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ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh Brand Prestige dan Consumer
Brand Identification terhadap Customer Brand Engagement dengan Brand Love
sebagai variabel mediasi di antara konsumen Nescaf¢ Gold di Kabupaten
Kebumen. Penelitian ini menggunakan pendekatan kuantitatif dengan teknik
purposive sampling. Data dikumpulkan melalui kuesioner menggunakan skala
Likert, melibatkan 127 responden yang memenuhi kriteria penelitian. Teknik
analisis data meliputi uji validitas, uji reliabilitas, uji asumsi klasik, analisis
regresi linier berganda, koefisien determinasi (R?), uji t, analisis jalur, dan uji
Sobel, dengan bantuan SPSS versi 27 untuk Windows.

Hasil penelitian ini menunjukkan bahwa Brand Prestige memiliki pengaruh
positif dan signifikan terhadap Brand Love dan Customer Brand Engagement.
Consumer Brand Identification juga memiliki pengaruh positif dan signifikan
terhadap Brand Love dan Customer Brand Engagement. Selanjutnya, Brand Love
memiliki pengaruh positif dan signifikan terhadap Customer Brand Engagement.
Hasil uji Sobel menunjukkan bahwa Brand Love mampu memediasi secara
signifikan pengaruh Brand Prestige dan Consumer Brand Identification terhadap
Customer Brand Engagement. Oleh karena itu, Brand Love berperan sebagai
variabel mediasi parsial dalam hubungan antara Brand Prestige dan Consumer
Brand Identification terhadap Customer Brand Engagement di kalangan
konsumen Nescafé Gold di Kabupaten Kebumen.

Kata kunci: Brand Prestige, Consumer Brand Identification, Brand Love,
Customer Brand Engagement.
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ABSTRACT

This study aims to examine the influence of Brand Prestige and Consumer Brand
Identification on Customer Brand Engagement with Brand Love as a mediating
variable among Nescafé Gold consumers in Kebumen Regency. This research
employed a quantitative approach using a purposive sampling technique. Data
were collected through questionnaires using a Likert scale, involving 127
respondents who met the research criteria. The data analysis techniques included
validity test, reliability test, classical assumption test, multiple linear regression
analysis, coefficient of determination (R?), t-test, path analysis, and Sobel test,
with the assistance of SPSS version 27 for Windows.

The results of this study indicate that Brand Prestige has a positive and
significant effect on Brand Love and Customer Brand Engagement. Consumer
Brand Identification also has a positive and significant effect on Brand Love and
Customer Brand Engagement. Furthermore, Brand Love has a positive and
significant effect on Customer Brand Engagement. The results of the Sobel test
reveal that Brand Love is able to significantly mediate the influence of Brand
Prestige and Consumer Brand Identification on Customer Brand Engagement.
Therefore, Brand Love serves as a partial mediating variable in the relationship
between Brand Prestige and Consumer Brand Identification toward Customer
Brand Engagement among Nescafé Gold consumers in Kebumen Regency.

Keywords: Brand Prestige, Consumer Brand Identification, Brand Love,
Customer Brand Engagement.
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