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Analisis Dampak Rebranding Jaguar Terhadap Brand

Image pada Komunitas Otomotif AB Racing Team

Muhammad Ariq Antar

ABSTRAK

Industri otomotif global saat ini mengalami perubahan yang signifikan seiring
meningkatnya persaingan pasar serta pergeseran menuju kendaraan listrik yang
ramah lingkungan. Kondisi tersebut mendorong perusahaan otomotif untuk
menyesuaikan strategi merek agar tetap relevan, salah satunya melalui rebranding.
Penelitian ini bertujuan untuk menganalisis dampak rebranding yang dilakukan oleh
Jaguar terhadap brand image di kalangan komunitas otomotif AB Racing Team.
Penelitian ini menggunakan pendekatan kuantitatif dengan metode eksplanatif.
Jumlah responden dalam penelitian ini adalah 101 orang yang merupakan anggota
aktif komunitas AB Racing Team. Hasil penelitian menunjukkan bahwa rebranding
Jaguar berpengaruh signifikan terhadap brand image di mata komunitas otomotif AB
Racing Team. Rebranding memengaruhi cara komunitas memersepsikan identitas,
nilai, serta arah baru merek Jaguar. Berdasarkan hasil penelitian ini, rebranding
memberikan pengaruh sebesar 11% terhadap brand image, sementara 89% sisanya
dipengaruhi oleh faktor lain di luar variabel penelitian.

Kata Kunci: Rebranding, Brand Image, Industri Otomotif, Komunitas Otomotif.
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Analisis Dampak Rebranding Jaguar Terhadap Brand

Image pada Komunitas Otomotif AB Racing Team

Muhammad Ariq Antar

ABSTRAK

The global automotive industry is currently undergoing significant changes due to
increasing market competition and the shift toward environmentally friendly electric
vehicles. These conditions encourage automotive companies to adjust their brand
strategies to remain relevant, one of which is through rebranding. This study aims to
analyze the impact of Jaguar’s rebranding on brand image within the AB Racing
Team automotive community. This research employs a quantitative approach with an
explanatory method. The number of respondents in this study is 101 individuals who
are active members of the AB Racing Team community. The results show that
Jaguar’s rebranding has a significant effect on brand image among the AB Racing
Team automotive community. Rebranding influences how the community perceives
Jaguar’s identity, values, and new brand direction. Based on the findings,
rebranding contributes 11% to brand image, while the remaining 89% is influenced
by other factors outside the research variables.

Keywords: Rebranding, Brand Image, Automotive Industry, Automotive Community.
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