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INTISARI

Penelitian ini bertujuan untuk menganalisis Experiential Marketing,
Emotional Branding, dan Kepercayaan Merek pengaruhnya terhadap Kesetiaan
Produk sepeda motor Kawasaki di Yogyakarta. Objek penelitian ini adalah produk
sepeda motor Kawasaki di Yogyakarta, sedangkan subjek penelitian ini adalah
pelanggan produk sepeda motor Kawasaki di Yogyakarta. Pengambilan sampel
yang dilakukan dalam penelitian ini adalah dengan menggunakan teknik purposive
sampling. Analisis data dilakukan dengan menggunakan analisis regresi linier

berganda. Sebelum analisis data, ada tes uji validitas dan uji reliabilitas.

Hasil analisis menunjukkan bahwa Experiential Marketing, Emotional
Branding, dan Kepercayaan Merek secara simultan memberi pengaruh signifikan
terhadap Kesetiaan produk sepeda motor Kawasaki di Yogyakarta. Experiential
Marketing memiliki pengaruh positif dan signifikan terhadap Kesetiaan produk
sepeda motor Kawasaki di Yogyakarta. Emotional Branding memiliki pengaruh
positif dan signifikan terhadap Kesetiaan produk sepeda motor Kawasaki di
Yogyakarta. Kepercayaan Merek memiliki pengaruh positif dan signifikan terhadap

Kesetiaan produk sepeda motor Kawasaki di Yogyakarta.

Kata Kunci: Experiential Marketing, Emotional Branding, Kepercayaan Merek,

dan Kesetiaan.
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ABSTRAK

This study aims to analyze Experiential Marketing, Emotional Branding,
and Brand Trust and their effect on Loyalty on Kawasaki Motorcycle Product in
Yogyakarta. The object of this research is Kawasaki motorcycle products in
Yogyakarta, while the subjects of this study are customers of Kawasaki motorcycle
products in Yogyakarta. Sampling was conducted in this study is by using purposive
sampling technique. Data analysis was performed using multiple linear regression

analysis. Before data analysis, there are validity and reliability tests.

The results of the analysis show that Experiential Marketing, Emotional
Branding, and Brand Trust simultaneously have a significant influence on the
loyalty of Kawasaki motorcycle products in Yogyakarta. Experiential Marketing
has a positive and significant influence on the loyalty of Kawasaki motorcycle
products in Yogyakarta. Emotional Branding has a positive and significant effect
on Loyalty of Kawasaki motorcycle products in Yogyakarta. Brand Trust has a
positive and significant influence on the loyalty of Kawasaki motorcycle products

in Yogyakarta.

Keywords: Experiential Marketing, Emotional Branding, Brand Trust, and Loyalty.
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