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Pengaruh Brand Experience, Brand Trust, dan Brand Innovation terhadap
Brand Loyalty melalui Brand Satisfaction pada Pelanggan MS Glow di Kudus
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ABSTRAK

Tujuan penelitian ini adalah menganalisis pengaruh brand experience,
brand trust, dan brand innovation terhadap brand loyalty melalui brand
satisfaction pada pelanggan MS Glow di Kudus. Pendekatan yang digunakan
dalam penelitian ini adalah pendekatan kuantitatif. Sampel adalah pelanggan yang
menggunakan produk MS Glow di Kudus yang berjumlah 150 responden dan
pengambilan sampel menggunakan purposive sampling. Teknik pengumpulan
data menggunakan metode kuesioner. Teknik analisis data menggunakan analisis
structural equation model (SEM). Hasil penelitian menunjukkan bahwa brand
experience tidak berpengaruh terhadap brand satisfaction pada pelanggan MS
Glow di Kudus. Brand trust tidak berpengaruh terhadap brand satisfaction pada
pelanggan MS Glow di Kudus. Brand innovation tidak berpengaruh terhadap
brand satisfaction pada pelanggan MS Glow di Kudus. Brand experience
berpengaruh positif dan signifikan terhadap brand loyalty pada pelanggan MS
Glow di Kudus. Brand trust berpengaruh positif dan signifikan terhadap brand
loyalty pada pelanggan MS Glow di Kudus. Brand innovation berpengaruh positif
dan signifikan terhadap brand loyalty pelanggan MS Glow di Kudus. Brand
satisfaction berpengaruh positif dan signifikan terhadap brand loyalty pelanggan
MS Glow di Kudus. Brand experience tidak berpengaruh terhadap brand loyalty
melalui brand satisfaction pelanggan MS Glow di Kudus. Brand trust tidak
berpengaruh terhadap brand loyalty melalui brand satisfaction pelanggan MS
Glow di Kudus. Brand innovation tidak berpengaruh terhadap brand loyalty
melalui brand satisfaction pelanggan MS Glow di Kudus.

Kata Kunci :Brand Experience, Brand Trust, Brand Innovation, Brand
Satisfaction, Brand Loyalty.
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The Influence of Brand Experience, Brand Trust, and Brand Innovation on
Brand Loyalty through Brand Satisfaction among MS Glow Customers in
Kudus
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ABSTRACT

The aim of this research is to analyze the influence of brand experience,
brand trust, and brand innovation on brand loyalty through brand satisfaction
among MS Glow customers in Kudus. The approach used in this research is a
quantitative approach. The sample was customers who used MS Glow products in
Kudus, totaling 150 respondents and sampling used purposive sampling. The data
collection technique uses a questionnaire method. The data analysis technique
uses structural equation model (SEM) analysis. The research results show that
brand experience has no effect on brand satisfaction among MS Glow customers
in Kudus. Brand trust has no effect on brand satisfaction among MS Glow
customers in Kudus. Brand innovation has no effect on brand satisfaction among
MS Glow customers in Kudus. Brand experience has a positive and significant
effect on brand loyalty among MS Glow customers in Kudus. Brand trust has a
positive and significant effect on brand loyalty among MS Glow customers in
Kudus. Brand innovation has a positive and significant effect on brand loyalty of
MS Glow customers in Kudus. Brand satisfaction has a positive and significant
effect on brand loyalty of MS Glow customers in Kudus. Brand experience does
not have a effect on brand loyalty through brand satisfaction of MS Glow
customers in Kudus. Brand trust does not have a effect on brand loyalty through
brand satisfaction of MS Glow customers in Kudus. Brand innovation does not
have a effect on brand loyalty through brand satisfaction of MS Glow customers
in Kudus.

Keywords: Brand Experience, Brand Trust, Brand Innovation, Brand
Satisfaction, Brand Loyalty.
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