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ABSTRAK 

 Merek merupakan asset yang penting bagi perusahaan untuk dapat 

memberikan kepercayaan suatu produk terhadap konsumen. Citra merek merupakan 

dimensi kedua pengetahuan tentang merek. Lima manfaat citra merek, yaitu : 

functional, symbolic, social, experiential, dan appearance enhances. Dari citra merek 

tersebut diteliti pengaruhnya terhadap loyalitas konsumen. 

 Penelitian ini dilakukan di Universitas Kristen Maranatha di Bandung dengan 

menggunakan 100 responden yang mengkonsumsi mie instant merek Indomie. 

Sedangkan karakteristik responden yang diteliti berdasarkan jurusan. Metode analisis 

data yang digunakan adalah regresi sederhana dengan alat bantu SPSS versi 18. 

Selain itu instrumen penelitian diadopsi dari Stephen L. Sondoh Jr dkk. (2007). 

 Berdasarkan hasil uji hipotesis, hasil penelitian menunjukkan adanya 

pengaruh citra merek terhadap loyalitas konsumen mie instant Indomie sebesar 

86.9%. 

 

Kata-kata kunci :  citra merek, loyalitas, produk mie instant Indomie 
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ABSTRACT 

The brand is an important asset for the company to provide confidence in a 

product for the consumer Brand image is the second dimension of the brand 

knowledge, brand image of the five benefits, namely: functional, symbolic, social, 

experiential, appearance enhances. Examined the effect of these brand image on 

customer loyalty. 

This research was conducted at the Maranatha Christian University in the 

Bandung, through the use of the surveyed 100 who consume the Indomie brand 

instant noodles. while the characteristics of respondents who researched based 

majors. Methods of analysis of the data used are of simple regression with SPSS 

version of the tool 18. Moreover,  the instrument of research was approved by 

Stephen L. Sondoh Jr et al. (2007). 

Based on the results of the tests of hypotheses, the results of the research 

show the influence of the image of the mark against the loyalty of consumers Indomie 

instant noodles by 86.9%. 

 

Keywords : brand image, loyalty, products instant noodle Indomie. 
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