ABSTRAK

Penelitian ini membahas mengenai pengaruh product customization (X,) dan
brand image (X,) terhadap customer loyalty (Y) yang surveinya pada konsumen
BTX Concept Bandung.

Tujuan dari penelitian ini adalah (1) untuk mengetahui pengaruh product
customization BTX Concept terhadap customer loyalty, (2) untuk mengetahui
pengaruh brand image BTX Concept terhadap customer loyalty, dan (3) untuk
mengetahui pengaruh product customization dan brand image BTX Concept secara
simultan terhadap customer loyalty.

Jenis penelitian ini adalah explanatory research dan memiliki hubungan
kausal karena didalamnya terdapat hubungan kausal atau sebab akibat, oleh karena
itu terdapat variabel independen dan variabel dependen. Metode analisis yang
digunakan adalah dengan menggunakan SEM yang sampelnya berjumlah 190
responden, menghasilkan pengaruh product customization terthadap customer loyalty
sebesar 2,89% dan brand image terhadap customer loyalty sebesar 59,29%. Jika
kedua variabel independen digabungkan secara simultan maka akan menghasilkan
pengaruh terhadap customer loyalty sebesar 83%.

Kesimpulannya product customization harus digabungkan dengan brand

image untuk menghasilkan pengaruh positif dan signifikan terhadap customer

loyalty.

Kata kunci: kustomisasi produk, citra merek, loyalitas konsumen



ABSTRACT

This study discusses the effect of product customization (X1) and brand

image (X2) on customer loyalty (Y) which survey on consumer Concept BTX
Bandung.
The purpose of this study were (1) to determine the effect of product customization
BTX Concept to customer loyalty, (2) to determine the effect of brand image BTX
Concept to customer loyalty, and (3) to determine the effect of product customization
and brand image BTX Concept simultaneously to customer loyalty.

This type of research is explanatory research and have a causal relationship
because in it there is a causal relationship or causal, therefore there is the
independent variable and the dependent variable. The analytical method used is by
using SEM samples were 190 respondents, produces the effect of product
customization to customer loyalty with 2.89% and the brand image of the customer
loyalty by 59.29%. If two independent variables are combined simultaneously it will
generate an influence on customer loyalty by 83%.

Product customization conclusion must be combined with a brand image to

produce a  positive and = significant impact on  customer loyalty.
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