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ABSTRAK 

 

UNIVERSITAS TARUMANAGARA 

FAKULTAS EKONOMI DAN BISNIS  

 JAKARTA 

(A) CHARLES 

(B) PENGARUH PENGALAMAN MEREK, CITRA MEREK, DAN PERSEPSI 

HARGA TERHADAP LOYALITAS MEREK H&M PADA MAHASISWA 

UNIVERSITAS TARUMANAGARA FAKULTAS EKONOMI DAN 

BISNIS DI JAKARTA BARAT 

(C) XVI+76 Halaman, 21 Tabel, 9 Gambar, 5 Lampiran 

(D) Manajemen Pemasaran 

(E) Abstrak : Tujuan dari penelitian ini adalah untuk menguji pengaruh 

pengalaman merek, citra merek, dan persepsi harga terhadap loyalitas merek 

H&M pada Mahasiswa Universitas Tarumanagara Fakultas Ekonomi dan 

Bisnis Di Jakarta Barat. Teknik pengambilan sampel yang digunakan yaitu 

metode non probability sampel dengan teknik purposive sampling. Data 

dikumpulkan dengan menggunakan kuesioner dari 100 mahasiswa Universitas 

Tarumanagara Fakultas Ekonomi dan Bisnis pengguna H&M di Jakarta Barat. 

Kemudian data diolah menggunakan Software SmartPLS 3.0. Hasil dari 

penelitian menunjukkan bahwa pengalaman merek memiliki pengaruh positif 

dan signifikan terhadap loyalitas merek, citra merek memiliki pengaruh positif 

dan signifikan terhadap loyalitas merek, dan persepsi harga memiliki 

pengaruh positif dan signifikan terhadap loyalitas merek. 

(F) Kata kunci: Pengalaman Merek, Citra Merek, Persepsi Harga, Loyalitas 

Merek 

(G) Daftar Acuan  

(H) Yenny Lego, S.E., M.M.  
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ABSTRACT 

 

UNIVERSITAS TARUMANAGARA 

FACULTY OF ECONOMICS AND BUSINESS 

JAKARTA 

(A) CHARLES 

(B) THE IMPACT OF BRAND EXPERIENCE, BRAND IMAGE, AND 

PERCEIVED PRICE ON H&M BRAND LOYALTY AMONG STUDENTS 

AT UNIVERSITAS TARUMANAGARA FACULTY OF ECONOMICS 

AND BUSINESS IN WEST JAKARTA 

(C) XVI+76 pages, 21 Table, 9 Picture, 5 Attachment 

(D) MARKETING MANAGEMENT 

(E) Abstract: The purpose of this study was to examine the effect of brand 

experience, brand image, and price perception on H&M brand loyalty 

among students at Universitas Tarumanagara, Faculty of Economics and 

Business in West Jakarta. The sampling technique used is the non-

probability sampling method with purposive sampling technique. Data 

were collected using a questionnaire from 100 students of Universitas 

Tarumanagara, Faculty of Economics and Business, H&M users in West 

Jakarta. Then the data is processed using SmartPLS 3.0 Software. The 

results of the study indicate that brand experience has a positive and 

signifcant effect on brand loyalty, brand image has a positive and 

signifcant effect on brand loyalty, and price perception has a positive and 

signifcant effect on brand loyalty. 

(F) Keywords: Brand Experience, Brand Image, Perceived Price, Brand 

Loyalty 

(G) Reference List  

(H) Yenny Lego, S.E., M.M. 
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“The future depends on what we do in the present” 

Mahatma Gandhi 
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