ABSTRACT

This research is aimed to study empirically the influence of trust in a brand variable which
includes: brand characteristic, company characteristic and consumer-brand characteristic to brand
loyalty. The mark being researched is one of isotonic beverages (Pocari Sweat) that the respondents
are take from the people who of consume isotonic beverages (Pocari Sweat) in around area of
Maranatha Christian University.

The result of this research shows that simultaneous and partial variable of trust in a brand
have positively significant influence to brand royalty. The influence of trust in a brand toward brand
loyalty is 0,780 with significance level of 0.000. While partially, the influence of trust in a brand
variable is as follows: first, the brand characteristic has positively significant influence to brand
loyalty with beta coefficient of 0,351 with significance level of 0.000 < a (0,05), where brand
characteristic has positively significant influence to brand loyalty. The company characteristic has
not positively significant influence to brand loyalty with beta coefficient of 0,103 with significance
level of 0,091 > a (0,05). Consumer-Brand characteristic also has positively significant influence
(dominant) to brand loyalty with beta coefficient of 0,496 with significance level of 0.000 < a
(0,05).

In the effort to increase loyalty to brand, the company must increase and maintain trust of
customers to the company. Brand Characteristic and Consumer-Brand Company has positively
significant influence to Brand Loyalty. While, Company Characteristic is not influence to Brand
Loyalty. Consumer-Brand characteristic is as one of the most dominant variable must remain to be
controlled directly by the company.

Key words: trust in a brand (brand characteristic, company characteristic, consumer-brand
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viil Universitas Kristen Maranatha



ABSTRAK

Penelitian ini bertujuan untuk mempelajari secara empirik pengaruh dari variabel trust in a
brand yang meliputi: brand characteristic, company characteristic, dan consumer- brand
characteristic terhadap brand loyalty. Merek yang diteliti adalah merek minuman isotonik Pocari
Sweat, yang respondennya diambil dari para pengguna minuman isotonik Pocari Sweat disekitar
lingkungan Universitas Kristen Maranatha.

Hasil penelitian ini menunjukkan bahwa secara bersama-sama dan parsial variabel trust in a
brand berpengaruh signifikan terhadap brand loyalty. Besarnya pengaruh variabel trust in a brand
terhadap brand loyalty adalah sebesar 0,600 dengan tingkat signifikan sebesar 0,000. Sebaliknya,
secara parsial pengaruh variabel trust in a brand adalah sebagai berikut. Pertama brand
characteristic berpengaruh positif terhadap brand loyalty dengan koefisien beta sebesar 0,351
dengan tingkat signifikan sebesar 0,000 < a (0,05), di mana brand characteristic berpengaruh positif
terhadap brand loyalty. Company characteristic tidak mempunyai pengaruh positif terhadap brand
loyalty dengan koefisien beta sebesar 0,103 dengan tingkat signifikan sebesar 0,091 > a (0,05).
Consumer — brand characteristic berpengaruh positif (dominan) terhadap brand loyalty dengan
koefisien beta sebesar 0,496 dengan tingkat signifikan sebesar 0,000 < o (0,05).

Dalam upaya meningkatkan loyalitas merek, pihak perusahaan harus senantiasa
meningkatkan dan mempertahankan kepercayaan pelanggan terhadap perusahaan. Brand
Characteristic dan Consumer-Brand Characteristic mempunyai pengaruh positif terhadap Brand
Loyalty. Sedangkan Company Characteristic tidak mempunyai pengaruh positif terhadap Brand
Loyalty. Consumer-Brand characteristic sebagai salah satu variabel yang berpengaruh positif atau
signifikan (dominan) harus tetap dapat dikendalikan secara langsung oleh perusahaan.

Kata kunci: trust in a brand (brand characteristic, company characteristic, consumer-brand
characteristic), brand loyalty
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