ABSTRACT

One of problem which in the face of firms today is competition. A success will be achieve
if the firms can create and keep their customer. Customer loyalty develove is form of
firms strategy to keep business and profit. This research we will discuss about Trust in a
Brand (Brand Characteristic, Company Characteristic, Consumer-Brand Characteristic)
and Brand Loyalty. this research was conducted using non-probability sampling method
by distributing questionnaires to 150 respondents in which respondents are smartphone
Blackberry user in Maranatha Christian University Bandung. From the data obtained
were analyze quantitatively using SPSS 17.00. The result of data processing, obtained the
value of Adjusted R Square of 0.141 in other words, Trust in a Brand (Brand
Characteristic, Company Characteristic, Consumer-Brand Characteristic) affect the

Brand Loyalty of 14.10 %, while the remaining 85.90 % influenced by other factors.
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ABSTRAK

Salah satu permasalahan yang dihadapi perusahaan saat ini adalah persaingan.
Kesuksesan dapat dipenuhi bila perusahaan dapat menciptakan dan mempertahankan
pelanggan. Pengembangan loyalitas pelanggan merupakan tujuan strategi perusahaan
untuk mempertahankan bisnis dan profit mereka. Penelitian ini membahas mengenai
Trust in a Brand (Brand Characteristic, Company Characteristic, Consumer-Brand
Characteristic) dan Brand Loyalty. penelitian ini dilakukan dengan metode non
probability sampling dengan dengan cara menyebarkan kuesioner kepada 150 responden
dimana responden tersebut merupakan pengguna smartphone Blackberry di Universitas
Kristen Maranatha Bandung. Dari data yang diperoleh kemudian dianalisa secara
kuantitatif dengan menggunakan program SPSS 17.00. Dari hasil pengolahan data,
diperoleh nilai Adjusted R Square sebesar 0.141 dengan kata lain, Trust in a Brand
(Brand Characteristic, Company Characteristic, Consumer-Brand Characteristic)
mempengaruhi Brand Loyalty sebesar 14.10 % sedangkan sisanya 85.90 % dipengaruhi
oleh faktor — faktor lain.

Kata Kunci : Trust in a Brand, Brand Characteristic, Company Characteristic,

Consumer-Brand Characteristic dan Brand Loyalty.
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