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ABSTRAKSI

Penelitian ini bertujuan untuk mengetahui pengaruh brand love, brand trust dan
brand satisfaction terhadap brand loyalty melalui brand relationship sebagai
variable intervening ( Studi Pengguna Smarthphone Xiaomi di Kota Kudus ).
Pada penelitian ini menggunakan sampel sebanyak 192 responden yang
merupakan masyarakat pengguna smarthphone xiaomi di Kota Kudus. Penelitian
ini menggunakan analisis deskriptif menggunakan teknik analisis data SEM
( Structural Equation Modeling ), dengan AMOS 24.0. Metode pengambilan
sampel dalam penelitian ini adalah purposive sampling dimana desain terbatas
untuk orang – orang spesifik yang dapat memberikan informasi. Hasil penelitian
ini menunjukan brand love, brand trust, brand satisfaction berpengaruh positif
terhadap brand relationship, brand relationship dan brand love berpengaruh positif
terhadap brand loyalty, brand trust dan brand satisfaction tidak berpengaruh
signifikan terhadap brand loyalty. Sedangkan brand trust dan brand satisfaction
tidak berpengaruh signifikan terhadap brand loyalty melalui brand relationship
sebagai variable intervening.

Kata kunci :brand love, brand trust, brand satisfaction, brand loyalty, brand
relationship.
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ABSTRACT

This study aims to determine the effect of brand love, brand trust and brand
satisfaction on brand loyalty through brand relationship as intervening variable
(study on xiaomi user in Kudus City. In this study, a sample of 192 respondents
was use smarthphone xiaomi in Kudus City. This study used descriptive analysis
using SEM ( Structural Equation Modeling ), using program AMOS 24.0. The
sampling menthod in the research is purposive sampling, the design was limited
specific people who could provide information. The results of this study brand
love, brand trust, and brand satisfaction have a positive effect on brand loyalty,
brand relationship and brand love have a positive effect on brand loyalty, brand
trust and brand satisfaction no have significant effect on brand loyalty. While
brand trust and brand satisfaction have no significant effect on brand loyalty
through brand relationship as a intervening variable.

Keyword : brand love, brand trust, brand satisfaction, brand loyalty, brand
relationship.
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