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ABSTRAK

Batik merupakan warisan budaya asli Indonesia. Seiring perkembangan
zaman batik sekarang sudah menjadi busana yang dapat dipakai oleh siapa saja.
Batik juga tidak lepas dari pengaruh perkembangan fashion di Indonesia yang
membuat semakin banyak ragam busana yang bisa dibuat dengan kain batik. Salah
satu brand yang terkenal adala ang merupakan brand batik ready
to wear dan made t0z0 an antara unsur tradisional
dan modern deng iang dibuat. Namun hal
tersebut dapa Untuk membangun
ekuitas pelangga saran agar dapat
menjalinrelasi a DErusa )¢ tegi pemasaran
i Alleira Alleira Batik
asati P

tianin

I qU|
dan kre
Trustworthines

elitian ini
| Equation
di Jakarta,

Dagai model.
paling tidak
ali. Kemudian
mem|I|k| : : ion minimal Rp

garuh antara attractiveness,
terhadap brand credibility dan

terapat pengaruh attractiveness Xpertise dari celebrity endorser terhadap

consumer-based brand equity. Namun ditemukan bahwa expertise dari celebrity
endorser tidak berpengaruh terhadap consumer-based brand equity. Maka ketiga
hlpoteS|s penelitian yang diajukan tldak semuanya sesuai dengan hasil temuan
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ABSTRACT

Batik is one of the Indonesian cultural heritage. The change of the era, batik
can wear by anyone. Batik is also influenced the change of the fashion in Indonesia
and make it more diverse clothing that can made from batik fabric. One of the
famous brand is Alleira Batik that serving ready to wear and made to order batik.
Alleira Batik succeed combini aditionality and modernity with the
product they created asily being addopted by the
competitor. Impg eds a lot of marketing
strategy to ha e Alleira’s marketing
strategy is celeb 1 Annisa Larasati
Pohan to.be thei

brand equity
credibility
esented in
sted using

with 3 hypothe
ple was

months, and

analysis psitive effect from
2 and t Jorsement to brand
credibility and = ificant and trustworthiness to
ndings shows that the data
endorser has negative effect
on customer-based brand equity. research hypothesis, which there are 3,
are in accordance with the previous research findings. Thus, is recommended
Alleira Batik should give more attention to the credibility of celebrity endorser
especially expertise to improve brand credibility and consumer-based brand equity

ity credibility, brand
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