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EMOTIONAL BRANDING, NILAI PELANGGAN DAN CITRA MEREK
TERHADAP LOYALITAS PELANGGAN MELALUI KEPUASAAN
PELANGGAN
(Study Nevada Matahari Purwokerto)
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ABSTRAK

Penelitian ini bertujuan untuk menganalisis Emotional branding, nilai
pelanggan dan citra merek terhadap loyalitas pelanggan melalui kepuasan pelangan.
Subjek pada penelitian ini adalah Matahari Departemen Store Purwokerto. Populasi
dalam penelitian ini adalah mahasiswa dan masyarakat umum. Pemilihan sample
dalam penelitian ini dilakukan dengan purposive sampling. Berdasarkan Kriteria,
didapatkan sebanyak 100 responden yang menjadi sample. Metode penelitian yang
digunakan dalam penelitian ini yaitu uji instrument, uji asumsi klasik, analisis regresi
berganda, kecocokan model, uji hipotesis dan uji sobel. Hasil penelitian menunjukan
bahwa Emotional branding, nilai pelanggan dan citra merek terhadap kepuasan
pelangan berpengaruh positif dan signifikan terhadap kepuasaan pelanggan. Hasil
analisis simultan Emotional branding, nilai pelanggan, citra merek dan kepuasan
pelangan berpengaruh positif dan signifikan terhadap loyalitas pelanggan, dengan
variabilitas 64,1%, kepuasaan pelanggan tidak mampu memediasi variable bebas
terhadap loyalitas pelanggan.

Kata kunci : Emotional branding, nilai pelanggan dan citra merek terhadap
loyalitas pelanggan melalui kepuasan pelangan
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Herni Justiana Astuti2
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ABSTRAK

This study aims to analyse Emotional branding, customer value and brand
image of customer loyalty through customer satisfaction. The subject of this research
iIs Matahari Department Store, Purwokerto. The population in this study were
students and the general public. The sample selection in this study was conducted by
purposive sampling. Based on the criteria, as many as 100 respondents were
sampled. The research methods used in this research are instrument test, classic
assumption test, multiple regression analysis, model fit, hypothesis test and sobel
test. The results showed that Emotional branding, customer value and brand image
on customer satisfaction had a positive and significant effect on customer
satisfaction. The results of the simultaneous analysis of Emotional branding,
customer value, brand image and customer satisfaction have a positive and
significant effect on customer loyalty, with variabilyty of 64%, Customer satisfaction
unable to mediate independent variables on customer loyalty.

Keywords: Emotional branding, customer value and brand image to customer loyalty
through customer satisfaction.
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