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ABSTRAK 
 

Persaingan antar bisnis yang berkembang sangat ketat menuntut perusahaan 

untuk tetap mempertahankan kepuasan serta loyalitas pelanggan dengan cara 

memiliki Brand Image , Brand Love, Brand Trust terhadap Customer Loyalty 

dan WOM yang baik dimata pelanggan agar tetap dapat bersaing di persaingan 

bisnis global saat ini. Penelitian ini merupakan penelitian kuantitatif kausalitas. 

Dengan menggunakan metode kuesioner yang disebarkan melalui google form. 

Sampel penelitian ini adalah 150 responden yang menggunakan Toyota agya di 

Surabaya. Penelitian ini di analisis dengan menggunakan teknik analisis data 

Structural Equation Modelling (SEM) dan memberikan hasil yang signifikan dari 

Brand Image , Brand Love, Brand Trust terhadap Customer Loyalty dan WOM. 

Pada hasil penelitian ini, saran yang diberikan terhadap perusahaan Toyota 

adalah diharapkan Toyota dapat memberikan peningkatan terhadap brand image 

dan Customer Loyalty khusunya dalam tipe model LCGC. 
 

Kata kunci: Brand Image , Brand Love, Brand Trust terhadap Customer 

Loyalty dan WOM 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

xii 



 
 
 
 

ABSTRACT 

 

Competition between businesses that develop very tight requires companies 

to maintain customer satisfaction and loyalty by having a good Brand Image, 

Brand Love, Brand Trust for Customer Loyalty and WOM in the eyes of 

customers in order to remain competitive in today's global business 

competition. This research is a quantitative causality study. By using the 

questionnaire method distributed via Google Form. The sample of this study 

was 150 respondents who used Toyota Agya in Surabaya. This study was 

analyzed using Structural Equation Modeling (SEM) data analysis techniques 

and gave significant results from Brand Image, Brand Love, Brand Trust for 

Customer Loyalty and WOM. In the results of this study, the advice given to 

the Toyota company is that Toyota is expected to be able to provide an 

increase in brand image and Customer Loyalty especially in the LCGC model 

type. 
 

Keywords: Brand Image, Brand Love, Brand Trust towards Customer 

Loyalty and WOM 
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