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ABSTRAK

Judul : PENGARUH ADVERTISEMENT, E-WOM, DAN PRODUCT
ATTRIBUTE TERHADAP BRAND SWITCHING.
(Studi Pada Pengguna Smartphone Samsung di Wilayah Jepara)

Penulis : Haryono Ikhsan
NIM : 161110001953
Prodi : Manajemen

Pembimbing I : Dr. H. Samsul Arifin, S.E.,.M.M

Penguji I : Hj. Nurul Komaryatin, S.E., M.Si.
Penguji 11 : H. Much Imron, S.E, M.M
Tanggal Ujian : 26 April 2022

Penelitian ini didasari masalah tentang perpindahan merek pengguna
Smartphone pada wilayah Jepara, secara umum Perpindahan merek (brand
switching) merupakan suatu pola pembelian yang dikaitkan dengan perubahan
ataupun pergantian dari satu merek ke merek yang lain. Berkaitan dengan brand
switching permasalahan yang dihadapi yaitu bagaimana cara untuk meningkatkan
brand switching.

Penelitian ini bertujuan untuk mengalisis Pengaruh Advertisement, E-
WOM , dan Product Attribute terhadap brand switching. Teknik nonprobability
yang digunakan melalui metode insidental sampling yaitu 97 responden yang
dijadikan sampel berada di lokasi penelitian pengukuran variabel.

Hasil penelitian secara parsial Advertisement berpengaruh positif dan
siginifikan terhadap Brand Switching, E-WOM tidak berpengaruh terhadap Brand
Switching, Product Attribute berpengaruh terhadap Brand Switching. Secara
simultan Advertisement, E-WOM, dan Product Attribute secara simultan
berpengaruh positif dan signifikan terhadap Brand Switchin. Hal tersebut
menjelaskan 84.2% variasi dari Brand Switching dapat dijelaskan melalui regresi
ini. Sedangkan pada sisanya yaitu sebesar 15,8% dijelaskan oleh variabel lain di
luar penelitian ini.

Kata Kunci: Advertisement, E-WOM, Product Attribute, Brand Switching
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ABSTRACT

This research is based on the problem of switching brands of Smartphone
users in the Jepara area, in general Brand switching is a buying pattern
associated with changes or changes from one brand to another. In relation to
brand switching, the problem faced is how to improve brand switching.

This study aims to analyze the effect of Advertisement, E-WOM, and
Product Attributes on brand switching. The non-probability technique used is the
incidental sampling method, namely 97 respondents who are sampled in the
research location of variable measurement.

The results of the research partially Advertisement has a positive and
significant effect on Brand Switching, E-WOM has no effect on Brand Switching,
Product Attributes have an effect on Brand Switching. Simultaneously
Advertisement, E-WOM, and Product Attribute simultaneously have a positive
and significant effect on Brand Switchin. This explains that 84.2% of the variation
of Brand Switching can be explained through this regression. While the remaining
15.8% is explained by other variables outside of this study.

Keywords: Advertisement, E-WOM, Product Attribute, Brand Switching
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