BAB V
PENUTUP
5.1. Kesimpulan
Berdasarkan dari hasil penelitian yang telah dilakukan, maka peneliti kemudian

mengambil kesimpulan sebagai berikut:

1. Berdasarkan pada hasil hipotesis yang telah dilakukan menyatakan bahwa
citra merek memiliki pengaruh positif dan signifikan terhadap loyalitas
merek. Hal ini berarti bahwa semakin tinggi citra merek pada merek, maka
akan tinggi pula loyalitas merek pada merek tertentu.

2. Berdasarkan pada hasil hipotesis yang telah dilakukan menyatakan bahwa
citra merek memiliki pengaruh positif dan signifikan terhadap kepercayaan
merek. Hal ini berarti bahwa semakin tinggi citra merek pada merek, maka
akan tinggi pula kepercayaan merek pada merek tertentu.

3. Berdasarkan pada hasil hipotesis yang telah dilakukan menyatakan bahwa
kepercayaan merek memiliki pengaruh positif dan signifikan terhadap
loyalitas merek. Hal ini berarti bahwa semakin tinggi kepercayaan merek
pada merek, maka akan tinggi pula loyalitas merek pada merek tertentu.

4. Berdasarkan pada hasil hipotesis yang telah dilakukan menyatakan bahwa
kepercayaan merek memediasi hubungan antara citra merek terhadap
loyalitas merek. Hal ini berarti adanya kepercayaan merek dapat
mempengaruhi hubungan antara citra merek terhadap loyalitas merek.

5.2. Implikasi Manajerial
Berdasarkan pada hasil penelitian yang menunjukan pengaruh langsung

pada H1 dengan nilai sampel asli (O) 0,713, pada H2 dengan nilai sampel asli (O)
0,356, pada H3 dengan nilai sampel asli (O) 0,366 dan pada H4 untuk pengaruh
tidak langsung nilai sampel asli (O) 0,261. Maka dengan hasil nilai sampel asli (O)
menyatakan bahwa H1 yaitu peran citra merek terhadap kepercayaan merek
memiliki besaran pengaruh yang kuat pada penelitian ini serta untuk H4 sebagai
mediasi kurang kuat sebagai pengaruh pada penelitian ini. Maka berdasarkan hasil
dari nilai sampel asli (O) lebih besar pengaruh langsung pada hipotesis peran citra
merek terhadap kepercayaan merek, dengan hasil ini diharapkan merek Arei terus

menguatkan cita merek pada mereknya sehingga kepercayaan konsumen pada
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merek Arei juga akan meningkat, dengan cara selalu menjaga kualitas pada produk
yang Arei akan tawarkan pada konsumen. Namun menurut hasil analisis deskriptif
variabel citra merek menunjukan hasil mean yang paling rendah dibandingkan
variabel kepercayaan merek dan loyalitas merek sebesar 2,944 dengan kriteria
cukup pada pernyataan “saya merasa produk outdoor merek Arei memudahkan
saya dalam aktivitas outdoor”. Oleh karena itu, merek Arei diharuskan untuk
menjaga dan meningkatkan citra merek agar konsumen terus menerima merek Arei
dengan tetap membangun citra merek yang kuat dengan cara membuat produk-
produk yang lebih nyaman digunakan saat melakukan kegaitan outdoor. Selain itu
Arei dapat membuat inovasi yang mendorong kegiatan outdoor semakin nyaman
bagi konsumen produk outdoor merek Arei. Hal ini dapat disimpulkan bahwa
merek Arei harus memperhatikan citra merek dari Arei agar konsumen tetap
percaya kepada merek outdoor Arei sehingga dapat meningkatakan loyalitas
konsumen pada merek Arei.

Menurut hasil analisis deskriptif variabel kepercayaan merek menunjukan
hasil mean yang paling rendah sebesar 3,444 dengan kriteria tinggi dibandingkan
dengan nilai item kuesioner yang lain pada pernyataan “saya percaya merek Arei
konsisten dengan kualitas produk outdoor yang ditawarkan ” dibandingkan dengan
nilai mean item kuesioner lain pada variabel kepercayaan merek. Oleh karena itu,
merek Arei diharuskan untuk menjaga dan meningkatkan kepercayaan merek agar
konsumen terus menerima serta percaya dengan produk merek Arei dengan tetap
membangun kepercayaan merek yang kuat dengan cara membuat inovasi untuk
kenyamanan dan keamanan saat konsumen menggunakan produk outdoor merek
Arei. Selain itu Arei dapat membuat inovasi yang mendorong kepercayaan
konsumen dengan berinteraksi atau lebih dekat dengan konsumen agar konsumen
dapat mempercayakan Arei sebagai merek andalan saat konsumen melakukan
kegiatan outdoor. Hal ini dapat disimpulkan bahwa merek Arei harus
memperhatikan kepercayaan merek dari konsumen agar meningkatkan loyalitas

konsumen kepada produk outdoor merek Arei.

60



5.3. Keterbatasan Penelitian
Berdasarkan dari hasil penelitian yang diperoleh, terdapat kelemahan atau

keterbatasan yang ditemukan. Berikut ini beberapa keterbatasan yang perlu
diperhatikan:

1. Terdapat nilai R-Square yang rendah, yang berarti bahwa variabel yang
dimiliki masih kurang kuat sehingga membutuhkan variabel lain atau
variabel tambahan agar dapat mendukung penelitian ini.

2. Beberapa pertanyaan dalam kuesioner tidak relevan dengan konteks
responden, sehingga jawaban yang diberikan kurang mencerminkan kondisi
yang sebenarnya.

5.4 Saran untuk Peneliti Selanjutnya
Berdasarkan hasil penelitian yang telah dilakukan dan melihat dari keterbatasan

penelitian, maka terdapat beberapa saran untuk penelitian selanjutnya yang dapat
dilakukan,

1. Berdasarkan dari penelitian yang telah dilakukan, disarankan bagi
penelitian selanjutnya untuk bisa memperbaiki indikator kuesioner yang
dapat mengukur variabel dengan lebih akurat sehingga menunjukkan hasil
yang konsisten terhadap variabel yang diteliti.

2. Saran untuk peneliti selanjutya agar melakukan revisi terhadap pertanyaan
dalam kuesioner dengan lebih memperhatikan konteks dan karakteristik
responden. Sebaiknya, uji coba kuesioner dilakukan terlebih dahulu pada
sekelompok kecil responden yang memiliki profil serupa, untuk

memastikan setiap pertanyaan relevan dan mudah dipahami.
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LAMPIRAN
Lampiran 1. Kuesioner Google Formulir

12/2/24, 3:11 PM Peran Mediasi Kepercayaan Merek Terhadap Citra Merek dan Loyalitas Merek Pada Merek Arei

Peran Mediasi Kepercayaan Merek Terhadap Citra Merek
dan Loyalitas Merek Pada Merek Arei

Halo teman-teman!
Perkenalkan Saya Catarina Yudesti dari Program Studi Manajemen, Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta.

Saat ini saya sedang melakukan Penelitian Skripsi dengan judul, “Peran Mediasi Kepercayaan Merek Terhadap Citra Merek dan
Loyalitas Merek Pada Merek Arei”. Oleh karena itu saya membutuhkan bantuan dan partisipasi dari teman-teman sebagai responden
untuk melengkapi penelitian saya.

Penjelasan Singkat Merek Arei:

Arei merupakan merek outdoor Indonesia yang membuat perlengkapan dan pakaian untuk kegiatan outdoor, seperti mendaki,
berkemah, dan panjat tebing. Arei dikenal karena produknya yang kuat, tahan lama, dan harganya terjangkau.

Demikian atas dukungannya saya ucapkan terima kasih.

Catarina Yudesti.

* Menunjukkan pertanyaan yang wajib diisi

Pertanyaan Filter 1

Pertanyaan filter berikut digunakan untuk mendapatkan responden yang sesuai dengan kriteria yang dibutuhkan untuk penelitian.
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12/2/24,3:11 PM Peran Mediasi Kepercayaan Merek Terhadap Citra Merek dan Loyalitas Merek Pada Merek Arei

1. Apakah Anda telah melakukan pembelian ulang minimal 2 kali pada produk outdoor merek Arei? *

Tandai satu oval saja.

~ Tidak

Ya Langsung ke pertanyaan 2

Langsung ke pertanyaan 1Langsung ke pertanyaan 1

Pertanyaan Filter 2

Pertanyaan filter berikut digunakan untuk mendapatkan responden yang sesuai dengan kriteria yang dibutuhkan untuk penelitian.

2. Produk Arei yang anda miliki: *

Centang semua yang sesuai.

| Asseccoris (Dompet, lkat Pinggang, Jam tangan, Kacamata, Sarung Tangan, Topi, Kupluk, Case HP

j Apparel (Celana, Jaket, Kemeja, T-Shirt, Wangki, Rompi, Rainwear)

| Backpack (Carrier, Daypack, Cycling Bags, Dry Bag, Rain Cover)

" | Outdoor Equipment (Tenda, Kompor, Nesting, Sleeping Bag,Gelas, Hammock, Kursi Lipat, Matras, Trekking Pole)
" | Pouch and Packs (Travel Pouch, Waist Bag, Chest Bag)

| Footwear (Sepatu, Sandal, Kaos Kaki)

https://docs.google.com/forms/d/1_n5ZIIOB4wrqE61LOhBW59m1X9bXfCphwoRs58DzQEKk/edit 2112
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12/2/24, 3:11 PM Peran Mediasi Kepercayaan Merek Terhadap Citra Merek dan Loyalitas Merek Pada Merek Arei

Citra Merek

Citra merek terbentuk dari bagaimana konsumen melihat dan menggunakan suatu merek, hal ini mencerminkan rasa percaya dan
prioritas konsumen terhadap merek tersebut.

Jika Anda memiliki kepercayaan terhadap merek, seperti Arei, Anda akan membentuk citra positif yang baik. Hal ini bisa membuat Anda
lebih setia dan memilih Arei dibandingkan merek lain.

3. Saya merasa produk outdoor merek Arei memudahkan saya dalam aktivitas outdoor. *

Tandai satu oval saja.

Sani Sangat Setuju

4. Saya merasa merek Arei memiliki keunggulan dalam hal desain produk untuk kegiatan outdoor. *

Tandai satu oval saja.

Sani Sangat Setuju

https://docs.google.com/forms/d/1_n5ZIIOB4wrqE61L0hBW59m1X9bXfCphwoRs58DzQEKk/edit
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12/2/24, 3:11 PM Peran Mediasi Kepercayaan Merek Terhadap Citra Merek dan Loyalitas Merek Pada Merek Arei

7. Saya merasa Arei adalah merek yang terpercaya untuk produk outdoor. *

Tandai satu oval saja.

Sani Sangat Setuju

8. Saya merasa produk outdoor merek Arei adalah pilihan yang aman untuk digunakan pada aktivitas outdoor. *

Tandai satu oval saja.

San( Sangat Setuju

9. Saya percaya merek Arei konsisten dengan kualitas produk outdoor yang ditawarkan. *

Tandai satu oval saja.

Sani Sangat Setuju

https://docs.google.com/forms/d/1_n5ZII0OB4wrgE61LOhBW59m 1X9bXfCphwoRs58DzQEk/edit 512

68



12/2/24, 3:11 PM Peran Mediasi Kepercayaan Merek Terhadap Citra Merek dan Loyalitas Merek Pada Merek Arei

10. Menurut saya, produk outdoor merek Arei dapat diandalkan untuk aktivitas outdoor. *

Tandai satu oval saja.

San¢ Sangat Setuju

11.  Menurut saya, produk outdoor merek Arei memenuhi harapan saya. *

Tandai satu oval saja.

San¢ Sangat Setuju

12.  Menurut saya, merek Arei memberikan apa yang dijanjikannya dalam setiap produk outdoor yang ditawarkan. *

Tandai satu oval saja.

San¢ Sangat Setuju

https://docs.google.com/forms/d/1_n5ZIIOB4wrqE61L0hBWS59m1X9bXfCphwoRs58DzQEKk/edit 6/12
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12/2/24, 3:11 PM Peran Mediasi Kepercayaan Merek Terhadap Citra Merek dan Loyalitas Merek Pada Merek Arei

Loyalitas Merek

Loyalitas merek menunjukkan seberapa kuat hubungan antara konsumen dengan merek tertentu.

Misalnya, jika Anda adalah penggemar produk outdoor merek Arei, itu berarti Anda merasa puas dan percaya pada kualitasnya. Ketika
Anda terus memilih Arei meskipun ada banyak pilihan lain, itu menunjukkan bahwa Anda setia pada merek Arei.

13. Saya akan menjadikan Arei sebagai merek pilihan pertama dalam pembelian produk outdoor di masa mendatang. *

Tandai satu oval saja.

San Sangat Setuju

14. Saya akan merekomendasikan produk outdoor merek Arei kepada teman dan orang yang menyukai kegiatan outdoor. *

Tandai satu oval saja.

San Sangat Setuju

https://docs.google com/forms/d/1_n5ZIIOB4wrgE61L0hBW59m1X9bXfCphwoRs58DzQEKk/edit m2
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1272/24, 3:11 PM Peran Mediasi Kepercayaan Merek Terhadap Citra Merek dan Loyalitas Merek Pada Merek Arei

15. Saya akan memilih produk outdoor merek Arei daripada produk outdoor merek lain. *

Tandai satu oval saja.

San Sangat Setuju

16. Saya akan mengatakan hal-hal positif tentang produk outdoor merek Arei kepada orang lain. *

Tandai satu oval saja.

Sanq Sangat Setuju

17. Saya akan membeli produk outdoor terbaru dari merek Arei dimasa mendatang. *

Tandai satu oval saja.

San¢ Sangat Setuju

https://docs.google.com/forms/d/1_n5ZIIOB4wrqE61L0hBW59m 1X9bXfCphwoRs58DzQEk/edit

71

812
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18. Saya bersedia membayar lebih untuk produk outdoor merek Arei dibandingkan produk outdoor merek lain karena sudah *
terbukti kualitasnya.

Tandai satu oval saja.

Sant Sangat Setuju

19. Saya akan terus menjadi pengguna setia merek Arei dalam beberapa tahun ke depan. *

Tandai satu oval saja.

San¢ Sangat Setuju

Profil Responden

Seluruh data dan informasi yang didapatkan akan dijaga kerahasiaanya dan hanya akan digunakan untuk kepentingan penelitian saja.
Terima kasih.

https://docs.google.com/forms/d/1_n5ZIIOB4wrqE61LO0hBW59m1X9bXfCphwoRs58DzQEk/edit
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20. Gender*
Tandai satu oval saja.

(_ ) Laki- Laki
() Perempuan

21. Rentang Umur*

Tandai satu oval saja.

( ) <18 Tahun
() 19-24Tahun
(_ ) 25-29Tahun

() 30-34Tahun
() >34Tahun

https:/docs.google.com/forms/d/1_n5ZIIOB4wrgE61L0hBW59m1X9bXfCphwoRs58DzQEK/edit
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22. Pekerjaan*

Tandai satu oval saja.

() Mahasiswa / Pelajar

() PNS
(_ ) Pegawai Swasta
(_ ) Wirausaha

) Lainnya

23. Pendidikan yang ditempuh *

Tandai satu oval saja.

() SMA/sederajat
() D2/D3/D4
@I
() s2/83

https://docs.google.com/forms/d/1_n5ZIIOB4wrgE61L0hBW59m 1X9bXfCphwoRs58DzQEKk/edit
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24. Pengeluaran rata-rata untuk produk Arei dalam satu tahun *

Tandai satu oval saja.

() <Rp1.000.000
() Rp1.000.001 - Rp 2.000.000
() Rp2.000.001 - Rp 3.000.000
() >Rp 3.000.001

Konten ini tidak dibuat atau didukung oleh Google.

Google Formulir

https://docs.google.com/forms/d/1_n5ZIIOB4wrqE61LOhBW59m 1X9bXfCphwoRs58DzQEK/ edit 12112

]



Lampiran 2. Penyebaran Kuesioner

P+
PONDEN!

@areioutdoorgear

@areioutdoorgear
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& ‘b' selin Mapasada

Peran Mediasi Kepercayaan Merek

Terhadap Citra Merek dan Loyalitas Mere...

'] ¢

Halo teman-teman! §§

Perkenalkan Saya Catarina Yudesti dari Program Studi
Manajemen, Fakultas Bisnis dan Ekonomika, Universitas
Atma Jaya Yogyakarta.

Saat ini saya sedang melakukan Penelitian Skripsi dengan
judul, “Peran Mediasi Kepercayaan Merek Terhadap

Citra Merek dan Loyalitas Merek Pada Merek Arei”. Oleh
karena itu saya membutuhkan bantuan dan partisipasi
dari teman-teman sebagai responden untuk melengkapi
penelitian saya.

Penjelasan Singkat Merek Arei:

Arei merupakan merek outdoor Indonesia yang membuat
perlengkapan dan pakaian untuk kegiatan outdoor, seperti
mendaki, berkemah, dan panjat tebing. Arel dikenal karena

& &\; Ceceng Plw & ﬁ Vina Majestik

RE Peran Mediasi Kepercayaan Merek { { OUTDOOR GERAR
Térh?dap .(‘:‘itra‘;l;\ne*rglf dan %éyalitéé M‘.er?... .
Peran Mediasi
Kepercayaan Merek
Terhadap Citra
Merek dan Loyalitas
Merek Pada Merek

Arei

Halo teman-teman!

Perkenalkan Saya Catarina Yudesti dari Program Studi
Manajemen, Fakultas Bisnis dan Ekonomika, Universitas
Atma Jaya Yogyakarta.

Saat ini saya sedang melakukan Penelitian Skripsi dengan

judul, “Peran Mediasi Kepercayaan Merek Terhadap
Citra Merek dan Loyalitas Merek Pada Merek Arei”. Oleh
karena itu saya membutuhkan bantuan dan partisipasi

Terima kasih atas waktu dan partisipasi Anda!
Jawaban Anda sangat berharga bagi saya dan
akan membantu dalam penelitian ini

produknya yang kuat, tahan lama, dan harganya terjangkau.

dari teman-teman sebagai responden untuk melengkapi
: penelitian saya.
Lin bantu isi ya

Penjelasan Singkat Merek Arei:

Arei merupakan merek outdoor Indonesia yang membuat
okee deh perlengkapan dan pakaian untuk kegiatan outdoor, seperti
mendaki, berkemah, dan panjat tebing. Arei dikenal karena
produknya yang kuat, tahan lama, dan harganya terjangkau.

Terimakasih A @ . 51w/

Done yapp

©

masama
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Lampiran 3. Data Responden dan Jawabannya

10/9/2024
20:12:41

Ya

Outdoor Equipment (Tenda,
Kompor, Nesting, Sleeping
Bag,Gelas, Hammock,Kursi
Lipat, Matras, Trekking Pole),
Pouchand Packs (Travel Pouch,
Waist Bag, Chest Bag),
Footwear (Sepatu, Sandal, Kaos
Kaki)

Laki -
Laki

19-24
Tahun

Lainnya

S1

< Rp 1.000.000

10/9/2024
20:12:41

Ya

Outdoor Equipment (Tenda,
Kompor, Nesting, Sleeping
Bag,Gelas, Hammock,Kursi
Lipat, Matras, Trekking Pole),
Pouchand Packs (Travel Pouch,
Waist Bag, Chest Bag),
Footwear (Sepatu, Sandal, Kaos
Kaki)

Laki -
Laki

19-24
Tahun

Lainnya

S1

<Rp
1.000.000

10/9/2024
20:12:41

Ya

Outdoor Equipment (Tenda,
Kompor, Nesting, Sleeping
Bag,Gelas, Hammock,Kursi
Lipat, Matras, Trekking Pole),
Pouchand Packs (Travel Pouch,
Waist Bag, Chest Bag),
Footwear (Sepatu, Sandal, Kaos
Kaki)

Laki -
Laki

19-24
Tahun

Lainnya

S1

< Rp 1.000.000
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,

Kupluk, Case HP, Apparel (Celana, Jaket, Mahasiswa / Rp
10/14/2024 | Ya Kemeja, T-Shirt, Wangki, Rompi, Perempuan| <18 Pelajar |MA/sederaj| 1.000.001 -
8:43:24 Rainwear) Tahun Rp
2.000.000
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Apparel (Celana, Jaket, Mahasiswa / Rp
10/14/2024 | Ya Kemeja, T-Shirt, Wangki, Rompi, Laki - Lakif <18 Pelajar |MA/sederaj| 1.000.001 -
8:43:27 Rainwear) Tahun Rp
2.000.000
" . 19-24 Rp
10/14/2024 |Ya | Asseccoris (Dompet, Ikat Pinggang, Jam |pgrangian|  Tahun| Wirausaha | D2/D3/D4 | 2.000.001 -
16:35:25 tangan, Kacamata, Sarung Tangan, Topi, Rp
Kupluk, Case HP 3.000.000
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Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack
(Carrier, Daypack, Cycling Bags, Dry Bag,
Rain Cover), Outdoor Equipment (Tenda,

1(1)213112(1)54 Kompor, Nesting, Sleeping Bag,Gelas,
T Hammock, Kursi Lipat,Matras, Trekking 19 - [ Mahasiswa <Rp
Ya Pole),Footwear (Sepatu, Sandal, Kaos Kaki) [Perempuan 24 [Pelajar 51 1.000.000
Tahun
! . 19 - | Mahasiswa Rp 1.000.001 -
10/14/2024 | Ya | #sseccoris (Dompet, Ikat Pinggang, Jam oo cnianl 24 /Pelajar | S1 | Rp 2.000.000
17:38:05 tangan, Kacamata, Sarung Tangan, Topi, T
Kupluk, Case HP
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack
(Carrier, Daypack, Cycling Bags, Dry Bag,
10/14/2024 | Ya Rain Cover), Pouch andPacks (Travel Laki - Laki 19 - | Mahasiswa |MA/sederaj| Rp 1.000.001 -
17:57:08 Pouch, Waist Bag, Chest Bag) 24 /Pelajar Rp 2.000.000
Tahun
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Backpack (Carrier, Daypack, Cycling
10/14/2024 | Ya  |Bags,Dry Bag, Rain Cover), Pouch and  (Perempuan| 19 -24  Pegawai S1 Rp 1.000.001 -
18:22:19 Packs (Travel Pouch, Waist Tahun Swasta Rp 2.000.000
Bag, Chest Bag)
Apparel (Celana, Jaket,Kemeja, T-Shirt,
10/14/2024 | Ya Wangki, Rompi, Rainwear), Footwear Perempuan| 19 - 24[ Mahasiswa/ S1 Rp 2.000.001 -
19:37:36 (Sepatu, Sandal, Kaos Tahun Pelajar Rp 3.000.000
Kaki)
Outdoor Equipment (Tenda, Kompor,
10/15/2024 | Ya Nesting, Sleeping Bag,Gelas, Hammock, |Perempuan| 19 - 24 Lainnya S1 Rp 1.000.001 -
4:43:27 Kursi Lipat, Matras, Tahun Rp 2.000.000
Trekking Pole)
10/15/2024 | Ya Laki- Laki] <18 [ Mahasiswa/ [MA/sederaj <Rp
6:21:04 Backpack (Carrier, Daypack, Cycling Tahun Pelajar 1.000.000
Bags,Dry Bag, Rain Cover)
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10/15/2024
9:45:56

Ya

Outdoor Equipment (Tenda, Kompor,
Nesting, Sleeping Bag,Gelas, Hammock,
Kursi Lipat, Matras, Trekking Pole),
Footwear (Sepatu,

Sandal, Kaos Kaki)

Perempuan

19 - 24
Tahun

Mahasiswa /
Pelajar

S1

<Rp
1.000.000

10/17/2024
18:47:51

Ya

Footwear (Sepatu,
Sandal, Kaos Kaki)

Perempuan

<18
Tahun

Mahasiswa /
Pelajar

MA/sederaj

<Rp
1.000.000

10/18/2024
12:09:04

Ya

Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Apparel (Celana,
Jaket,Kemeja, T-Shirt, Wangki, Rompi,
Rainwear), Backpack (Carrier, Daypack,
Cycling Bags, Dry Bag,Rain Cover)

Perempuan

19 - 24
Tahun

Pegawai
Swasta

MA/sederaj

Rp 1.000.001 -
Rp 2.000.000

10/18/2024
12:36:48

Ya

Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Apparel (Celana,
Jaket,Kemeja, T-Shirt, Wangki, Rompi,
Rainwear), Backpack (Carrier, Daypack,
Cycling Bags, Dry Bag,Rain Cover)

Perempuan

19 - 24
Tahun

Mahasiswa /
Pelajar

D2/D3/D4

Rp 1.000.001 -
Rp 2.000.000
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A i (D ¢ Ikat Pi ] 19 - | Mahasiswa/ <Rp
10/15/2024 | Ya sseccoris (Dompet, Ikat Pinggang, Jam | poroynanl 24 Pelajar s1 1.000.000
- tangan, Kacamata, Sarung Tangan, Topli,
10:43:43 Tahun
Kupluk, Case HP
. 19 - Pegawai > Rp
10/15/2024 | ya  |Pouch and Packs (Travel Pouch, Waist |} oi ) aiil 24 |  Swasta  |MA/sederajl  3.000.001
.07- Bag, Chest Bag), Footwear (Sepatu,
15:07:16 . Tahun
Sandal, Kaos Kaki)
Backpack (Carrier, Daypack, Cycling
Bags,Dry Bag, Rain Cover), Outdoor
Equipment (Tenda, Kompor, Nesting,
10/15/2024 | Ya Sleeping Bag,Gelas, Hammock, Kursi Perempuan| 19 - Pegawai S1 > Rp
22:17:31 Lipat, Matras, Trekking Pole) 24 Swasta 3.000.001
Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping
Bag,Gelas, Hammock,Kursi Lipat, 25 - < Rp 1.000.000
10/16/2024| Ya | Matras, Laki - 29 Lainnya S1
0:53:11 Trekking Pole) Laki Tahun
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10/16/2024| Ya Laki - Laki 19 - | Mahasiswa S1 <Rp
0:58:52 24 / 1.000.000
Footwear (Sepatu, Sandal, Kaos Kaki) N
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack 19 - | Mahasiswa <Rp
10/16/2024|Ya | (Carrier, Daypack, Cycling Bags, Dry Bag, |Laki - Laki 24 [Pelajar S1 1.000.000
2:16:29 Rain Cover) Tahun
10/17/2024 | Ya Laki - Laki 19 - Lainnya |MA/sederaj| Rp 1.000.001 -
13:44:05 Apparel (Celana, Jaket,Kemeja, T-Shirt, 24 Rp 2.000.000
Wangki, Rompi, Rainwear) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack
(Carrier, Daypack, Cycling Bags, Dry Bag,
Rain Cover), Footwear (Sepatu, Sandal, 19 - | Mahasiswa Rp 2.000.001 -
10/17/2024 | Ya Kaos Perempuan 24 [Pelajar S1 Rp 3.000.000
14:17:48 Kaki) Tahun
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Backpack (Carrier, Daypack, Cycling Bags,

Dry Bag, Rain Cover), Footwear (Sepatu,

10/18/2024 | Ya |Sandal, Kaos Kaki) Perempuan 19 - | Mahasiswa/ S1 Rp 1.000.001 -
22:43:05 24 Pelajar Rp 2.000.000
Tahun
10/20/2024| Y ) . P 19 - | Mahasi i < Rp 1.000.
o .0/ .O i Apparel (Celana, Jaket,Kemeja, T-Shirt, 4 g st R = p 1.000.000
21:42:17 - i 24 Pelajar
Wangki, Rompi, Tah
- un
Rainwear)
. . 25 - Pegawali > Rp 3.000.001
10/22/2024 | Ya Asseccoris (Dompet, Ikat Pinggang, Jar_n Perempuan 29 Swasta S1
.02 tangan, Kacamata, Sarung Tangan, Topi,
18:03:46 Tahun
Kupluk, Case HP
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Apparel (Celana, Jaket, 25 - Pegawai | D2/D3/D4
10/22/2024 | Ya |Kemeja, T-Shirt, Wangki, Rompi, Laki - Laki 29 Swasta Rp 1.000.001 -
18:29:58 Rainwear), Backpack (Carrier, Daypack, Tahun Rp 2.000.000

Cycling Bags, Dry Bag,Rain Cover),
Footwear (Sepatu, Sandal, Kaos Kaki)
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topl,
Kupluk, Case HP, Apparel (Celana, Jaket,

. - . ) 19 - | Mahasiswa/ < Rp 1.000.000
10/22/2024 | Ya |Kemeja, T-Shirt, Wangki, Rompl, Perempuan| 24 | Pelajar [S1 P
19:00:48 REREY Tahun
19 - Pegawai < Rp 1.000.000
10/22/2024 | Ya Perempuan 24 Swasta |S1
19:11:25 Pouch and Packs (Travel Pouch, Waist Tahun
Bag, Chest Bag)
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack
(Carrier, Daypack, Cycling Bags, Dry Bag,
Rain Cover), Footwear (Sepatu, Sandal, Pegawali < Rp 1.000.000
10/22/2024| Ya |Kaos Laki - Laki> 34 Swasta [S1
20:19:31 Kaki) Tahun
3 : 19 - | Mahasiswa / < Rp 1.000.000
10/22/2024 | ya |#sseccoris (Dompet, Ikat Pinggang, Jam | i ) aiil 24 | Pelajar  |D2/D3/D4 P
22:17:56 tangan, Kacamata, Sarung Tangan, Topi, o

Kupluk, Case HP
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Backpack (Carrier, Daypack, Cycling
10/26/2024 | Ya |Bags,Dry Bag, Rain Cover) Laki - Laki 25 - PNS S2/S3 | Rp 2.000.001 -
17:08:37 29 Rp 3.000.000
Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
ﬁ“p'“.k’ (%a;if'tp’voppakr?'éce'af‘a’ Jaket, 25 - | Mahasiswa/ Rp 1.000.001 -
10/26/2024| Ya Re_mel"’" ~oNIrt, Yangki, kompt, Perempuan| 29 Pelajar S1 Rp 2.000.000
17:09:48 sz, Tahun
Outdoor Equipment (Tenda, Kompor,
Nesting, Sleeping Bag,Gelas, Hammaock,
Kursi Lipat, Matras, Trekking Pole),
Pouchand Packs (Travel Pouch, Waist 25 - < Rp 1.000.000
10/26/2024 | Ya | Bag, Laki - Laki 29 PNS MA/sederaj
17:10:03 Chest Bag) Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
gupluk,kCgse IHP, BBacka?ckéCarrFlzer_, 30 - Rp 1.000.001 -
10/26/2024| Ya Caypac » LYClINg Bags,Dry bag, kain Laki - Laki| 34 PNS S2/S3 | Rp 2.000.000
17:10:18 over) Tahun
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Outdoor Equipment (Tenda, Kompor,
Nesting, Sleeping Bag,Gelas, Hammaock,
Kursi Lipat, Matras, Trekking Pole),

Pouchand Packs (Travel Pouch, Waist Rp 2.000.001 -
10/26/2024 | Ya | Bag, Perempuan| <18 PNS MA/sederajl Rp 3.000.000
17:10:55 Chest Bag) Tahun
Rp 1.000.001 -
10/26/2024 | Ya Perempuan| >34 PNS S2/S3 Rp 2.000.000
17:11:27 Pouch and Packs (Travel Pouch, Waist Tahun
Bag, Chest Bag)
A i< (D t Ikat Pi ] 25 - | Mahasiswa/ < Rp 1.000.000
10/26/2024 | Ya sseccoris (Dompet; Ikat Pinggang, am Perempuan 29 Pelajar | MA/sederaj
11- tangan, Kacamata, Sarung Tangan, Topi,
17:11:44 Tahun
Kupluk, Case HP
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Backpack (Carrier, 19 <R
! : - p 1.000.000
10/26/2024 | Ya gaypack, Cycling Bags,Dry Bag, Rain Perempuan 24 PNS S1
17:13:13 over) Tahun
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Apparel (Celana, Jaket,Kemeja, T-Shirt,
10/26/2024 Wangki, Rompi, Laki - Lakil <18 Pegawai | D2/D3/D4 | Rp 1.000.001 -
17:36:24 Rainwear) Tahun Swasta Rp 2.000.000
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
iuplu.k, ?raéi _HtP,VOppall(r.el I:\()Celana, Jaket, o5 Rp 2.000.001 -
10/26/2024 Re_mel"’" ~oNIrt, Yangki, kompt, Perempuan| 29 PNS D2/D3/D4| Rp 3.000.000
17:36:44 ainwear) Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping
Bag,Gelas, Hammock,Kursi Lipat, Pegawai Rp 2.000.001 -
10/26/2024 Matras, Laki - Laki| >34 Swasta S1 Rp 3.000.000
17:37:04 Trekking Pole) Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
10/26/2024 ﬁ“p'“T’PcasiHVF\’/ F";“Ch 4nd Pack3 Laki-Lakil 25- | Mahasiswa/| S1 | Rp 1.000.001 -
17:37:29 (Travel Pouch, Wals 29 | Pelajar Rp 2.000.000
Bag, Chest Bag) Tahun

89



Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Pouch and Packs

10/26/2024 | Ya (Travel Pouch, Waist Laki - Laki 25 - PNS MA/sederaj| < Rp 1.000.000
17:38:49 Bag, Chest Bag) 29
Tahun
Outdoor Equipment (Tenda, Kompor,
Nesting, Sleeping Bag,Gelas, Hammaock,
Kursi Lipat, Matras, Trekking Pole),
Pouchand Packs (Travel Pouch, Waist 25 - Rp 1.000.001 -
10/26/2024 | Ya Bag, Laki - Laki 29 PNS MA/sederaj| Rp 2.000.000
17:39:10 Chest Bag) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
Sleeping Bag,Gelas, Hammock, Kursi
10/26/2024 | Ya | Lipat,Matras, Trekking Pole) Perempuan| >34 Pegawai S1 < Rp 1.000.000
17:39:35 Tahun Swasta
Backpack (Carrier, Daypack, Cycling Bags,
10/26/2024 | Ya |Dry Bag, Rain Cover), Pouch and Packs Perempuan| >34 [ Mahasiswa/| MA/sederaj| < Rp 1.000.000
17:39:57 (Travel Pouch, Waist Tahun |  Pelajar

Bag, Chest Bag)
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Backpack (Carrier, Daypack, Cycling Bags,

10/26/2024| Ya |Dry Bag, Rain Cover), Pouch and Packs Laki - Lakil <18 | Mahasiswa/ S1 Rp 2.000.001 -
17:40:19 (Travel Pouch, Waist Tahun Pelajar Rp 3.000.000
Bag, Chest Bag)
19 - | Mahasiswa/ Rp 1.000.001 -
10/26/2024 | Ya Laki - Laki 24 Pelajar | MA/sederaj| Rp 2.000.000
17:40:40 Pouch and Packs (Travel Pouch, Waist Tahun
Bag, Chest Bag)
Backpack (Carrier, Daypack, Cycling Bags,
10/26/2024 | Ya |Dry Bag, Rain Cover), Pouch and Packs Laki - Laki 25 - PNS S1 < Rp 1.000.000
17:41:06 (Travel Pouch, Waist 29
Bag, Chest Bag) Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
gupluki(c(%se II_—|P, gaCklg(:k LDECarrRle(, < Rp 1.000.000
10/26/2024| Ya Caypac » LYClIng Bags,Dry bag, kain Laki - Laki| >34 PNS | MA/sederaj
17:44:31 over) Tahun
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Outdoor Equipment (Tenda, Kompor,
Nesting, Sleeping Bag,Gelas, Hammaock,
Kursi Lipat, Matras, Trekking Pole),

Pouchand Packs (Travel Pouch, Waist 19 - | Mahasiswa/ Rp 1.000.001 -
10/26/2024 | Ya | Bag, Laki - Laki 24 Pelajar S1 Rp 2.000.000
17:44:50 Chest Bag) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack 30 - | Mahasiswa/ < Rp 1.000.000
10/26/2024 | Ya |(Carrier, Daypack, Cycling Bags, Dry Bag, |Perempuan 34 Pelajar S2/S3
17:45:09 Rain Cover) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
Sleeping Bag,Gelas, Hammock, Kursi
10/26/2024 | Ya |Lipat,Matras, Trekking Pole) Perempuan 30 - Pegawai S1 < Rp 1.000.000
17:45:28 34 Swasta
Tahun
Backpack (Carrier, Daypack, Cycling Bags,
Dry Bag, Rain Cover), Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping
Bag,Gelas, Hammock, Kursi Lipat, Matras,
10/26/2024 | Ya |Trekking Pole) Perempuan 30 - Pegawai S1 Rp 1.000.001 -
17:45:47 34 Swasta Rp 2.000.000
Tahun
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Pouch and Packs

10/26/2024| Ya i Perempuan| <18 [ Mahasiswa/|MA/sederaj| Rp 2.000.001 -
17:46:06 (TAEREIR OV BT ot Tahun |  Pelajar Rp 3.000.000
Bag, Chest Bag)
Outdoor Equipment (Tenda, Kompor,
Nesting, Sleeping Bag,Gelas, Hammock,
Kursi Lipat, Matras, Trekking Pole),
Pouchand Packs (Travel Pouch, Waist 19 - Pegawai Rp 1.000.001 -
10/26/2024 | Ya | Bag, Laki - Laki 24 Swasta | MA/sederaj| Rp 2.000.000
17:46:29 Chest Bag) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack 30 - Rp 1.000.001 -
10/26/2024 | Ya |(Carrier, Daypack, Cycling Bags, Dry Bag, | Perempuan 34 PNS B1 Rp 2.000.000
17:46:58 Rain Cover) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack 19 - | Mahasiswa/ Rp 1.000.001 -
10/26/2024 | Ya |(Carrier, Daypack, Cycling Bags, Dry Bag, |Laki - Laki 24 Pelajar | D2/D3/D4| Rp 2.000.000
17:47:19 Rain Cover) Tahun
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Apparel (Celana, Jaket,Kemeja, T-Shirt,

10/26/2024 | Ya Wangki, Rompi, Perempuan| <18 Pegawai S1 < Rp 1.000.000
17:47:36 Rainwear) Tahun Swasta
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack
(Carrier, Daypack, Cycling Bags, Dry Bag, 30 - | Mahasiswa/ Rp 1.000.001 -
10/26/2024 | Ya |Rain Cover) Perempuan 34 Pelajar D2/D3/D4| Rp 2.000.000
17:47:56 Tahun
Backpack (Carrier, Daypack, Cycling Bags,
10/26/2024 | Ya |Dry Bag, Rain Cover) Laki - Lakil >34 | Mahasiswa/ S1 < Rp 1.000.000
17:48:16 Tahun Pelajar
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
e T e Sl | 000001
10/26/2024| Ya ' o ’ ’ Laki - Laki 34 PNS S2/S3 Rp 2.000.000
o Matras, Trekking Pole)
17:48:37 Tahun
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10/26/2024 | Ya Perempuan| >34 [ Mahasiswa/| MA/sederaj| > Rp 3.000.001
17:50:24 Backpack (Carrier, Daypack, Cycling Tahun Pelajar
Bags,Dry Bag, Rain Cover)
10/26/2024| Y ) . P = P i 2 < Rp 1.000.
0/ .6/ .O a coacatie e e RS erempuan 30 egawai S2/S3 p 1.000.000
17:50:45 > . 34 Swasta
Wangki, Rompi, SR
Rainwear)
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
10/26/2024| va | Kupluk, Case HP, Pouch and Packs Perempuan  30- | PNS | D2/D3/D4|<Rp 1.000.000
17°51:16 (Travel Pouch, Waist 34
Bag, Chest Bag) Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
10/26/2024| va | Kupluk Case HP, Pouch and Packs Laki-Lakil <18 | Wirausaha | S2/S3 |>Rp3.000.001
17-51:37 (Travel Pouch, Waist Tahun

Bag, Chest Bag)

95



Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping

Bag,Gelas, Hammock,Kursi Lipat g \iedanes el < Rp 1.000.000
10/26/2024| Ya Magt'ras lianaEor pat, Laki-Laki 29 | Pelajar s1
17:53:27 ’ g Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack Mahasiswa / Rp 1.000.001 -
10/26/2024 | Ya |(Carrier, Daypack, Cycling Bags, Dry Bag, |Laki - Lakil <18 Pelajar S1 Rp 2.000.000
17:53:45 Rain Cover) Tahun
Outdoor Equipment (Tenda, Kompor,
Nesting, Sleeping Bag,Gelas, Hammaock,
gurSLLu()ja; Mkatrzilrs, Tr?kpklnghPoIV\(/a),_ t Rp 2.000.001 -
10/26/2024| Ya | oo EL RS (lira¥cl Fochnivais Perempuan| >34 | Wirausaha | S1 | Rp3.000.000
17:54:05 ag, Chest Bag) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
10/26/2024 | Ya | Sleeping Bag,Gelas, Hammock, Kursi Perempuan| 25 - Pegawai S1 Rp 2.000.001 -
17:54:29 Lipat,Matras, Trekking Pole) 29 Swasta Rp 3.000.000
Tahun
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Outdoor Equipment (Tenda, Kompor,

10/26/2024 | Ya ! . Laki - Laki 30- | Wirausaha | D2/D3/D4 | Rp 2.000.001 -
17:54:49 Nestl_ng_, Sleeping Bag,Gqus, Hammock, 34 Rp 3.000.000
Kursi Lipat, Matras, Trekking Pole) AN
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
10/26/2024 | Ya | Kupluk, Case HP, Pouch and Packs Laki - Lakif <18 Pegawali S2/S3 | Rp 1.000.001 -
17:55:09 (Travel Pouch, Waist Bag, Chest Bag) Tahun Swasta Rp 2.000.000
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
Sleeping Bag,Gelas, Hammock, Kursi
10/26/2024 | Ya | Lipat,Matras, Trekking Pole) Perempuan 19 - Pegawai | MA/sederaj| Rp 2.000.001 -
17:55:30 24 Swasta Rp 3.000.000
Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
Sleeping Bag,Gelas, Hammock, Kursi
10/26/2024 | Ya | Lipat,Matras, Trekking Pole) Laki - Laki 19 - | Mahasiswa/| D2/D3/D4 | > Rp 3.000.001
17:55:50 24 Pelajar
Tahun
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Backpack (Carrier,

Daypack, Cycling Bags,Dry Bag, Rain 19 - Pegawai Rp 1.000.001 -
10/26/2024| Ya | Cover) Perempuan 24 Swasta D2/D3/D4| Rp 2.000.000
17:56:08 Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi, 25 - < Rp 1.000.000
10/26/2024| Ya | Kupluk, Case HP Laki - Laki 29 PNS D2/D3/D4
17:56:29 Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack
(Carrier, Daypack, Cycling Bags, Dry Bag, Rp 1.000.001 -
10/26/2024 | Ya | Rain Cover) Perempuan| >34 PNS MA/sederajl Rp 2.000.000
17:56:49 Tahun
Backpack (Carrier, Daypack, Cycling
Bags,Dry Bag, Rain Cover), Outdoor
Equipment (Tenda, Kompor, Nesting,
Sleeping Bag,Gelas, Hammock, Kursi
10/26/2024 | Ya | Lipat, Matras, Trekking Pole) Perempuan 19 - | Mahasiswa/| S2/S3 | Rp 2.000.001 -
17:57:13 24 Pelajar Rp 3.000.000
Tahun
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping

Bag,Gelas, Hammock,Kursi Lipat, 30 - | Mahasiswa/ < Rp 1.000.000
10/26/2024 | Ya Matras, Perempuan 34 Pelajar D2/D3/D4
17:57:34 Trekking Pole) Tahun
Backpack (Carrier, Daypack, Cycling
Bags,Dry Bag, Rain Cover), Outdoor
Equipment (Tenda, Kompor, Nesting,
Sleeping Bag,Gelas, Hammock, Kursi
10/26/2024 | Ya | Lipat, Matras, Trekking Pole) Laki - Laki 19 - | Mahasiswa /| MA/sederaj| > Rp 3.000.001
17:57:56 24 Pelajar
Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping < Rp 1.000.000
10/26/2024| Ya Eﬂaagt’rgse'ﬁ’eﬁfmmF?glké)K“rS' Lipat Laki-Laki <18 | PNS  |MAJsederaj
17:58:15 ’ g Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topl,
10/26/2024 | Ya | Kupluk, Case HP, Pouch and Packs Perempuan|  19- | Pegawai | D2/D3/D4|< Rp 1.000.000
17:58:34 (Travel Pouch, Waist 24 | Swasta
Bag, Chest Bag) Tahun
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25 - Pegawai < Rp 1.000.000
10/26/2024| Ya Laki - Laki 29 Swasta S1
17:58:59 Pouch and Packs Tahun
(Travel Pouch, WaistBag, Chest Bag)
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Backpack (Carrier,
Daypack, Cycling Bags,Dry Bag, Rain < Rp 1.000.000
10/26/2024 | Ya | Cover) Laki- Lakil >34 | Wirausaha S2/S3
17:59:18 Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
Sleeping Bag,Gelas, Hammock, Kursi
10/26/2024 | Ya | Lipat,Matras, Trekking Pole) Perempuan| >34 PNS S2/S3 | Rp 1.000.001 -
17:59:36 Tahun Rp 2.000.000
Backpack (Carrier, Daypack, Cycling Bags,
10/26/2024 | Ya |Dry Bag, Rain Cover), Pouch and Packs Perempuan 25 - Pegawai S2/S3 | <Rp 1.000.000
17:59:56 (Travel Pouch, Waist 29 Swasta
Bag, Chest Bag) Tahun
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topl,
Kupluk, Case HP, Apparel (Celana, Jaket,

Kemeia. T-Shirt. Wanaki. R . 30 - | Mahasiswa/ Rp 2.000.001 -
10/26/2024 | Ya Rer_n% o LGV UR RSB Laki- Laki| 34 Pelajar | MA/sederajl Rp 3.000.000
18:00:14 gy Tahun
10/26/2024| Y ) . P 25 - P ' 2 < Rp 1.000.
O/.G/ .O i Apparel (Celana, Jaket,Kemeja, T-Shirt, 4 > SR >3 p 1.000.000
18:00:33 > . 29 Swasta

Wangki, Rompi,

- Tahun

Rainwear)

Asseccoris (Dompet, Ikat Pinggang, Jam

tangan, Kacamata, Sarung Tangan, Topi,

gupluk,kCgse II_—IP, gack%ackéCargef, Rp 1.000.001 -
10/26/2024| Ya Caypac » CYCling Bags,Dry bag, Rain Perempuan| < 18 PNS D2/D3/D4| Rp 2.000.000
18:00:52 o Tahun

Backpack (Carrier, Daypack, Cycling Bags,
10/26/2024 | Ya |Dry Bag, Rain Cover), Pouch and Packs Perempuan| <18 [ Wirausaha | MA/sederaj| > Rp 3.000.001
18:01:16 (Travel Pouch, Waist Tahun

Bag, Chest Bag)
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Backpack (Carrier, Daypack, Cycling Bags,

10/26/2024| Ya |Dry Bag, Rain Cover), Pouch and Packs Laki- Lakil  30- | Mahasiswa/ S1 Rp 2.000.001 -
18:01:44 (Travel Pouch, Waist 34 Pelajar Rp 3.000.000
Bag, Chest Bag) Tahun
Outdoor Equipment (Tenda, Kompor,
10/26/2024 | Ya | Nesting, Sleeping Bag,Gelas, Hammock, |Perempuanf 30 - | Mahasiswa/| S2/S3 | Rp 1.000.001 -
18:02:06 Kursi Lipat, Matras, 34 Pelajar Rp 2.000.000
Trekking Pole) Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Apparel (Celana, Jaket, 19 R
. . : . - p 2.000.001 -
10/26/2024| Ya 'Eer.“ela’ T-STITCAWARGIFEROMON Laki- Laki| 24 PNS S1 | Rp3.000.000
18:02:27 Agear) Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
g“p'“k’kcgse i BBaCkFEj‘CkEgcargeT’ Pegawai Rp 2.000.001 -
10/26/2024 | Ya Caypac » LYCIINg Bags,Dry bag, kain Perempuan| < 18 Swasta s1 Rp 3.000.000
18:02:50 over) Tahun
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping

Bag,Gelas, Hammock,Kursi Lipat, Mahasiswa / < Rp 1.000.000
10/26/2024 | Ya | Matras, Perempuan| >34 Pelajar S1
18:03:11 Trekking Pole) Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Apparel (Celana, Jaket, 30 >R
; . . . - p 3.000.001
10/26/2024 | Ya ge_meja, T-Shirt, Wangki, Rompi, Perempuan 34 | Wirausaha S1
18:03:30 T Tahun
10/26/2024| Ya Perempuan, >34 | Wirausaha S1 > Rp 3.000.001
18:03:50 Backpack (Carrier, Daypack, Cycling Bags, Tahun
Dry Bag, Rain Cover)
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
10/26/2024 | Ya |Sleeping Bag,Gelas, Hammock, Kursi Laki - Laki 30 - PNS S1 > Rp 3.000.001
18:04:16 Lipat,Matras, Trekking Pole) 34
Tahun
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10/26/2024 | Ya Laki - Lakil| 30 - | Mahasiswa/| D2/D3/D4 | Rp 2.000.001 -
18:04:36 Backpack (Carrier, Daypack, Cycling Bags, 34 Pelajar Rp 3.000.000
Dry Bag, Rain Cover) Tahun
10/26/2024| Ya Laki - Lakif  25- PNS 81 Rp 1.000.001 -
18:04:56 Backpack (Carrier, Daypack, Cycling Bags, 29 Rp 2.000.000
Dry Bag, Rain Cover) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack > Rp 3.000.001
10/26/2024 | Ya |(Carrier, Daypack, Cycling Bags, Dry Bag, | Perempuan| > 34 PNS MA/sederaj
18:05:40 Rain Cover) Tahun
10/26/2024 | Ya Laki - Laki 19 - | Mahasiswa/ S1 Rp 2.000.001 -
18:06:03 Backpack (Carrier, Daypack, Cycling Bags, 24 Pelajar Rp 3.000.000
Dry Bag, Rain Cover) Tahun
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Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,

10/26/2024 | Ya |Sleeping Bag,Gelas, Hammock, Kursi Laki - Laki 25 - | Mahasiswa /| MA/sederaj| < Rp 1.000.000
18:06:24 Lipat,Matras, Trekking Pole) 29 Pelajar
Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack 30 - Rp 1.000.001 -
10/26/2024 | Ya |(Carrier, Daypack, Cycling Bags, Dry Bag, |Perempuan 34 PNS S1 Rp 2.000.000
18:06:48 Rain Cover) Tahun
Outdoor Equipment (Tenda, Kompor,
10/26/2024 | Ya | Nesting, Sleeping Bag,Gelas, Hammock, | Laki - Laki 19 - PNS D2/D3/D4 | < Rp 1.000.000
18:07:12 Kursi Lipat, Matras, 24
Trekking Pole) Tahun
Backpack (Carrier, Daypack, Cycling Bags,
10/26/2024 | Ya |Dry Bag, Rain Cover), Pouch and Packs Perempuan 25- | Wirausaha | MA/sederaj| > Rp 3.000.001
18:07:35 (Travel Pouch, Waist 29
Bag, Chest Bag) Tahun
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A i« (D Ikat Pi ] 25 - Rp 1.000.001 -
10/26/2024 | Ya | Asseccoris (Dompet, lkat Pinggang, Jam | peronianl 29 | wirausaha | S2/S3 | Rp 2.000.000
.0Q- tangan, Kacamata, Sarung Tangan, Topl,
18:08:04 Tahun
Kupluk, Case HP
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Backpack Mahasiswa / Rp 2.000.001 -
10/26/2024 | Ya |(Carrier, Daypack, Cycling Bags, Dry Bag, |Laki- Laki| <18 Pelajar | D2/D3/D4| Rp 3.000.000
18:08:26 Rain Cover) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
10/26/2024| Ya El_eelgl&g tBagﬁe'ii’_ Hag‘TOCk’ L Laki - Laki| <18 PNS | MAJ/sederaj| Rp 1.000.001 -
18:08:52 ipat,Matras, Trekking Pole) Tahun Rp 2.000.000
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Apparel (Celana, Jaket, >R
' . g . p 3.000.001
10/26/2024 | Ya |emela L CLgeieT, Rompi, Laki - Lakil >34 | Wirausaha | D2/D3/D4
18:09:22 ainwear) Tahun
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping

Bag,Gelas, Hammock,Kursi Lipat, Mahasiswa / < Rp 1.000.000
10/26/2024 | Ya | Matras, Perempuan| >34 Pelajar S1
18:09:41 Trekking Pole) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
10/26/2024 | Ya |Wangki, Rompi, Rainwear), Pouch and Laki- Lakil >34 | Wirausaha | D2/D3/D4 | Rp 2.000.001 -
18:10:00 Packs (Travel Pouch, Tahun Rp 3.000.000
Waist Bag, Chest Bag)
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
gupluk,kCgse IHP, BBackleDackéCarrFlzer_, i > Rp 3.000.001
10/26/2024| Ya Caypac » LyCling bags,Lry bag, Rain Laki - Laki| 29 PNS S2/S3
18:10:19 OVer) Tahun
19 - > Rp 3.000.001
10/26/2024 | Ya Laki - Laki 24 | Wirausaha | MA/sederaj
18:10:41 Pouch and Packs (Travel Pouch, Waist Tahun

Bag, Chest Bag)
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Backpack (Carrier, Daypack, Cycling Bags,

10/26/2024 | Ya |Dry Bag, Rain Cover), Pouch and Packs Perempuan| <18 Pegawai S2/S3 | Rp 1.000.001 -
18:11:11 (Travel Pouch, Waist Tahun Swasta Rp 2.000.000
Bag, Chest Bag)
1(1)232(13/12224 Ya ABpar G e aKETIeITEl s, TEShiry Laki - Laki 2259- PNS S2/S3 | >Rp 3.000.001
o Wangki, Rompi, e
: un
Rainwear)
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping
Bag,Gelas, Hammock,Kursi Lipat, < Rp 1.000.000
10/26/2024 | Ya | Matras, Laki - Laki| >34 PNS S2/S3
18:12:30 Trekking Pole) Tahun
Backpack (Carrier, Daypack, Cycling Bags,
10/26/2024 | Ya |Dry Bag, Rain Cover), Pouch and Packs Laki - Laki| >34 Pegawai S2/S3 | <Rp 1.000.000
18:13:11 (Travel Pouch, Waist Tahun |  Swasta

Bag, Chest Bag)
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Apparel (Celana, Jaket,Kemeja, T-Shirt,

Wangki, Rompi, Rainwear), Backpack 30 - | Mahasiswa/ < Rp 1.000.000
10/26/2024 | Ya |(Carrier, Daypack, Cycling Bags, Dry Bag, | Laki - Laki 34 Pelajar S2/S3
18:13:38 Rain Cover) Tahun
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping
Bag,Gelas, Hammock,Kursi Lipat, Pegawai Rp 2.000.001 -
10/26/2024 | Ya | Matras, Laki- Laki| <18 Swasta S1 Rp 3.000.000
18:13:57 Trekking Pole) Tahun
Backpack (Carrier, Daypack, Cycling Bags,
Dry Bag, Rain Cover), Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping
10/26/2024 | va |BagGelas, Hammock, Kursi Lipat, Mattas, || i . aif >34 | wirausaha | S1 | <Rp1.000.000
18:14:14 ekking Pole) Tahun
10/26/2024| Ya Laki - Laki 19 - PNS MA/sederaj| > Rp 3.000.001
18:14:38 Backpack (Carrier, Daypack, Cycling Bags, 24
Dry Bag, Rain Cover) Tahun

109



Apparel (Celana, Jaket,Kemeja, T-Shirt,
10/26/2024 | Ya |Wangki, Rompi, Rainwear), Pouch and Laki - Lakif  25- | Mahasiswa/[ S2/S3 | Rp 1.000.001 -
18:15:01 Packs (Travel Pouch, 29 Pelajar Rp 2.000.000
Waist Bag, Chest Bag) Tahun
10/26/2024 | Ya Perempuan| >34 PNS MA/sederaj| Rp 1.000.001 -
18:16:54 Backpack (Carrier, Daypack, Cycling Bags, Tahun Rp 2.000.000
Dry Bag, Rain Cover)
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping
Bag,Gelas, Hammock,Kursi Lipat, Mahasiswa / > Rp 3.000.001
10/26/2024 | Ya | Matras, Perempuan| <18 Pelajar S2/S3
18:17:13 Trekking Pole) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
10/26/2024 | Ya |Sleeping Bag,Gelas, Hammock, Kursi Laki - Laki 19 - | Wirausaha S1 > Rp 3.000.001
18:17:29 Lipat,Matras, Trekking Pole) 24
Tahun
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A i< (D kat Pi ] 30 - > Rp 3.000.001
10/26/2024 | Ya | Asseccoris (Dompet, Ikat Pinggang, Jam | poroyanl 34 PNS | D2/D3/D4
1q. tangan, Kacamata, Sarung Tangan, Topl,
18:18:14 Tahun
Kupluk, Case HP
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Backpack (Carrier, SR
: : p 3.000.001
10/26/2024| Ya gaypaCk' Cycling Bags Dry Bag, Rain || o | akil >34 PNS S2/S3
18:18:38 L) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
10/26/2024 | Ya |Wangki, Rompi, Rainwear), Pouch and Perempuan| <18 | Mahasiswa/| S2/S3 | Rp 2.000.001 -
18:18:55 Packs (Travel Pouch, Tahun Pelajar Rp 3.000.000
Waist Bag, Chest Bag)
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
10/26/2024| Ya ﬁ“p'“T’PcaSiHVF\’/ F’ct’”Ch and Packs Perempuan| > 34 PNS S2/S3  |> Rp 3.000.001
18:19:14 (TraveRQQULT IiSis Tahun

Bag, Chest Bag)
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topl,
Kupluk, Case HP, Apparel (Celana, Jaket,

. - . . Pegawai < Rp 1.000.000
10/26/2024 | Ya |K€meJa, T-Shirt, Wangki, Rompi, Perempuan| <18 Swasta S1
18:19:46 ¥ Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
10/26/2024 | Ya | Sleeping Bag,Gelas, Hammock, Kursi Perempuan 19 - PNS S2/S3 | >Rp 3.000.001
18:20:02 Lipat,Matras, Trekking Pole) 24
Tahun
< Rp 1.000.000
10/26/2024| Ya Perempuan, <18 | Wirausaha S1
18:20:47 Pouch and Packs Tahun
(Travel Pouch, WaistBag, Chest Bag)
1%2623/12824 Ya I N —— Laki - Laki T<a #Sn Wirausaha S2/S3 | <Rp 1.000.000

Wangki, Rompi,
Rainwear)
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Apparel (Celana, Jaket,Kemeja, T-Shirt,

10/26/2024 | Ya |Wangki, Rompi, Rainwear), Pouch and Perempuan| >34 | Mahasiswa/ S1 Rp 1.000.001 -
18:22:36 Packs (Travel Pouch, Tahun Pelajar Rp 2.000.000
Waist Bag, Chest Bag)
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
10/26/2024| Ya '%“p'“T’PcasehHVF\’/’ F?“Ch Rl Perempuan| 19- | Pegawai | S2/S3 | Rp 2.000.001 -
18:23:32 B( raé‘; OEC N 24 Swasta Rp 3.000.000
ag, Chest Bag) Tahun
10/26/2024 | Ya Perempuan 19 - Pegawai | D2/D3/D4 | < Rp 1.000.000
18:23:52 Backpack (Carrier, Daypack, Cycling Bags, 24 Swasta
Dry Bag, Rain Cover) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Outdoor
Equipment (Tenda, Kompor, Nesting,
10126/2024| Ya |P1eePing Bag0elas, Hammock, KUty i - Lald| <18 | Mahasiswa/|  S1 |>Rp3.000.001
18:24:23 Ipat,Matras, Trekking Pole) Tahun Pelajar
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Outdoor Equipment (Tenda, Kompor,
Nesting, Sleeping Bag,Gelas, Hammaock,
Kursi Lipat, Matras, Trekking Pole),
Pouchand Packs (Travel Pouch, Waist Pegawai Rp 2.000.001 -
10/27/2024 | Ya Bag, Perempuan| >34 Swasta [MA/sederaj| Rp 3.000.000
0:04:30 Chest Bag) Tahun
Apparel (Celana, Jaket,Kemeja, T-Shirt,
Wangki, Rompi, Rainwear), Pouch and
10/27/2024 | Ya Packs (Travel Pouch, Perempuan| 25 -29 PNS | D2/D3/D4 | Rp 1.000.001 -
0:04:55 Waist Bag, Chest Bag) Tahun Rp 2.000.000
Asseccoris (Dompet, Ikat Pinggang,
Jam tangan, Kacamata, Sarung Tangan, 25 - 29| Mahasiswa/ <Rp
10/27/2024 | Ya Topi, Perempuan| Tahun Pelajar | D2/D3/D4 1.000.000
0:05:44 Kupluk, Case HP
Apparel (Celana, Jaket,Kemeja, T-Shirt,
10/27/2024 | Ya Wangki, Rompi, Laki- Laki] 25-29] Pegawai |MA/sederaj > Rp
0:06:35 Rainwear) Tahun Swasta 3.000.001
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Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping

Bag,Gelas, Hammock,Kursi Lipat, Pegawai Rp 1.000.001 -
10/27/2024 | Ya | Matras, Laki - Lakil <18 Swasta MA/sederajl Rp 2.000.000
0:06:49 Trekking Pole) Tahun
Pouch and Packs (Travel Pouch, Waist 25-29 Pegawai Rp 1.000.001 -
10/27/2024| Ya |Bag, Chest Bag) Perempuan| Tahun Swasta S2/S3 Rp 2.000.000
0:07:05
Backpack (Carrier, Daypack, Cycling
Bags,Dry Bag, Rain Cover), Pouch and
10/27/2024 | Ya |Packs (Travel Pouch, Waist Bag, Chest | Perempuan| 19 - 24| Mahasiswa/ | D2/D3/D4| > Rp 3.000.001
0:07:26 Bag) Tahun Pelajar
Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Outdoor Equipment
(Tenda, Kompor, Nesting, Sleeping
Bag,Gelas, Hammock,Kursi Lipat, 19 - 24| Mahasiswa/ Rp 1.000.001 -
10/27/2024 | Ya | Matras, Perempuan| Tahun Pelajar S1 Rp 2.000.000
0:08:14 Trekking Pole)
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10/28/2024
22:21:15

Ya

Asseccoris (Dompet, Ikat Pinggang, Jam
tangan, Kacamata, Sarung Tangan, Topi,
Kupluk, Case HP, Apparel (Celana, Jaket,

Kemeja, T-Shirt, Wangki, Rompi,
Rainwear)

Laki - Laki

19 - 24
Tahun

Mahasiswa /
Pelajar

S1

< Rp 1.000.000
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CM1| CM2 | CM3 | CM4 | KM1 [ KM2 | KM3 | KM4 [ KMS | KM6 | LM1 | LM2 | LM3 | LM4 | LM5 | LM6 [ LM7
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image on brand loyalty. The data collection was carried out using
a questionnaire which was distributed online via Google Form.
The target population of this study is Apple iPhone smartphone
users in DKI Jakarta, at least 18 years of age, and had purchased
the product twice; within the period of November 2020. The
number of samples was determined to be 200 samples. The
sampling technique used was purposive sampling. Data analysis
was performed using Partial Least Square-Structural Equation
Modeling (PLS-SEM) approach using SmartPLS software. The
result showed that brand image had a positive effect on brand
loyalty. In addition, brand trust also has a positive effect on brand
loyalty. Furthermore, brand image had a positive effect on brand
trust. Lastly, brand trust mediates the effect of brand image on
brand loyalty.
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1. Introduction

Copyright © 2020 Enrichment : Journal of Management
Al rights reserved,

Advances in technology are the main attraction for modern society to meet the conveniences of
everyday life. This convenience can be offered in the form of a smart phone or so-called smartphone.
With the increasing demand for h ies in the technology sector are racing to launch
products that match market demands. Based on statistical data, smartphone users in Indonesia reached
171 million consumers in 2019 and it is estimated that it will reach 256.1 million users in 2025
(Degenhard, 2020).

The object of this study is the Apple brand iPhone smartphone produced by the Apple company.
Apple-branded iPhone products have sold more than 217 million devices in 2018 and in total have sold
about 1.5 billion products worldwide making it one of the most used smartphones (Tankovska, 2020).
Brand loyalty in iPhone smartphone products has been one of Apple’s strengths for years. However,
Apple brand iPhone smartphone brand loyalty has decreased drastically by 19% from 2017-2019
(McCarthy, 2019).
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Figure 1. iPhone users who plan to use Apple products for their next smartphone purchase (McCarthy,
2019)

This decrease is the lowest decrease compared to previous years. This decrease in loyalty was
accompanied by a decline in iPhone product sales. In 2015, Apple managed to sell 231.5 million iPhone
products worldwide. However, in 2019 there was a decline in sales to 191.1 million units (Gewirtz, 2020).

T

Figure 2. Sales of Apple brand iPhone products from 2012 - 2019 (Gewirtz, 2020)

This research is a replication from previous study by Rodiques and Rahanatha (2018) which was
conducted on Apple iPhone smartphone users in Denpasar City, Bali. The purpose of this research is to
overcome problems related to brand loyalty on iPhone smartphone products in DKI Jakarta and to
prove whether the previous research model applies the same as this research.

2. Methods

2.1 Relationship between Brand Image and Brand Loyalty

Brand image represents the consumer’s view of a brand that is formed from past memories and
experiences (Tehuayo, 2015). A study by Caroline and Brahmana (2018) states that brand image is part
of the seriousness and inclination of the brand, therefore that consumers who trust the brand will
create a positive and positive brand image leads to brand loyalty.

Brand loyalty by Mowen (1988) is a condition in which consumers have a positive attitude
towards a brand, have trust in that brand, and aim to make repeat purchases in the future.

Research by Bastian (2014) prove that brand image has a positive and significant effect on brand
loyalty. Study by Ratri (2007) also stated that improving the brand image of a product will stimulate
the formation of brand loyalty. Previous research by Nofriyanti (2017) also concluded that brand image
has a positive influence on brand loyalty. Thus, a positive brand image will stimulate consumers to
make purchases and ultimately form brand loyalty. Thus, the first hypothesis proposed is:

H1: Brand image has a positive effect on brand loyalty

2.2 Relationship between Brand Trust and Brand Loyalty

Brand trust is the consumer’s perception of the credibility of the brand based on experience and is
a series of relationships or interactions marked by the fulfillment of consumer desires for product
performance and the satisfaction felt by consumers (Mowen, 1988).

The Role of Brand Trust and Brand Image on Brand Loyalty on Apple Iphone Smartphone Users in DKI Jakarta
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Study by Rini and Sulistyawati (2014) also concluded that brand trust has a positive influence on
brand loyalty; along with the increase in brand trust will trigger an increase in brand loyalty. This is
supported by the theory presented by Munuera-Aleman et al (2003) who said that consumer
confidence in a brand (brand trust) can have an impact on behavioral loyalty and consumer action on a
brand (brand loyalty). Research done by ngklr (2014) in line with the theory presented, namely
brand loyalty is ob d from in the brand. Thus, the second hypothesis
proposed is:

H2: Brand trust has a positive effect on brand loyalty

2.3 Relationship between Brand Image and Brand Trust

Research by Effendy and Suryadinata (2015) stated that brand image has a positive effect on
brand trust. The judgments that remain in the minds of consumers as well as a number of good
experiences that consumers feel give rise to consumer confidence in a brand. Research by Bastian
(2014) also proves that brand trust can be formed through a positive brand image. This shows how far
a company's brand image can build brand confid in When are satisfied with
their needs and desires, consumers will believe in the brand. Furth di and Rah h
(2018) stated that brand image positively has an influence on brand trust in consumers. The more
positive the brand image built by a particular product, the more consumers will have high brand
loyalty. Thus, the third hypothesis proposed is:

H3: Brand image has a positive effect on brand trust

2.4 The relationship between Brand Image and Brand Loyalty mediated by Brand trust

Study conducted by Pramono (2013) describes that along with the increase in the brand image of
a product, it will increase the possibility of the product being re-elected by consumers in the future.
This will have an impact on increasing brand loyalty to the product. Other research conducted by
Marliawati and Cal gdyah (2020) also i that the ngth of brand image will have a
positive effect on brand loyalty if mediated by brand trust.

Further research conducted by Aprilha and Engkur (2020) also supports the description above,
namely a positive brand perception of a product is very important for the company because a positive
brand perception will create brand trust and lead buyers to make repeat purchases so that brand
loyalty of the product is maintained. Furthermore, Aprilha and Engkur (2020) explained that brand
loyalty can only be created if consumers have a positive brand perception of the product so that it
creates trust in the brand and will continue to use the brand’s product. Thus, the fourth hypothesis
proposed is:

H4: Brand trust mediates the effect of brand image on brand loyalty

Figure 3. Research Model
Source : Rodiques and Rahanatha (2018)

The purpose of this study is to examine the effect of brand image and brand trust on brand loyalty
on Apple iPhone smartphone users in DKI Jakarta. This study has 3 variables, namely brand image as
the independent variable, brand loyalty as the dependent variable, and brand trust as the mediating
variable.

This study applies the type of quantitative research. Data collection was taken using a
queshonnalre instrument. The unit of analysis for this study is the individual, where the data to be

ined comes from individuals taken from each r d The target it in this study are
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all Apple brand iPhone smartphone users in DKI Jakarta, aged at least 18 years, and have purchased
Apple brand iPhone smartphone products at least twice; within the period of November 2020. The
purposive sampling technique was used in this study. The number of samples is determined to be 200
samples.

The measurement used in this study is a Likert scale which produces interval data. This
measurement uses five scales; (5) Strongly agree, (4) Agree, (3) Neutral, (2) Disagree, and (1) Strongly
Disagree. The items on the questionnaire were adapted from research by Rodiques and Rahanatha
(2018). Statistical analysis of Partial Least Square-Structural Equation Modeling (PLS-SEM) with
SmartPLS software was applied in this research.

3. Resultand Discussion

3.1 Respondent Profile

Table 1 presents the criteria for respondents, where based on gender, it can be seen that there are
more female respondents than male with a percentage of 62% and 38%. Meanwhile, the age group
varies from 18 years to33 years, with the most respondents in the age range of 23-27 years, which is
80% and the least respondents are 33 years, which is 2%. The educational background of most
respondents is undergraduate at 78%, followed by postgraduate at 13%, high school/equivalent at 7%,
and diploma at 2%. Furthermore, the respondents’ occupations varied from students, private
employees, entrepreneurs, and others. Finally, the highest hi; di of r d is>Rp.
5,000,000.00, which is 42%, followed by the second place, which is 25%.

Table 1.
Respondent Profile
Statement Amount Percentage (%)

Gender
Man 76 38%
Woman 124 62%
Age Group
18- 22 years old 16 8%
23 - 27 years 160 80%
28-32yearsold 20 10%
@33 years old 4 2%
Last education
High School/Equivalent 14 7%
Diploma 4 2%
Bachelor 156 78%
Postgraduate 26 13%
Work
Student/i 30 15%
Private sector employee 56 28%
entrepreneur 34 17%
civil servant 0 0
Other 80 40%
Expense per Month
< IDR 2,000,000.00 30 15%
IDR 2,000,000.00 - IDR 36 18%
3,000,000.00
IDR 3,000,000.00 - IDR 50 25%
5,000,000.00

>Rp 5,000,000.00 84 2%

The Role of Brand Trust and Brand Image on Brand Loyalty on Apple Iphone Smartphone Users in DKI Jakarta
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Evaluation of the measurement model is a test used to assess the validity and reliability of the
model. Tests of convergent validity, discriminant validity, and composite reliability were applied in this
study. The criteria for convergent validity are loading factor >0.7; average variance extracted (AVE)
>0.5; and the discriminant validity must meet the Fornell-Larcker criteria, namely the square root value
of AVE must be greater than the correlation value between variables (Ghozali & Latan, 2015). Hair et al.
(2014) have the same explanation about the ideal limit of loading factor and AVE, namely the value of
outer loading between 0.4 to 0.7 is still acceptable as long as the AVE value is > 0.5. In this study, a
reliability test was conducted using the composite reliability method. If the minimum composite
reliability value is above 0.7, then the data is said to be reliable (Sekaran & Bougie, 2013).

Table 2.
Measurement Model Evaluation

Construct Items Outer Loading
Brand Image (AVE=0.553, CR=0831)
BI2 1 feel the iPhone makes it easy to use a smartphone 0.633
Bl4 1 feel the iPhone has an advantage in terms of product design 0.719
BIS I feel the iPhone has the advantage in terms of its technology 0.803
BI6 I feel the iPhone is an innovative product compared to its 0.806

competitors
Brand Trust (AVE=0.596, CR= 0.898)

I think iPhone is a trusted brand 0.789
BTZ I feel iPhone is a safe product to use 0.649
BT3 I believe iPhone is consistent with its product quality 0.713
BT4 I think iPhone is a reliable product 0.840
BTS I think the iPhone is a product that lives up to my expectations 0.825

BT6 I think the iPhone delivers what it promises 0.797

and Loyalty (AVE=0.610, CR=0.916)

I'm making iPhone my first choice in future purchases 0.833
BLZ 1 will recommend iPhone to my friends and loved ones 0.806
BL3 I will not buy another smartphone product other than the iPhone 0.753

brand
BL4 I will say positive things about iPhone to others 0.715
BLS I will buy the newest iPhone 0.683
BL6 I am willing to pay for an iPhone at a higher price than other 0.841

smartphones because it has proven quality
BL7 1 will continue to be a loyal IPhone user in the next fe'w years 0.822

scription: AVE=average variance of

The results of the convergent validity test are shown in Table 2, where the AVE values of each
brand image, brand trust, and brand loyalty are 0.553, 0.596, and 0.610. Furthermore, the results of the
outer loading for convergent validity ranged from 0.633 to 0.841. The results of the composite
reliability test ranged from 0.831 to 0.916.

Table 3.
Fornell-Larcker Criteria
Brand Image Brand Loyalty Brand Trust
Brand Image 0744
Brand Loyalty 0.707 0.781
Brand Trust 0.595 0718 0.772

Source: Results of data processing

Enrich Vol.12, No.1 ber 2021: 474-482
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Table 3 shows the results of the discriminant validity test meeting the Fornell-Larcker criteria.
Thus, the overall results of the measurement model evaluation test have met the predetermined
criteria.

3.3 Structural Model Evaluation

In the evaluation of the structural model, the test starts from measuring multicollinearity in order
to find out the relationship b existing ind dent constructs and the possibility of collinearity
or not. The multicollinearity test was carried out by observing the results of the Variance Inflation
Factor (VIF) with the aim of detecting the presence of collinearity in the independent construct. Hair et
al. (2014) stated, the VIF value must be below 5. If the VIF value exceeds 5, it can be said that the
research model has multicollinearity problems. In Table 4 it can be concluded that there is no
multicollinearity problem detected in the construct.

Table 4.
Collinearity evaluation
Brand Image Brand Loyalty Brand Trust
Brand Image 1,549 1,000
Brand Loyalty
Brand Trust 1,549

Source: Results of data processing

In addition to testing the VIF value, structural model testing can be done by evaluating the R-
Square of each endogenous latent variable as a predictor of the structural model. R-Square will describe
the extent to which the independent construct describes the dependent construct. The R Square test in
Table 5 shows that brand loyalty can be explained by brand image and brand trust by 63% and brand
trust can be explained by brand image and brand loyalty by 35.4%.

Table 5.
R Square Evaluation
Val le R Square Rule of Thumb
Brand 0637 0.67,0.33, and 0.19 indicate a
Loyalty . strong, moderate, weak model

Brand Trust __ 0.354
Source: Results of data processing

(Chin, 1998)

Table 6 below presents the results of the direct effect and indirect effect test between variables.
Based on Table 6, it can be concluded that brand trust is able to mediate the effect of brand image on
brand loyalty. This is showed by the results of the direct effect and indirect effect tests carried out
through the bootstrapping method using PLS-SEM analysis with SmartPLS software. The results of the
direct effect test of the brand image variable on the brand loyalty variable have a value of 0.433 and
the indirect effect test results of the brand image variable on the brand loyalty variable through the
brand trust variable of 0.274 with a total effect of 0.707.

Referring to the mediation analysis presented by Zhao et al. (2010), it can be concluded that the
mediation effect in this study has a complementary mediation pattern; where there is a mediated effect
between brand image variables on brand loyalty through brand trust accompanied by a direct effect
between brand image variables on brand loyalty in the same direction.

The Role of Brand Trust and Brand Image on Brand Loyalty on Apple Iphone Smartphone Users in DKI Jakarta
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Table 6.
Direct Effect and Indirect Effect
Direct Effect Indirect Effect Total Effect
Brand image = Brand loyalty 0433 0,274 0,707
Brand trust = Brand loyaly 0461
Brand image = brand trust 0595

Source: Results of data processing

Hypothesis testing in this study was carried out by looking at the path coefficients by looking at
the parameter coefficient values, p-values, and t-statistical significance. Ghozali and Latan (2015)
explain that p-value and t-statistics ean indicate the support of a hypothesis. A hypothesis can be said to
be significant if the t-statistic value is > 1.65 with a significance level of 5% and p-value <0.05 by taking
into account the direction of the path coefficient.

Table 7.
is Test Results
Standardized [3
Hypothesis Poth Coofircient PYalues O Decision
H1: Brand image has a positive
effect on brand loyalty. 0.433 0.000 8.153 Supported
H2: Brand trust has a positive
effect on brand loyalty, 0.461 0.000 9,044 Supported
H3: Brand image has a positive
effect on brand trust. 0.595 0.000 11278 Supported
H4: Brand trust mediates the
effect of brand image on brand 0.274 0.000 7,520 Supported
loyalty

Source: Results of data processing

Hypothesis testing in Table 7 shows that all hypotheses are supported, namely H1:brand image
has a pesitive effect on brand loyalty, H2: brand trust has a positive effect on brand loyalty, H3: brand
image has a positive effect on brand trust, and H4: brand trust mediates the effect of brand image on
brand loyalty.

3.4 Discussion

The results of the first hypothesis test state that brand image has a positive effect on brand loyalty,
the results are supported. Brand image has a positive effect on brand loyalty, which means that the
better the brand image, the higher the brand loyalty and vice versa. Study conducted by Ratri (2007),
Bastian (2014), and Nofriyanti (2017) support this hypothesis.

Research conducted by Caroline and Brahmana (2018) states that brand image is formed from the
perceptions and experiences of consumers in the past and is part of a sense of confidence and priority
in a brand, so that consumers who have confidence in a brand are able to form a good brand image and
lead to brand loyalty.

The second hypothesis is that brand trust has a positive effect on brand loyalty, the results are
supported. The better the brand trust, the brand loyalty of the product will be good /positive. Based on
the results of the analysis, this hypothesis has a positive effect and is supported by previous research
by Munuera-Aleman et al. (2003).

Two previous studies conducted by Tingkir (2014) and Rini and Sulistyawati (2014) concludes
that brand trust is formed from consumer confidence in the products used. This trust can be stimulated
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if consumers believe that the product they use is as promised or even exceeds consumer expectations.
This trust that has been formed encourages consumers to make purchases so that it creates brand
loyalty.

The results of the third hypothesis, namely that brand image has a positive effect on brand trust,
the results are supported. This hypothesis is in accordance with previous research conducted by
Effendy and Suryadinata (2015) that brand trust is influenced by brand image, so the better the brand
image in the eyes of consumers, the better the brand trust of the product.

Previous research by Rodiq and Rah ha (2018) and Bastian (2014) also
concludes a positive brand image will form brand trust in consumers. Brand image have a big role in
shaping consumer perceptions which will affect brand trust (Aprilha & Engkur, 2020).

The results of testing the fourth hypothesis, namely brand trust mediates the effect of brand image
on brand loyalty, the results are supported. This hypothesis is in line with the previous study by
Pramono (2013), Marliawati and Cahyaningdyah (2020), and Aprilha and Engkur (2020).

There is a close relationship between the three variables, where brand trust will mediate the
relationship between brand image and brand loyalty. According to Dewi (2019), brand image is formed
through consumer perceptions and experiences of the brand so that positive consumer perceptions and
experiences will form brand trust. Furthermore, Dewi (2019) explained if the brand image is positive,
consumers will believe that the brand will provide satisfaction and fulfill consumer wants and needs.
Brand trust can arise only if the brand image on the product is positive and with brand trust it is very
easy ta convince consumers to choose and be loyal to a brand.

4. Conclusions

Based on the results of data analysis that has been carried out in this study, it can be concluded
that:
a. Brand image positive effect on brand loyalty on Apple brand iPhone smartphone usersin DKI
Jakarta.
b.  Brand trust positive effect on brand loyalty on Apple iPhone smartphone users in DKI Jakarta.

c.  Brand image positive effect on brand trust in user Apple brand iPhene smartphoene in DKI
Jakarta.

d. Brand trust mediate the effect of brand image on brand loyalty on user Apple brand iPhone
smartphone in DKI Jakarta.
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