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PENGARUH BRAND IMAGE DAN SATISFACTION TERHADAP BRAND
LOVE DAN BRAND LOYALTY PADA PRODUK SEPATU OLAH RAGA
MEREK NIKE DI SURABAYA

ABSTRAK

Penelitian ini bertujuan menguji pengaruh brand image dan
satisfaction terhadap brand love dan brand loyalty pada produk sepatu olah
raga merek Nike di Surabaya. Penelitian ini merupakan penelitian
kausal dengan menggunakan metode survei. Teknik pengambilan sampling
yang digunakan adalah non-probability sampling. Jenis metode yang
digunakan adalah purposive sampling. Sampel dalam penelitian ini adalah
konsumen yang pernah membeli dan menggunakan produk sepatu olah raga
merek Nike. Jumlah sampel yang digunakan sebesar 160 responden. Teknik
analisis yang digunakan adalah SEM dengan program LISREL.

Hasil analisis ini menunjukkan bahwa brand image dan
satisfaction berpengaruh positif dan signifikan terhadap brand love.
Sedangkan brand love berpengaruh positif dan signifikan terhadap brand
loyalty. Brand image dan statisfaction berpengaruh positif dan signifikan
terhadap brand loyalty pada produk sepatu olah raga merek Nike di
Surabaya.

Berdasarkan  hasil  penelitian  tersebut, maka  peneliti
merekomendasikan kepada pihak manajemen Nike di Surabaya untuk lebih
mengedepankan aspek brand image dan satisfaction untuk membuat
konsumen mencintai dan loyal terhadap Nike.

Kata kunci: Brand Image, Satisfaction, Brand Love, Brand Loyalty.
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THE IMPACT OF BRAND IMAGE AND SATISFACTION ON BRAND
LOVE AND BRAND LOYALTY TO PRODUCT OF RUNNING SHOES
FROM BRAND NIKE IN SURABAYA

ABSTRACT

The purpose of this study is to examine the influence of brand image and
satisfaction on brand love and brand loyalty to product of running shoes from
brand Nike in Surabaya. This research was causal research that use survey
method. Sampling technique used was non-probability sampling. This type of
method is purposive sampling. The samples from this research were consumers
who have bought and use the running shoes of Nike. The number of sample used
was 160 respondent. Analysis technique that used was SEM with program of
LISREL.

The Analysis result shows that brand image and satisfaction have a
positive effect and significant with the brand love. While brand love have a
positive effect and significant with the brand loyalty. Brand image and
satisfaction have a positive effect and significant with the brand loyalty with the
product running shoes by Nike in Surabaya.

Based on the results of the study, researcher recommend for the
managment of Nike in Surabaya for more advanced aspects of brand image and
satisfaction to make consumer love and loyal to Brand Nike.

Keyword: Brand Image, Satisfaction, Brand Love, Brand Loyalty.
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