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ABSTRAK 

Nida Fazriyati Yamin/21120487/2016/Pengaruh Brand Experience Terhadap Behavioral 

Loyalty Melalui Brand Trust Di Restoran Bandar Djakarta Ancol/Pembimbing: DR. Tony 

Sitinjak, M.M.dx 

Perkembangan industri makanan di  Indonesia, semakin dinamis dan inovatif. Salah 

satu makanan yang banyak digemari orang Indonesia adalah makanan laut atau biasa disebut 

seafood. Di Jakarta terdapat banyak restoran yang menyediakan menu makanan laut atau 

seafood. Bandar Djakarta Ancol adalah salah satu restoran seafood yang memberikan 

pengalaman yang berbeda. Pengalaman terhadap merek dapat membangun loyalitas melalui 

kepercayaan terhadap merek. 

Teori yang digunakan untuk mendukung penelitian ini adalah definisi dari brand 

experience, brand trust, dan behavioral loyalty beserta dengan indikator – indikatornya. 

Kemudian didukung dengan teori mengenai hubungan antara brand experience dengan 

behavioral loyalty, brand experience dengan brand trust, serta brand trust dengan behavioral 

loyalty 

Objek penelitian ini adalah brand experience, brand trust and behavioral loyalty, di 

restoran  Bandar Djakarta Ancol dengan 155 responden. Responden penelitian ini adalah 

orang yang pernah mengunjungi dan makan di Bandar Djakarta Ancol. Penelitian ini 

menggunakan penelitian kausal dengan menggunakan kuesioner untuk pengumpulan data. 

Prosedur yang digunakan untuk pengujian model dan pengolahan data adalah model 

persamaan SEM (Structural Equation Model) dengan menggunakan LISREL 8.80. 

Hasil penelitian ini menunjukan setiap indikator dari brand experience, brand trust 

dan behavioral loyalty adalah valid dan reliable. Restoran Bandar Djakarta Ancol 

memberikan pengalaman yang membuat konsumen menjadi percaya terhadap merek dan 

berdampak positif pada loyalitas konsumen. Output yang dihasilkan LISREL 8.80 

menunjukan  brand experience terhadap behavioral loyalty berpengaruh signifikan dengan 

koefisien positif, brand experience terhadap brand trust berpengaruh signifikan dengan 

koefisien positif, brand trust terhadap behavioral loyalty berpengaruh signifikan dengan 

koefisien positif, kemudian brand experience terhadap behavioral loyalty melalui brand trust 

berpengaruh positif dengan koefisien positif. 

Kesimpulan dari penelitian ini adalah brand experience berpengaruh positif dan 

signifikan terhadap behavioral loyalty, brand experience berpengaruh positif dan signifikan 

terhadap brand trust, brand trust berpengaruh positif dan signifikan terhadap behavioral 

loyalty, dan brand experience berpengaruh positif dan signifikan terhadap behavioral loyalty 

melalui brand trust. 
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ABSTRACT 

Nida Fazriyati Yamin/21120487/2016/Brand Experience Influnce To Behavioral Loyalty 

Through Brand Trust In Restaurant Bandar Djakarta Ancol/Advisor: DR. Tony Sitinjak, 

M.M. 

The development of the food industry in Indonesia, more dynamic and innovative. One 

of the most food that indonesian peole liked is seafood. Besides yummy, because it has a high 

protein. In Jakarta there are many restaurants that serve seafood menu. Bandar Djakarta 

Ancol is one of the seafood restaurants that provide a different experience. The experience of 

the brand can build loyalty through trust in the brand. 

The theory is used to supported the research is the definition of brand experience 

brand trust, and behavioral loyalty along with the indicators. An then this research also 

supported by theory of the relationship between,  brand experience with behavioral loyalty, 

brand experience with brand trust, and brand trust with behavioral loyalty. 

The object of this research is the brand experience, brand trust and behavioral 

loyalty, at the restaurant Bandar Djakarta Ancol with 155 respondenst. Respondents are 

people who has experience and visit also tasted menu at restaurant Bandar Djakarta Ancol.   

This research uses causal research using questionnaires for data collection. The procedure 

used to test the model and the data processing is the equation model SEM (Structural 

Equation Model) using 8.80 LISREL. 

The results of of this research shows every indicator of brand experience, brand trust 

and behavioral loyalty is valid and reliable. Restaurant Bandar Djakarta provide experiences 

that enable consumers to have trust in brand and a positive impact on customer loyalty. 

Output generated by LISREL 8.80 shows the brand experience to behavioral loyalty 

significant influence with a positive coefficient, brand experience to brand trust have 

significant influence with a positive coefficient, brand trust on behavioral loyalty significant 

influence with a positive coefficient, then the brand experience to behavioral loyalty through 

brand trust influential positive with a positive coefficient. 

The summary of the research shown that brand experience has positive influence and 

significant to behavioral loyalty. Brand experience has positive influence and significant to 

brand trust. Brand trust has positive influence and significant to brand trust and brand 

experience has positive influence and significant to behavioral lotalty through brand trust as 

variable mediator. 
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