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Abstract: The purpose of this research is to examine whether brand
awareness can predict brand loyalty, perceived value can predict brand
loyalty, organization association can predict brand loyalty and brand
uniquenes can predict brand loyalty. In this study, data analysis was
performed by using SEM (Structural Equation Modeling), with PLS as
measurement tools. Sample was selected using convenience sampling
method amounted to 163 respondents. The result of this study show that
brand awareness, perceived value, brand uniqueness has positive and
significant effect to predict brand loyalty, organization association has
positive and not significant effect to predict brand loyalty
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Abstrak: Tujuan dari penelitian ini adalah untuk menguji apakah brand
awareness dapat brand loyalty, perceived value dapat mempengaruhi
brand loyalty, organization association dapat mempengaruhi brand
loyalty, dan brand uniqueness dapat mempengaruhi brand loyalty. Analisis
data yang dilakukan pada penelitian ini menggunakan SEM (Structural
Equation Modeling), dengan alat ukur PLS. Sampel dipilih menggunakan
metode convenience sampling berjumlah 163 responden. Hasil penelitian
ini adalah brand awareness, perceived value dan brand uniqueness positif
dan signifikan terhadap brand loyalty, untuk organization association
positif dan tidak signifikan terhadap brand loyalty.

Brand Awareness, Perceived Value, Organizational Association, Brand
Uniqueness, Brand Loyalty

Daftar Acuan 64 acuan (1991-2019)

Tommy Setiawan Ruslim, S.E., M.M



