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ABSTRACT 

 

Currently in Indonesia representing many brands of existing products, such as Honda 

brand to compete with other brands in terms of motor products. Seeing this fact, the author 

gives the title: Influence Of Brand Loyalty, Brand Trust with Brand Characteristics As an 

Antecedent Variable Brand Ttust (Study On Students who are Honda Motor’s user at 

Maranatha Christian University, Bandung). The purpose of this research is to know whether 

the characteristics of the brand (brand predictability, brand liking, brand competence, brand 

reputation, trust company) affecting brand trust and also to determine whether brand trust 

affects brand loyalty. The scope is limited research on Maranatha Christian University, 

Bandung. In this study the authors deploy a questionnaire of 200 pieces and that the 

respondents are all students of Maranatha Christian University, Bandung. From the results 

of this study indicate brand predictability effect on brand trust, brand liking no effect on 

brand trust, brand competence has no effect on brand trust, brand reputation has no effect on 

brand trust, company trust has no effect on brand trust, brand trust effect on brand loyalty . 

 

Key Words: Brand Characteristic, Brand Predictability, Brand Liking, Brand Competence, 

Brand Reputation, Company Trust, Brand Loyalty, Honda motor.                                    
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ABSTRAK 

 

Saat ini di Indonesia banyak merek yang mewakili produk-produk yang ada, misalnya 

merek motor Honda yang harus bersaing dengan merek-merek lain dalam hal produk motor. 

Melihat kenyataan tersebut, maka penulis memberikan judul: Pengaruh Brand Trust terhadap 

Brand Loyalty dengan Brand Characteristics sebagai variabel anteseden Brand Trust (Studi 

Pada Mahasiswa-Mahasiswi Pengguna Motor Honda Di Universitas Kristen Maranatha 

Bandung). Dimana tujuan penulisan adalah untuk mengetahui apakah brand characteristics  

yang terdiri dari (brand predictability, brand liking, brand competence, brand reputation, 

company trust) mempengaruhi brand trust dan juga  untuk mengetahui apakah brand trust 

mempengaruhi brand loyalty. Ruang lingkup penelitian dibatasi hanya di Universitas Kristen 

Maranatha Bandung. Dalam penelitian ini penulis menyebarkan kuesioner sebanyak 200 

buah dan yang menjadi respondennya adalah semua mahasiswa Universitas Kristen 

Maranatha Bandung. Dari hasil penelitian ini menunjukkan brand predictability berpengaruh 

terhadap brand trust, brand liking tidak  berpengaruh terhadap brand trust, brand competence 

tidak  berpengaruh terhadap brand trust, brand reputation tidak  berpengaruh terhadap brand 

trust, company trust tidak  berpengaruh terhadap brand trust, brand trust berpengaruh 

terhadap brand loyalty. 

 

Kata kunci: Brand Characteristics, Brand Predictability, Brand Liking, Brand Competence, 

Brand Reputation, Company Trust, Brand Loyalty, motor Honda. 
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