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ABSTRAK

Novita Herlissha. 302 13 11 068. Pengaruh Brand Image, Brand Trust dan
Reference Group terhadap Brand Loyalty Aplikasi Pesan Instan LINE (Studi
pada Mahasiswa Fakultas Ekonomi Universitas Bangka Belitung Angkatan
2013-2015).

Penelitian ini dilatar belakangi berdasarkan fenomena yang ada menunjukan
bahwa Tingkat penggunaan Aplikasi Pesan Instan LINE dikalangan mahasiswa FE
UBB cukup tinggi dan beberapa faktor yang menjadi pertimbangan mahasiswa
untuk loyal pada merek Aplikasi Pesan Instan LINE ini antara lain brand image,
brand trust dan reference group. Tujuan dari penelitian ini adalah menggambarkan
variabel brand image,brand trust, reference group dan brand loyalty serta
mengidentifikasi dan mengkaji pengaruh ketiga faktor terhadap brand loyalty
Aplikasi Pesan Instan LINE baik secara parsial maupun simultan.

Penelitian ini merupakan penelitian deskriptif kuantitatif. dimana instrumen
penelitian ini berupa kuesioner. Populasi dalam penelitian ini adalah mahasiswa
strata 1 angkatan 2013-2015 di Fakultas Ekonomi Universitas Bangka Belitung.
Teknik pengambilan sampel dengan metode Proportional Random Sampling.
Sampel yang diambil dalam penelitian ini sebanyak 206 mahasiswa. Pada
penelitian ini variabel bebasnya terdiri dari brand image, brand trust dan reference
group sedangkan variabel terikatnya adalah brand loyalty. Pengujian instrumen
penelitian menggunakan uji validitas dan uji reliabilitas sedangkan Analisis regresi
berganda digunakan untuk uji hipotesis penelitian ini.

Hasil penelitian menunjukan bahwa brand image berpengaruh positif dan
signifikan terhadap brand loyalty pada pengguna aplikasi pesan instan LINE di FE
UBB yang menghasikan thitung 4,551 > tianer 1,9717 dan tingkat signifikansinya 0,000,
brand trust berpengaruh positif dan signifikan terhadap brand loyalty pada pengguna
aplikasi pesan instan LINE di FE UBB yang menghasikan thitung 4,930 > tapel 1,9717
dan tingkat signifikansinya 0,000, Reference Group berpengaruh positif dan signifikan
terhadap brand loyalty pada pengguna aplikasi pesan instan LINE di FE UBB yang
menghasikan thitung 6,407 > twanel 1,9717 dan tingkat signifikannya 0,000, dan brand
image, brand trust dan reference group secara simultan berpengaruh positif dan
signifikan terhadap brand loyalty pada pengguna aplikasi pesan instan LINE di FE
UBB yang menghasilkan Fniung 78,616 > Frnel 2,65 dengan tingkat signifikansi
sebesar 0,000, lebih kecil dari 0,05. Hasil uji koefisien determinasi (R?)
menunjukkan Adjusted R Square 0,532 atau 53,2%, yakni berarti variasi variabel
brand loyalty dapat dijelaskan oleh variabel brand image, brand trust dan reference
group dan sisanya 46,8% dapat dijelaskan oleh variabel lain diluar dari variabel
penelitian.

Kata kunci : Brand Image, Brand Trust, Reference Group dan Brand Loyalty.
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The Influence of Brand Image, Brand Trust, and Reference Group to Brand
Loyalty. The Application of LINE Instant Message (The Study Of Faculty of
Economy Student University Of Bangka Belitung year 2013-2015).

Novita Herlissha. 3021311068

ABSTRACT

The background of this research is based on the phenomenon that the level
of user of LINE instant message is very high among the students at faculty of
Economy UBB and some factors as students consideration to loyal in LINE instant
message application, those are brand image, brand trust, and reference group. The
aims of this research are describe the variable of brand image, brand trust,
reference group and brand quality also identify and study about the influence of
those three factors to brand loyalty of LINE instant message both partially and
simultaneously.

This is the descriptive quantitative research where the research instrument
was a questionnaire. The population in this research is the undergraduate students
year 2013-2015 at faculty of economy university Bangka Belitung. The sampling
technique was using proportional random sampling method. The sampling which
was took in this research was 206 students. In this research, the independent
variable consists of Brand Image, Brand Trust, and Reference Group where as
dependent variable is brand loyalty. The research instrument testing was using
validity test and reliability test whereas the multiple regression analysis was using
hypothesis testing of this research.

The research result has shown that brand image has influenced positive and
significant to brand loyalty for the user of LINE instant message application at FE
UBB which the result is tcount 4,551 > t tanie 1,9717 and significant level is 0,000,
brand trust has positive influenced and significant to brand loyalty for the user of
LINE instant message application at FE UBB which the result is tcount 4,930 > t table
1,9717 and significant level is 0,000, reference group has positive and significant
to brand loyalty for the user of LINE instant message application at FE UBB which
the result is tcount 6,407 > t tanie 1,9717 and significant level as much as 0,000, brand
image, brand trust, and reference group simultaneously has positive and significant
to brand loyalty for the user of LINE instant message at FE UBB which the result is
Feount 78,616 > Franie 2,65 with significant level as much as 0,000 smaller than 0,05.
The test result of determination coefficient (R?) has shown that adjusted R square
0,532 Or 53,2%, it means that the variable variation of brand loyalty can be
explained by brand image variabel, brand trust and reference group an remains is
46,8% can be explained by other variable out of the research.

Keywoards: Brand Image, Brand Trust, and Reference Group to Brand Loyalty.
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