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ABSTRAK

Penelitian ini bertujuan untuk meneliti pengaruh brand experience terhadap
brand loyalty, brand love, brand trust, dan brand prestige. Pada penelitian ini,
peneliti memilih pengguna iPhone di Indonesia sebagai objek penelitian. Penelitian
ini dilakukan dengan pendekatan kuantitatif dengan survei. Data pada penelitian ini
diraih melalui penyebaran kuesioner secara online melalui Google Form kepada
responden berupa pengguna iPhone yang sedang menggunakan dan pernah
melakukan pembelian kembali produk iPhone. Masing- masing variabel
menggunakan tiga hingga lima indikator yang diukur menggunakan skala likert
lima poin. Melalui survey tersebut, terdapat 324 responden dengan 300 responden
yang dapat diolah lebih lanjut untuk ditabulasi dan dianalisis menggunakan SEM
dengan software SmartPLS 3.0. hasil penelitian menunjukkan bahwa brand
experience memiliki pengaruh langsung terhadap brand loyalty, selain itu brand
experience juga memiliki pengaruh positif terhadap brand love, brand trust dan
brand prestige. Kemudian brand love, brand trust dan brand prestige memiliki

pengaruh positif terhadap brand loyalty.

Kata Kunci : brand experience, brand love, brand trust, brand prestige, brand

loyalty, iPhone, SEM-PLS.
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ABSTRACT

This study examined the effect of brand experience to brand loyalty brand
love, brand trust, and brand prestige. This research chose iPhone user in Indonesia
as research object. This research was conducted using quantitave approach with
survey. Tha data was obtained from questionnaire distributed using google form to
respondent who has ever repurchasing iphone product and is currently using it.
Each variable consist of three to five indicator that were measured using 5 points
Likert Scale. From 324 respondent, 300 was eligible, and was proceed and
analyzed using SEM data testing techniques on SmartPLS 3.0 software. This study
found that brand experience has direct effect on brand loyalty, and then brand
experience has positive effect on brand love, brand trust, and brand prestige. It was
also found that brand love, brand trust, and brand prestige have positive effect on

brand loyalty.

Keyword : brand experience, brand love, brand trust, brand prestige, brand

loyalty, iPhone, SEM-PLS.
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