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ABSTRAK

Andre Gustiyan Nugraha (20220510082) "PENGARUH BRAND EXPERIENCE
DAN BRAND COMMUNICATION TERHADAP BRAND LOYALTY PADA
PLATFORM LAZADA MELALUI BRAND TRUST SEBAGAI VARIABEL
INTERVENING (Survei Pada Generasi Z di Kabupaten Kuningan)" dengan Dosen
Pembimbing 1: Prof. Dr. H. Dikdik Harjadi, S.E., M.Si. dan Dosen Pembimbing 2:
Wely Hadi Gunawan, S.E., M.M. Program Studi Manajemen Fakultas Ekonomi dan
Bisnis Universitas Kuningan.

Penelitian ini bertujuan untuk menganalisis pengaruh brand experience dan brand
communication terhadap brand loyalty pada platform Lazada, dengan brand trust sebagai
variabel intervening. Penelitian dilakukan pada Generasi Z di Kabupaten Kuningan yang
merupakan pengguna aplikasi Lazada. Data penelitian diperoleh melalui penyebaran
kuesioner kepada 140 responden menggunakan skala interval. Metode analisis data yang
digunakan adalah Structural Equation Modeling (SEM) berbasis kovarians dengan bantuan
program IBM SPSS AMOS 24 untuk menguji model pengukuran melalui Confirmatory
Factor Analysis (CFA) dan model struktural.

Hasil pengujian hipotesis menunjukkan bahwa brand experience berpengaruh positif dan
signifikan terhadap brand loyalty maupun brand trust, sedangkan brand communication
berpengaruh positif dan signifikan terhadap brand trust, namun tidak berpengaruh
signifikan secara langsung terhadap brand loyalty. Brand trust terbukti berpengaruh positif
dan signifikan terhadap brand loyalty. Selanjutnya, hasil uji pengaruh tidak langsung
mengonfirmasi bahwa brand trust mampu memediasi pengaruh brand experience dan
brand communication terhadap brand loyalty secara signifikan. Berdasarkan temuan ini,
platform Lazada disarankan untuk meningkatkan kualitas pengalaman penggunaan,
memperkuat efektivitas komunikasi merek, serta membangun kepercayaan konsumen
secara konsisten guna meningkatkan loyalitas pengguna, khususnya di kalangan Generasi
Z.

Kata Kunci: Brand Experience, Brand Communication, Brand Trust, Brand Loyalty,
SEM-AMOS.



ABSTRACT

Andre Gustiyan Nugraha (20220510082) "THE EFFECT OF BRAND EXPERIENCE
AND BRAND COMMUNICATION ON BRAND LOYALTY ON THE LAZADA
PLATFORM THROUGH BRAND TRUST AS AN INTERVENING VARIABLE
(Survey on Generation Z in Kuningan Regency)'' Supervisor 1: Prof. Dr. H. Dikdik
Harjadi, S.E., M.Si. and Supervisor 2: Wely Hadi Gunawan, S.E., M.M. Management
Study Program, Faculty of Economics and Business, Universitas Kuningan.

This study aimed to analyze the effect of brand experience and brand communication on
brand loyalty on the Lazada platform, with brand trust as an intervening variable. The
study was conducted on Generation Z in Kuningan Regency who were users of the Lazada
application. Research data were collected through questionnaires distributed to 140
respondents using an interval scale. The data analysis method employed was covariance-
based Structural Equation Modeling (SEM) using IBM SPSS AMOS 24 to test the
measurement model through Confirmatory Factor Analysis (CFA) and the structural model.
The hypothesis testing results indicated that brand experience had a positive and
significant effect on both brand loyalty and brand trust, while brand communication had a
positive and significant effect on brand trust but did not directly and significantly affect
brand loyalty. Brand trust was proven to have a positive and significant effect on brand
loyalty. Furthermore, the indirect effect test confirmed that brand trust was able to
significantly mediate the effect of both brand experience and brand communication on
brand loyalty. Based on these findings, the Lazada platform was recommended to enhance
the quality of user experience, strengthen the effectiveness of brand communication, and
consistently build consumer trust in order to improve user loyalty, particularly among
Generation Z.

Keywords: Brand Experience, Brand Communication, Brand Trust, Brand Loyalty,
SEM-AMOS.
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