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ABSTRAK

Penelitian ini dilatar belakangi oleh perkembangan bisnis transportasi,
terkhusus jalur udara yang masih dibutuhkan oleh masyarakat Indonesia.
Fenomena ini ditandai dengan banyaknya jasa penerbangan seperti Garuda
Indonesia, Lion Air, Citilink, Sriwijaya Air, Batik Air dan sebagainya. Lion Air
menjadi salah satu maskapai dengan menawarkan tarif rendah (low cost) yang
paling diminati masyarakat, terbukti dengan Top Brand Index 2012-2016 dengan
posisi kedua setelah Garuda Indonesia. Akan tetapi pada data lalu lintas
penumpang sempat terjadi fluktuasi tahun 2012-2016 dan terakhir terjadi
penurunan jumlah penumpang di Kota Semarang pada tahun 2016.

Penelitian ini bertujuan untuk mengetahui pengaruh brand experience dan
brand image terhadap brand loyalty melalui brand trust sebagai variabel
intervening maskapai lion air. Tipe penelitian ini adalah merupakan penelitian
penjelasan (explanatory research), dengan teknik pengambilan sampel
menggunakan teknik purposive sampling. Sampel dalam penelitian ini berjumlah
112 responden yang merupakan pengguna jasa maskapai lion air yang berada di
Kota Semarang. Teknik pengumpulan data dalam penelitian ini melalui kuesioner.

Penelitian ini menggunakan teknik analisis kualitatif dan kuantitatif.
Analisis kuantitatif menggunakan uji validitas, uji reliabilitas, koefisien korelasi,
analisis regresi sederhana dan berganda, koefisien determinasi, uji signifikansi, uji
sobel dan diuji menggunakan SPSS for Windows.

Hasil dari penelitian ini menunjukan bahwa terdapat pengaruh positif
brand experience terhadap brand trust, terdapat pengaruh posiitif brand image
terhadap brand trust, terdapat pengaruh positif brand experience terhadap brand
loyalty, terdapat pengaruh positif brand image terhadap brand loyalty, terdapat
pengaruh positif brand trust terhadap brand loyalty, terdapat pengaruh positif
brand experience terhadap brand loyalty melalui brand trust sebagai variabel
intervening, dan juga terdapat pengaruh positif brand image terhadap brand
loyalty melalui brand trust sebagai variabel intervening.

Kata kunci : Brand Experience, Brand Image, Brand Trust, Brand Loyalty.
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ABSTRACT

This research caused by the development of business transporting ,
especially the air line route who that they are still needed by the community in
Indonesia . This phenomenon characterized by abundance flight services as
garuda indonesia, lion air, citilink, sriwijaya air, batik air and many more. Lion
Air became one of the airline by offering low cost and most attractive to the
community , has been proven by top brand index 2012-2016 to the second position
after garuda indonesia. However, there were fluctuations on 2012-2016 and last
year a decline in the number of passengers in Kota Semarang on 2016 .

This research aims to determine the effect of brand experience and brand
image on brand loyalty through brand trust as intervening variable of lion air
airline. The type of this research is explanatory research, with data collection
techniques through The questionnaire. Using the technique of sampling with
purposive sampling. Sample in this research were 112 respondent consists of Lion
Air Airline Users in Kota Semarang. The Technique to collect data in this
research through the questionnaire.

This research use qualitative analysis technique and quantitative analysis
technique. Quantitative analysis use validity test, realibility test, correlation
coefficient, simple and multiple regression analysis, determination coefficient,
signification test that Being tested use SPSS for Windows.

The results showed that there are positive effect of brand experience to
brand trust, positive effect of brand image to brand trust, positive effect of brand
experience to brand loyalty, positive effect of brand image to brand loyalty,
positive effect of brand trust to brand loyalty, positive effect of brand experience
to brand loyalty through brand trust as intervening variable, and positive effect of
brand image to brand loyalty through brand trust as intervening variable.

Keywords : brand experience, brand image, brand trust, brand loyalty.
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