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ABSTRACT 

 

The development of technology that is increasingly fast and 

growing make the producers compete strictly in terms of satisfying the 

consumers of the company, so that consumers can loyal to use brand  

company's issued. Various kinds of characteristics or models issued by the 

company are more choices for consumers to choose company products. In 

addition, the company's image or reputation of the company that is known 

to increase the confidence or consumer confidence to wear the brand. the 
purpose of this research is to know the influence of brand characteristic and 

company characteristic against brand loyalty through brand trust . 

Technique used in the sample on this research is non probability 

sampling. Sampling methods used are purposive sampling or also called 

judgement sampling. Meanwhile, analysis techniques used are using 

Structural Equation Modeling (SEM) with program Analysis of Moment 

Structure. The respondents who picked the entire Sony Vaio users in 

Surabaya. 

The results showed that there is no influence between Brand 

Characteristic of Brand Trust, and there is influence between Company 

Characteristic of Brand Trust, then there is influence between Brand Trust 

to Brand Loyalty.  
Results of testing the hypothesis in this study is the first hypothesis 

was Denied, and the second hypothesis stated Received, and the third 

hypothesis stated Received. The company should pay more attention to 

Brand Characteristic and Company Characteristic overall. 

 

Keywords : Brand Characteristic, Company Characteristic, Brand Trust, 

Brand Loyalty 



ABSTRAK 

 

Perkembangan teknologi yang semakin pesat dan berkembang 

membuat para produsen bersaing secara ketat dalam hal memuaskan para 

konsumen perusahaan. Berbagai macam karakteristik atau model yang 

dikeluarkan perusahaan maka semakin banyak pilihan bagi konsumen untuk 

memilih produk perusahaan. Selain itu, citra perusahaan atau yang dikenal 

dengan reputasi perusahaan menambah keyakinan atau kepercayaan 

konsumen untuk memakai merek tersebut. Tujuan penelitian ini adalah 
untuk mengetahui pengaruh Brand Characteristic dan Company 

Characteristic terhadap Brand Loyalty melalui Brand Trust. 

Teknik yang digunakan dalam pengambilan sampel pada penelitian 

ini adalah non-probability sampling. Cara pengambilan sampel yang 

digunakan adalah  purposive sampling atau juga disebut judgement 

sampling. Sedangkan, teknik analisis yang digunakan adalah menggunakan 

metode Structural Equation Modeling (SEM) dengan program Analysis of 

Moment Structure. Responden yang diambil yaitu seluruh pengguna laptop 

Sony Vaio di Surabaya. 

Hasil penelitian menunjukkan bahwa tidak terdapat pengaruh 

antara Brand Characteristic terhadap Brand Trust, dan terdapat pengaruh 

antara Company Characteristic terhadap Brand Trust, serta terdapat 
oengaruh antara Brand Trust terhadap Brand Loyalty. 

Hasil pengujian hipotesis dalam penelitian ini adalah hipotesis 

pertama dinyatakan Ditolak, dan hipotesis kedua dinyatakan Diterima, serta 

hipotesis ketiga dinyatakan Diterima. Seharusnya perusahaan lebih 

memperhatikan Brand Characteristic dan Company Characteristic secara 

keseluruhan. 

 

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

Brand Loyalty 

 

 
 


