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PENGARUH EVENT TERHADAP BRAND LOYALTY
TOKO RITEL DI KALANGAN GENERASI Z

(Survei terhadap Mahasiswa pada Cluster Universitas di Jakarta)

ABSTRAK

Oleh: Irene Nathania Setyanto

Penelitian ini dilatarbelakangi oleh semakin beragamnya jenis industri ritel
di Indonesia hingga kini terbagi menjadi dua yaitu ritel offline dan online, dengan
mayoritas konsumen berusia 19-21 tahun. Tujuan penelitian ini yaitu untuk
mengetahui ada tidaknya pengaruh special events terhadap brand loyalty serta
seberapa besar pengaruhnya. Dengan menggunakan konsep special events milik
Tom Duncan dan brand loyalty milik Jill Griffin, dilakukan penelitian yang bersifat
kuantitatif eksplanatif untuk melakukan pengujian kebenaran hubungan
antarvariabel. Metode yang digunakan yaitu survei dengan menyebarkan kuesioner
serta pengumpulan data menggunakan teknik cluster sampling. Pada pengujian
korelasi Pearson, nilai korelasinya adalah sebesar 0,467 yang berarti terdapat
hubungan yang cukup berarti. Hasil pengolahan data menggunakan uji regresi
linear sederhana menunjukkan bahwa terdapat pengaruh sebesar 21,8%, sedangkan
78,2% brand loyalty dipengaruhi oleh faktor-faktor lain yang tidak dijelaskan
dalam penelitian ini. Berdasarkan penelitian ini, dapat ditarik simpulan bahwa
terdapat pengaruh antara special events terhadap brand loyalty industri ritel.

Kata kunci: Industri Ritel, Events, Marketing Public Relations, Brand Loyalty.
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THE INFLUENCE OF EVENT TO THE BRAND LOYALTY OF
RETAIL STORE AMONG Z GENERATION

(Survey to Student of University Cluster in Jakarta)

ABSTRACT

By: Irene Nathania Setyanto

The background in conducting this research is the increasing number of
retail industry in Indonesia which now can be divided into offline and online retails,
while the major users are between 19-21 years old. The objective of this study is to
know whether special events can make any difference to brand loyalty and how big
the impact is. To answer such questions, this research used Tom Duncan’s concept
of special events and Jill Griffin’s idea about brand loyalty that could lead to
quantitative explanation to test the correlation between some variables. Such
survey could be done by distributing questionnaire with cluster sampling technique
was used to collect data. Correlation value resulted from Pearson’s correlation test
is 0,467 which means there is a significant relation between the variables tested.
Simple linear regression test also shows that there is a quite significant leverage
for 21,8%, while at the same time 78,2% of brand loyalty is affected by other
unexplainable factors. Based on the result, it can be concluded that special events
have an impact to retail industry’s brand loyalty.

Key Words: Retail Industry, Events, Marketing Public Relations, Brand Loyalty.
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