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ABSTRAK

Annisa Noor Rafina, 0707348, PengarulBrand Equity Terhadap Brand Love
Pada Arion Swiss-Belhotel Sebagdinternational Chain Hotel di Kota Bandung
(Survei pada Tamu Reguler di Arion Swiss-Belhotel Bndung)

Sektor pariwisata merupakan salah satu sektor jehgkti memberikan kontribusi
besar bagi perekonomian suatu Negara, tak terkedz)i Indonesia. Sektor
pariwisata juga didukung dan terintegrasi satu s#&ma sehingga dapat menarik
kunjungan wisatawan ke Indonesia yakni salah satungustri perhotelan yang
memasuki tingkat pertumbuhan baru yang semakingitingengingat persaingan
antar industri perhotelan yang semakin tinggi iakan beberapa investor mendirikan
hotel dengan menyerahkan manajemen hotel pada tsatunanajemen dengan
reputasi internasional atau disebut sebagi@rnational chain hotel. Arion Swiss-
Belhotel sebagai salah satu jaringan hotel intémnaé selalu berupaya untuk
mempertahankan rata-rata tingkat hunian kamar gent@sa pasar dengan selalu
memberikan yang terbaik kepada tamu khususnyatpatdareguler yang merupakan
segmen terbesar bagi Arion Swiss-Belhotel BandBegdasarkan penelusuran pra
penelitian yang telah dilakukan bahwa diantara tamguler tersebut terdapat
karakterisitik keintimanigtimacy), hasrat |fassion), serta tamu yang berkomitmen
(decision/ commitment) untuk tetap memilih Arion Swiss-Belhotel. Ketiga
karakteristik tersebut merupakan ciri ddmiand love atau kecintaan pelanggan
terhadap merek. Dalam mempertahankesnd |love tersebut, Arion Swiss-Belhotel
menggunakan strategbrand equity yang terdiri atasbrand salience, brand
performance, brand imagery, brand judgments, brand feelings, dan brand resonance.
Objek dalam penelitian ini adalddnand equity danbrand love, dimana unit analisis
adalah tamu regular hotel di Arion Swiss-BelhotahBung. Penelitian ini dilakukan
selama enam bulan yakni bulan November 2010 sadgregan bulan April 2011
dengan menggunakan tehnik samplisgnple random sampling. Hasil penelitian
menunjukkan bahwdrand equity berpengaruh signifikan terhaddpand love.
Faktor yang mempengaruhi adalafand feelings yang mewakili keunggulan merek
Arion Swiss-Belhotel dalam upaya pemberian pelayasetara khusus kepada tamu
sehingga terdapat respon atau reaksi emosional tarhadap merek Arion Swiss-
Belhotel. Faktor yang paling lemah adaladand judgments, aspek ini perlu untuk
ditingkatkan dengan meningkatkan standar kinerjeydi@an khususnya dibagian
front liners yang berhubungan langsung dengan tamu.

Kata Kunci: Brand Equity, Brand Love, Arion Swiss-Belhotel



ABSTRACT

Annisa Noor Rafina, 0707348, The Influence of Brand Equity Toward Brand Love
at Arion Swiss-Behotel as an International Chain Hotel in Bandung (Survey to
Repeater Guest at Arion Swiss-Belhotel Bandung)

Tourism is one of the sectors that give a large economic contribution for Indonesia.
This sector are integrated each other to attract tourist to visit Indonesia. One of the
tourism sectors which are in the growth level is hotel industry. In order to compete in
a highest competition between a large numbers of hotels, therefore some of the
investor builds a hotel and hand over it to the team with international reputation
which is called as an international chain hotel. Arion Swiss-Belhotel as an
international chain hotel always endeavor to retain both the average of occupancy
and the market share by giving the best for the guest especially for repeater guest
which is the biggest segment for Arion Swiss-Belhotel. According to the pre-research
that had been done before, there are some but not all repeater guests having
characteristics such as intimacy, passion, and decision/ commitment. All these three
characteristics are identifying as brand love. In order to retain this brand love, Arion
Swiss-Belhotel using brand equity strategy including brand salience, brand
performance, brand imagery, brand judgments, brand feelings, and brand resonance.
The objects in this research are brand equity and brand love. The unit of analysisis
repeater guests in Arion Swiss-Belhotel Bandung. This research has been conducted
for about six months from November 2010 to April 2011 by using technigue sampling,
simple random sampling. Findings of this research point out that brand equity
influence toward brand love. Factor of brand equity that gives a large effect is brand
feelings and the lowest effect is brand judgments, this lowest factor should be
enhancing by giving a highest standard operating procedure especially for employees
at front liners.

Keywords. Brand Equity, Brand Love, Arion Swiss-Belhotel
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