ABSTRACT

This research aims to know the influence of brand trust and brand equity of consumer
loyalty in consumer of Sari Roti. Data were collected by using non-probability sampling
techniques using a purposive sampling, where a selection of random samples with specific
consideration. The number of samples are 310 respondents. The data were analyzed by test
validity, reliability and test hypotheses using multiple liniear regression. Validity test could be
considered as valid if the result of KMO is more than 0,05 and loading factor is more than 0,4.
The KMO result showed a significant value which 0,826 is more than 0,05 as we concluded that
the data used were valid. Reliability test could be considered as reliable if the result of
cronbach’s alpha is more 0,60. It was found that the instruments which are Brand Trust (BT),
Brand Equity (BE), and Consumer Loyalty (CL) were reliable because the correlation score
among variables showed a significant value and cronbach’s alpha is more than 0,60.

The research based on test in parsial showed that there is a partial influence between
brand trust (BT) and brand equity (BE) againts consumer loyalty with the value of sig (p
value)=0,000. Whereas the research of simultaneous research between brand trust (BT) and
brand equity (BE) against consumer loyalty (CL) by 29,3% and the rest by 70,7% affected others
factors
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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh brand trust dan brand equity
terhadap consumer loyalty pada konsumen Sari Roti. Dalam Penelitian ini
mengumpulkan data menggunakan pengambilan sampel non-probabiliy sampling dimana
tekniknya menggunakan purposive sampling yang merupakan pemilihan sampel secara
acak dengan pertimbangan tertentu. Jumlah sampel dalam penelitian ini sebanyak 310
responden. Analisis data dilakukan dengan uji validitas, reliabilitas dan uji hipotesis
menggunakan regresi linear berganda. Untuk uji validitas dapat dikatakan valid apabila
hasil KMO > 0,05 dan faktor loading sebesar > 0,4. Dari hasil KMO menunjukan nilai
0,826 > 0,05 sehingga data tersebut memiliki kecukupan sampel, lalu untuk uji
reliabilitas dapat dikatakan reliabel apabila hasil cronbach’s alpha > 0,6. Dari hasil
cronbach’s alpha menunjukan ketiga variabel Brand Trust (BT), Brand Equity (BE), dan
Consumer Loyalty (CL) tersebut memiliki nilai lebih dari 0,60.

Hasil penelitian berdasarkan uji secara parsial menunjukan bahwa terdapat
pengaruh parsial antara Brand Trust (BT) dan Brand Equity (BE) terhadap Consumer
Loyalty dengan nilai sig (p value) = 0,000. Sedangkan hasil penelitian secara
simultan/bersama-sama Brand Trust (BT) dan Brand Equity (BE) terhadap Consumer
Loyalty (CL) sebesar 29,3% dan sisanya sebesar 70,7% dipengaruhi faktor-faktor lain.

Kata kunci : brand trust, brand equity dan consumer loyalty
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