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INTISARI

Tujuan dalam penelitian ini adalah untuk menguji pengaruh brand image dan
brand experience terhadap brand loyalty, baik pengaruhnya secara langsung maupun
melalui brand satisfaction dan brand experience pada perusahaan Go-Jek

Jumlah sampel yang digunakan berjumlah 250 orang, dan Teknik
pengambilan data menggunakan purposive sampling. Pengumpulan menggunakan
kuesioner yang dibagikan secara langsung, serta skala yang digunakan adalah skala
Likers 5 point. Program yang digunakan adalah SEM

Hasil penelitian ini menunjukan bahwa brand image dan brand experience
berpengaruh positif terhadap brand satisfaction, brand trust dan bran loyalty, serta
brand satisfaction dan bran trust berpengaruh positif pada brand loyalty.

Kata Kunci: Brand Image, brand experience, brand trust, brand satisfaction,
brand loyalty, SEM
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Abstract

The purpose of this study is to examine the effect of brand image and brand
experience on brand loyalty, both its effect directly and through brand satisfaction
and brand experience in the Go-Jek company.

The number of samples used for 250 people, and the data collection technique used
purposive sampling. The collection uses questionnaires that are distributed directly,
and the scale used isthe 5 point Likers scale. The program used is SEM

The results of this study indicate that brand image and brand experience have a
positive effect on brand satisfaction, brand trust and bran loyalty, and brand
satisfaction and brand trust have a positive effect on brand loyalty.

Keywords: Brand Image, brand experience, brand trust, brand satisfaction, brand
loyalty, SEM
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