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ABSTRACT 
 
 
One behavior on purchasing could be considered very unique, because one's preference 
and attitude toward a certain objects are different. Brand image is a consumer's 
perception which formed by information availability and consumer past experience. A 
good brand image will satisfied its consumer's and by doing so it will secured the 
consumer loyalty for it. In Indonesia motorcycles are become the main mode of 
transportation. And, to a certain extent the Astra Honda Motor corp, being the producer 
of Honda motorcycle in Indonesia contributed to colorize this industry, and also being 
responsible to the design and technological advancement for today motorcycle. 
Based on that background, the writer here conducted a research that aims to examine 
and analyze whether there is influence of Honda motor brand image on consumer 
loyalty at Maranatha Christian University. From the results of the overall study and the 
results of the hypothesis suggests that the brand image of Honda motorcycles effect the 
customer loyalty at Maranatha Christian University. 
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ABSTRAK 
 
 
Perilaku pembelian seseorang dapat dikatakan sesuatu yang sangat unik, karena 
preferensi serta sikap terhadap obyek setiap orang adalah bebeda-beda. Citra merek 
merupakan presepsi konsumen terhadap merek yang dibentuk berdasarkan informasi 
yang diperoleh konsumen dari pengalaman masa lalu konsumen terhadap merek itu 
sendiri, citra merek yang baik menimbulkan kepuasan terhadap pelanggan akan  
mendorong seseorang untuk tetap loyal terhadap merek tersebut. Sepeda motor telah 
menjadi andalan moda transportasi di Indonesia. PT Astra Honda Motor sebagai 
perusahaan produsen sepeda motor Honda memberikan warna bagi perindustrian dan 
perkembangan teknologi-teknologi maupun desain moda transportasi roda dua saat ini.  
Berdasarkan latar belakang tersebut, maka penulis mengadakan penelitian yang 
bertujuan untuk menguji dan menganalisis apakah terdapat pengaruh citra merek sepeda 
motor Honda terhadap loyalitas konsumen di Universitas Kristen Maranatha. Dari hasil 
penelitian secara keseluruhan dan dari hasil hipotesis menunjukkan bahwa citra merek 
sepeda motor Honda berpengaruh terhadap loyalitas konsumen di Universitas Kristen 
Maranatha. 
 
Kata-kata kunci:  Citra merek, loyalitas konsumen. 
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