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PENGARUH BRAND LOVE DAN BRAND IMAGE TERHADAP WORD OF
MOUTH SEPEDA MOTOR MEREK HONDA BEAT
(STUDI EMPIRIS PADA DEALER CEMARA AGUNG MOTOR
MAGETAN)

ABSTRAK

Tujuan penelitian ini untuk menguji signifikansi pengaruh positif brand
love dan brand image terhadap word of mouth. Populasi dalam penelitian ini
adalah konsumen yang membeli sepeda motor merek Honda Beat pada Dealer
Cemara Agung Motor Magetan. Teknik pengambilan sampel yang digunakan
adalah purposive sampling. Sampel yang digunakan sebanyak 96 responden. Data
dikumpulkan melalui alat bantu kuesioner dan selanjutnya diolah dengan teknik
analisis regresi linier berganda dan pengujian hipotesis menggunakan uji parsial
(uji t) menggunakan program SPSS 20.

Hasil penelitian ini menunjukkan bahwa brand love dan brand image
berpengaruh signifikan positif terhadap word of mouth. Semakin tingginya brand
love dan semakin baiknya brand image maka akan meningkatkan intensitas
konsumen untuk melakukan word of mouth.

Kata Kunci : brand love, brand image, word of mouth, Honda Beat
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THE INFLUENCE OF BRAND LOVE AND BRAND IMAGE ON THE
WORD OF MOUTH OF HONDA BEAT MOTORCYCLES
(EMPIRICAL STUDY ON THE DEALER OF CEMARA AGUNG MOTOR
MAGETAN)

ABSTRACT

The purpose of this study was to examine the significance of the positive
influence of brand love and brand image on word of mouth. The population in this
study are consumers who buy Honda Beat brand motorbikes at the Cemara Agung
Motor Magetan Dealer. The sampling technique used was purposive sampling.
The sample used was 96 respondents. Data were collected through questionnaires
and then processed by multiple linear regression analysis techniques and
hypothesis testing using a partial test (t test) using the SPSS 20 program.

The results of this study indicate that brand love and brand image has a
significant positive effect on word of mouth. The higher the brand love and the
better the brand image it will increase the intensity of consumers to do word of
mouth.

Keywords : brand love, brand image, word of mouth, Honda Beat
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