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ABSTRAK

Bismillahirrahmanirrahiim

Penelitian ini bertujuan untuk mengetahui sejauh mana merek (brand) Le
minerale dapat mempengaruhi segala ketertarikan konsumen terhadap merek Le
minerale. Merek merupakan ujung tombak perusahaan, walaupun harus didukung
pula oleh kualitas produk dan kualitas manajemen tetapi merek adalah cerminan
dari keseluruhan kualitas didalam perusahaan tersebut. Selama ini umumnya
pemilihan Kkriteria brand masih pada tataran teknis. Beberapa kriteria tersebut yaitu:
pertama memorability atau mudah diingat, kedua memiliki arti yang
menyenangkan, menarik, credible, sugestif, kaya imajinasi; ketiga protectability
atau dilindungi undang-undang. Penelitian ini menggunakan metode kuantitatif.
Data dikumpulkan dengan teknik kuesioner .Teknik pengambilan sampel
menggunakan purposive sampling. Responden untuk penelitian ini adalah
konsumen Le minerale dengan jumlah responden sebanyak 151 orang. Metode
kuantitatif dengan menggunakan Structural Equation Modeling (SEM) dengan
software SmartPLS 3.0. Hasil analisis data menunjukkan bahwa Brand Image
berpengaruh positif dan signifikan terhadap Brand Equity, selanjutnya Brand Trust
berpengaruh positif dan signifikan terhadap Brand Loyalty.

Kata kunci: Brand Image, Brand Trust, Brand Loyalty, dan Brand Equity



ABSTRACT

Bismillahirrahmanirrahiim

This research aims to find out the extent to which the Le Minere brand
(brand) can influence all consumer interest in the Le Minere brand. Brands are
the cutting edge of the company; although they must be supported by the
product quality and management quality, the brand is a reflection of the overall
quality of the company's deep. During this time, generally, the selection of
brand criteria is still at a technical level. Some of these criteria are: first
memorability or easy to remember, second has a pleasant, interesting, credible,
suggestive, rich imagination meaning; third protectability or protected by
law.This research uses quantitative methods. Data is collected by technique
questionnaire. The sampling technique uses purposive sampling. Respondents
for this study were Le Minerale consumers with 151 respondents. Quantitative
method using Structural Equation Modeling (SEM) with SmartPLS 3.0
software. The results of the data analysis show that Brand Image has a positive
and significant effect on Brand Equity, henceforth Brand Trust has a positive
and significant effect on Brand Loyalty.

Keywords: Brand Image, Brand Trust, Brand Loyalty, and Brand Equity
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