ABSTRAK

“PENGARUH TRUST IN A BRAND TERHADAP BRAND LOYALTY KONSUMEN
CIPAGANTI SHUTTLE SERVICE KOTA BANDUNG”.

Tujuan penelitian ini adalah untuk mengetahui pengaruh Trust in a Brand terhadap
Brand Loyalty Konsumen Cipaganti Shuttle Service Kota Biandung. Trust in Brand diproksikan
melalui tiga variable yaitu brand characteristic, company characteristic dan consumer-brand
characteristic. Sampel yang digunakan adalah data yang didapat dari 100 orang responden yang
pernah menggunakan jasa shuttle service Cipaganti dalam kurun waktu satu tahun terakhir.

Metode analisis yang digunakan dalam penelitian ini adalah metode analisa regresi linear
berganda dengan menggunakan aplikasi SPSS 13.0. Pengambilan sampel dilakukan dengan
teknik Quota Accidental Sampling dengan teknik pengumpulan data berupa wawancara dan
observasi. Analisa regresi dengan ANOVA dan Multikolinieritas. Hasil pengujian hipotesis
menunjukan bahwa Trust in a Brand secara keseluruhan berpengaruh secara signifikan terhadap
Brand Royalty. Secara parsial brand characteristic dan company characteristic memiliki
pengaruh yang signifikan terhadap brand Loyalty, sedangkan pengaruh consumer-brand
characteristic terhadap brand Loyalty tidaklah signifikan.
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ABSTRACT

TRUST IN A BRAND AND ITS EFFECTS TOWARD CONSUMER BRAND LOYALTY OF
CIPAGANTI SHUTTLE SERVICE IN BANDUNG

The objective of this study is to find out the influence that Trust in a Brand have toward
consumer’s brand loyalty, especially the consumers of Cipaganti Shuttle Service in Bandung.
The proxies for Trust in a Brand are: Brand Characteristics, Company Characteristics and
Consumer-Brand Characteristics. Sample used in this study are data from 100 respondents that
have used the Cipaganti Shuttle Service in the last year.

Analytical method used in this study is double linear regression method by employing
SPSS 13.0 application. The samples are collected using Quota Accidental Sampling, by
collecting them using interview and observation method. Regression analysis using ANOVA and
Multikolinieritas. The study shows that Trust In a Brand have significant effects toward
consumer brand loyalty as a whole. But as partial only consumer characteristics and company
characteristic that have significant influence toward brand loyalty, while consumer-brand’s
influence toward it is not significant.
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