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ABSTRAKSI

Penelitian yang berjudul Analisis Loyalitas Konsumen dengan Pendekatan
Branding Model pada E-Commerce Shopee, dilatarbelakangi oleh kunjungan
konsumen dan top brand index Shopee yang tinggi, namun loyalitas konsumennya
selalu berada di bawah e-commerce lain. Tujuan penelitian ini adalah untuk
menganalisis pengaruh kesadaran merek dan citra merek terhadap kepercayaan
merek (branding model) serta dampaknya terhadap loyalitas konsumen Shopee.
Pendekatan penelitian ini adalah kuantitatif. Pengambilan sampel menggunakan
teknik purposive sampling sebanyak 160 sampel, dan diolah menggunakan SEM
AMOS Versi 24. Hasil penelitian mengungkapkan bahwa citra merek memiliki
pengaruh positif dan signifikan terhadap kepercayaan merek dan loyalitas
konsumen. Namun, kesadaran merek tidak berpengaruh terhadap kedua variabel
tersebut. Kepercayaan merek juga tidak memiliki pengaruh pada loyalitas
konsumen. Selain itu, kepercayaan merek tidak terbukti mampu memediasi
hubungan kesadaran merek dan citra merek dengan loyalitas konsumen.

Kata Kunci: Kesadaran Merek, Citra Merek, Kepercayaan Merek, Loyalitas
Konsumen, E-Commerce Shopee.
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ABSTRACTION

The research entitled Consumer Loyalty Analysis with Branding Model Approach
on Shopee E-Commerce, is motivated by Shopee's high consumer visits and top
brand index, but its consumer loyalty is always below other e-commerce. The
purpose of this study is to analyze the effect of brand awareness and brand image
on brand trust (branding model) and its impact on Shopee consumer loyalty. This
research approach is quantitative. Sampling using purposive sampling technique
of 160 samples, and processed using SEM AMOS Version 24. The results of the
study revealed that brand image has a positive and significant effect on brand trust
and consumer loyalty. However, brand awareness has no effect on both variables.
Brand trust also has no effect on consumer loyalty. In addition, brand trust has not
been proven to be able to mediate the relationship between brand awareness and
brand image with consumer loyalty.

Keywords: Brand Awareness, Brand Image, Brand Trust, Consumer Loyalty,
Shopee E-Commerce.
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