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ABSTRAK 

 

Ardi Sugara. 302 12 11 009. Analisis Pengaruh Trus in Brand, Relationship 

Marketing dan Customer Satisfaction terhadap Customer Loyalty Pembelian 

Sepeda Motor Honda (Studi Kasus Pada PT. Asia Surya Perkasa 

Pangkalpinang). 

 

Penelitian ini dilatar belakangi berdasarkan fenomena yang ada 

menunjukan bahwa didalam meningkatkan loyalitas seorang konsumen 

perusahaan harus memahami karakteristik seorang Customer, agar pihak 

perusahaan lebih mudah mengetahui apa saja yang diinginkan seorang konsumen 

dalam pembelian sepeda motor pada PT. Asia Surya Perkasa Pangkalpinang.   

Penelitian ini merupakan penelitian deskriptif  kuantitatif dengan jumlah 

sampel sebanyak 328 responden, sedangkan tekhnik pengambilan sampel dengan  

teknik non-probability sampling menggunakan metode accidential sampling. Pada 

penelitian ini variabel bebasnya terdiri dari Trus in Brand, Relationship Marketing 

dan Customer Satisfaction sedangkan variabel terikatnya adalah Customer 

Loyalty. Pengujian instrumen menggunakan uji validitas dan uji reliabilitas. 

Sedangkan metode analisis data menggunakan analisis regresi linier berganda 

dengan  uji t, uji F dan R
2
. 

 Hasil penelitian variabel independen trust in brand (X1) diperoleh  thitung 

(2,639) > Ttabel (1,9672), variabel relationship marketing (X2) thitung (2,071) > Ttabel 

(1,9672) dan variabel customer satisfaction (X3) thitung (2,707) > Ttabel (1,9672).  

Maka variabel trust in brand (X1) berpengaruh secara parsial terhadap variabel 

customer loyalty (Y), variabel relationship marketing (X2) berpengaruh secara 

parsial terhadap variabel customer loyalty (Y) dan variabel customer satisfaction 

(X3) berpengaruh secara parsial terhadap variabel customer loyalty signifikansi 

adalah 0,000 < alpha pada taraf signifikansi 0,05, maka Ho ditolak dan Ha 

diterima yang berarti variabel independen (Trus in Brand, Relationship Marketing 

dan Customer Satisfaction) secara bersama-sama atau simultan mempengaruhi 

variabel dependen (customer loyalty) secara positif dan signifikan. Hasil uji 

koefisien determinasi (R
2
) menunjukkan Adjusted R Square 0,365 atau 36,5%, 

yakni berarti variasi variabel customer loyalty dapat dijelaskan oleh variabel trust 

in brand, relationship marketing dan customer satisfaction, sisanya 63,5% dapat 

dijelaskan oleh variabel lain diluar dari variabel penelitian.   

 

Kata kunci : Trust in Brand, Relationship Marketing, Customer Satisfaction 

dan Customer Loyalty 
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An Analysis of the Effects of Trust in Brand, Relationship Marketing, and 

Customer Satisfaction on Customer Loyalty in the Case of the Purchase Honda 

Motorbike (A Case Study of PT. Asia Surya Perkasa Pangkalpinang).  

 

Ardi Sugara. 3021211009 

ABSTRACT 

The background of this study is the phenomenon that trust in brand, 

relationship marketing, and customer satisfaction and affect customer loyalty in 

the case of the purchase of Honda motorbike. The purpose of this study is to 

determine and get a study of the effects of trust in brand, relationship marketing, 

and customer satisfaction on customer loyalty in the case study of the purchase of 

Honda motorbike at PT. Asia Surya Perkasa Pangkalpinang.  

This a descriptive quantitative study with a sampel of 328 repondents 

using accidental sampling, which means that anyone that encounter the 

researcher at the location can be a sample if the person matches with the criteria 

of the data person. The independent variables in this study are trust in brand, 

relationship marketing, and customer satisfaction; while the dependent variable is 

customer loyalty. The instrument testing in this study employs validity and 

reliability tests. To analyze the data, the present author uses multiple linear 

regressions analysis with t test, F test, and coefficient of determination R
2
.  

In the t test, for X1 : tvalue(2,639) > Ttable(1,9672), for X2: tvalue (2,071) > 

Ttable (1,9672), and for X3: tvalue(2,707) > Ttable (1,9672). Therefore, X1, X2, and X3, 

have partial effects on Y. the F test shows that Fvalue(63,633) > Ftable(2,63), while 

the significance is 0,000 < alpha at significance level 0,06. Therefore, ho is 

rejected and Ha is accepted, which means that the independenat variables (trust 

in brand, relationship marketing, and customer satisfaction) simultaneously 

affects the dependent variable (customer loyalty) in a positive  and significant 

manner. The result of coefficient of determination (R
2
) shows that the figure of 

adjusted R Square is 0, 365 or 36,5%, which means that the variation of customer 

loyalty can be explained by trust in brand, relationship marketing, and customer 

satisfaction, while the rest 63,5% can be explained by other variables outside the 

study. 

 

Keywoards: Trust in Brand, Relationship Marketing, Customer Satisfaction, 

and Customer Loyalty 
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