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ABSTRAK

Nilai-nilai unik yang diusung oleh perusahaan, perlu untuk
dikomunikasikan kepada pelanggan agar dapat menjadi strategi promosi sekaligus
membangun hubungan jangka panjang dengan pelanggan untuk membentuk Brand
Loyalty. Hal ini turut menjadi perhatian bagi Fast Retailing Co., Ltd., perusahaan
asal jepang yang menjadi induk usaha Brand Uniqlo. Salah satu upaya Uniqlo
dalam menyebarluaskan nilai-nilai unik produknya yaitu menggunakan peran
celebrity advocacy. Selain itu, sebuah brand juga perlu membangun rasa percaya
pelanggan dengan Brand Trust dan membangun keterikatan emosional pelanggan
dengan Brand Love. Selain itu, sebuah brand juga perlu mendapatkan respek dan
pengakuan dari pelanggan dengan Brand Respect.

Penelitian ini berbasis kuantitatif dengan pendekatan analisis deskriptif.
Populasi penelitian yaitu pelanggan Brand Uniqlo di Kota Surabaya dengan rentang
usia 20-24 tahun. Populasi disortir dengan teknik purposive sampling dengan
jumlah sampel 105 responden. Data penelitian dikumpulkan dari kuesioner dalam
bentuk google form. Analisis data menggunakan pendekatan Structural Equation
Modeling- Partial Least Square (SEM-PLS) dan diolah dengan software SmartPLS
versi 4. Hasil penelitian membuktikan bahwa (1) Celebrity Advocacy berpengaruh
positif dan signifikan terhadap Brand Loyalty, (2) Brand Trust berpengaruh positif
dan signifikan terhadap Brand Loyalty; (3) Brand Love berpengaruh positif dan
signifikan terhadap Brand Loyalty; dan (4) Brand Respect berpengaruh positif dan
signifikan terhadap Brand Loyalty.

Kata Kunci: Celebrity Advocacy, Brand Trust, Brand Love, Brand Respect, Brand
Loyalty
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ABSTRACT

The unique values carried by the company, need to be communicated to
customers in order to become a promotional strategy while building long-term
relationships with customers to form Brand Loyalty. This is also a concern for Fast
Retailing Co., Ltd, a Japanese company that is the parent company of the Uniqlo
brand. One of Uniqlo's efforts in disseminating the unique values of its products is
using the role of celebrity advocacy. In addition, a brand also needs to build
customer trust with Brand Trust and build customer emotional attachment with
Brand Love. In addition, a brand also needs to get respect and recognition from
customers with Brand Respect.

This is quantitative research based on descriptive analysis approach. The
research population is Brand Uniqlo customers in Surabaya City with an age range
of 20-24 years. The population was sorted by purposive sampling technique with a
sample size of 105 respondents. The research data was collected from a
questionnaire in the form of a google form. Data analysis uses the Structural
Equation Modeling- Partial Least Square (SEM-PLS) approach and is processed
with SmartPLS software version 4. The results prove that (1) Celebrity Advocacy
has a positive and significant effect on Brand Loyalty; (2) Brand Trust has a positive
and significant effect on Brand Loyalty; (3) Brand Love has a positive and
significant effect on Brand Loyalty; and (4) Brand Respect has a positive and
significant effect on Brand Loyalty.

Keywords: Celebrity Advocacy, Brand Trust, Brand Love, Brand Respect, Brand
Loyalty
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