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ABSTRAK

g]_:erry Hendrawan / 28090413 / 2014 / Pengaruh Brand Experience terhadap Behavioral
oLoyalty. dan Attitudinal Loyalty melalui Brand Image jam tangan Alexandre Christie di

Q

=Jakarta'Barat / Dosen Pembimbing : Bapak Agus Salim, SE.MBA.MM.

DPésaingan di Industri aksesoris Fashion khususnya jam tangan semakin ramai pada saat

=ini; membuat beberapa perusahaan berlomba-lomba untuk membuat desain model dan
cfungsignal yang berbeda dengan pesaing. Perusahaan jam tangan berusaha untuk
2membérikan pengalaman dalam segi kualitas dan model produk yang berbeda dengan

:pe%aingnya, dari pengalaman konsumen akan penggunaan suatu merek akan menciptakan
afst@tu ¢itra terhadap produk tersebut.

c
n 2
@D

dnnbusw

ge

eib
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mln?fprnafional melakukan diferensiasi pada produk dari segi kualitas, model , fungsional dan
$ejrupaya untuk menjadi market leader jam tangan kelas menengah.

;Penelitian ini dilakukan untuk menguji bagaimana pengaruh brand experience terhadap

sbehavigral loyalty dan attitudinal loyalty melalui brand image. Objek penelitian ini adalah
‘Tjam tangan Alexandre Christie. Metode penelitian yang digunakan dalam penelitian ini
%aitu metode deskriptif, dengan menyebarkan kuisioner kepada 110 responden yang
épernah membeli dan menggunakan jam tangan Alexandre Christie di Jakarta barat. Teknik
ganalisis data untuk menguji masing-masing variable dan pengujian hipotesis melalui model
Zpersanmiaan Struktural (SEM) menggunakan metode Linear Struktural Relationship ( Lisrel

5) melalui software Lisrel 8.50.

-]

ZPenelitian ini menemukan bahwa indikator yang digunakan untuk mengukur variabel
%brandfexperience, brand image, behavioral loyalty , dan attitudinal loyalty adalah valid,
greliabel, dan signifikan berpengaruh. Pada penelitian ini brand image paling kuat
dipengaruhi secara langsung oleh brand experience.

uey

%UHS

enelitian ini memberikan kesimpulan bahwa brand experience berpengaruh secara
“langseing terhadap behavioral loyalty, brand experience berpengaruh secara langsung
terhad—ap attitudinal loyalty, brand experience berpengaruh langsung terhadap brand
imageéy brand image berpengaruh langsung terhadap behavioral loyalty, brand image
berpengaruh langsung terhadap attitudinal loyalty, brand experience berpengaruh secara
tidak dangsung terhadap behavioral loyalty melalui brand image, dan brand experience
berpengaruh secara tidak langsung terhadap attitudinal loyalty melalui brand image.

B
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ABSTRACT

gFerry Hendrawan / 28090413/ 2014 / The Effect of Brand Experience to Behavioral
gLoyaIty and Attitudinal Loyalty through Brand Image Alexandre Christie watch in West
2Jakarta / Advisor : Agus Salim , SE.MBA.MM.

3 =
gCQImpetition in the Industry Fashion accessories especially watches getting crowded at the

(o]

T%méjment , making some companies are racing to create functional designs and different
ém@dels with competitors . Watch company strives to provide experience in terms of quality
Zard different product models by competitors , consumers will experience the use of a brand
%wﬁ] create an image of the product .

Q

ﬁGgen 4 positive image in the minds of consumers can lead to behavioral and attitudinal
%ogalty'. Alexandre Christie watches as International watch company to differentiate the

C

Spreduct in terms of quality, style , functional and strives to be the market leader watches
Smiddlesclass .

< 3 —
L Qa

This research was conducted to examine how the effect of brand experience on behavioral
sloyaltygand attitudinal loyalty through brand image . Object of this study is Alexandre

oChristie watch . The method used in this research is descriptive method , by distributing

T,

Squestionnaires to 110 respondents who have bought and used watches Alexandre Christie
%in West Jakarta . Data analysis techniques to test each variable and testing hypotheses
Q;}through structural equation modeling ( SEM ) using the method of Linear Structural

%Relationship (Lisrel ) via software Lisrel 8.50.

%;This research found that the indicators used to measure the variables of brand experience ,
Sbrand image , behavioral loyalty and attitudinal loyalty is a valid , reliable , and
=significantly influential . In this study, the most powerful brand image is influenced directly
éby thezbrand experience .

§I’his Eesearch would result in the conclusion that brand experience directly affect
vbehavigral loyalty , brand experience directly affect attitudinal loyalty , brand experience
=directly affect brand image , brand image directly affect behavioral loyalty , brand image
%)directly affect attitudinal loyalty , brand experience affects indirectly to behavioral loyalty
through brand image , and brand experience indirect affect on attitudinal loyalty through

brand=image .
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