ABSTRAK

Penelitian ini bertujuan untuk mengetahui besarnya pengaruh brand excitement,
brand image dan brand love yang dimiliki oleh merek sepatu Converse, Reebok dan
New Balance terhadap rekomendasi word of mouth. Landasan teori penelitian ini
meliputi excitement, brand image, brand love dan word of mouth.Penelitian
ini menggunakan metode deskriptif dengan pendekatan kuantitatif. Pengambilan
sampel menggunakan nonprobability sampling dengan teknik purposive sampling.
Kuesioner disebarkan ke 150 responden, dan data dianalisis dengan pengujian regresi
sederhana. Hasil penelitian menujukkan bahwa, terdapat pengaruh yang
signifikan brand excitement terhadap word of mouth, brand image terhadap word
of mouth dan brand love terhadap word of mouth. Artinya semakin besar brand
excitement pada merek-merek tersebut maka akan semakin mendorong konsumen
untuk merekomendasikan secara word of mouth merek tersebut kepada orang lain.
Semakin besar brand image pada merek-merek tersebut maka akan semakin
mendorong konsumen untuk merekomendasikan secara word of mouth merek tersebut
kepada orang lain. Semakin besar brand love pada merek-merek tersebut maka akan
semakin mendorong konsumen untuk merekomendasikan secara word of mouth
merek tersebut kepada orang lain.

Kata kunci: brand excitement, brand image, brand love, word of mouth

iv

Program Magister Manajemen Universitas Kristen Maranatha



ABSTRACT

The aim of this study are to determine the effect of brand excitement, brand image,
brand love that is owned by Reebok, New Balance and Converse toward word of
mouth. Grand theories that is used for this study were excitement, brand image,
brand love and word of mouth. This research method was descriptive with quantitative
research. Sampling using non probability sampling with purposive sampling
technique. Data were collected from 150 respondents and tested with simple
regression analysis. The results showed that there is a significant effect of brand
excitement toward word of mouth, brand image toward word of mouth and brand
love toward word of mouth which means that the increasing of brand excitement will
increase word of mouth, the increasing of brand image will increase word of mouth
and the increasing of brand love will increase word of mouth.
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