoléical development in the era of globalization in today's increasingly rapid and
ﬁTagmg increased competition in various fields of business to produce goods and services
-semil&k but have different advantages. The companies in the world are racing to create
@nt%d unique product. One technology that is rapidly berkembangannya
@mrﬂmlcatlons equipment

D— 3

|Q§tud§ aims to investigate the influence of perceived quality, brand image, brand trust on
fane:loyalty Apple in Jakarta. Samples of this study is that consumers who use Apple products
ﬁarta?Sampllng during the period June-July 2013. Sampling technique that will be used is
§n§3rolﬁblllty Sampling technique using judgmental / purposive sampling is a sampling
eghrgqueaywth consideration of certain criteria that have been determined in advance by the
eSe ﬁther Data analysis techniques to examine each of the variables and testing hypothesis
hﬂ_’,oagh Structural Equation Model (SEM) using the method of Linear Structural Relationship
rel) tﬁ'fough Lisrel 8.8 software.
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resegch resulted in findings that the perceived quality significantly influence brand loyalty,
d im&ge significantly influence brand loyalty, brand trust does not significantly affect the
nd loyalty, perceived quality significantly affect the brand image and brand image does not
nlflcaﬁﬂy affect the brand trust.

_u|ad
ugbe: epIul

rﬁu e

his stu-'dy found that the effect was not significant brand image. While these results differ
stucﬁes Chintya Goddess (2009) who found the brand image have a strong relationship,
ect and significant impact on brand trust. It is expected to examine the following research of
problem.
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