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ABSTRAK 

Christophorus John Susilo / 28170004 / 2021 / Pengaruh Brand Image Dan Brand Trust 
Terhadap Brand Loyalty Serbuk Jelly Nutrijell Di Jakarta Timur / Pembimbing: Dr. Drs. 
Tony Sitinjak, M.M. 

Tujuan Penelitian ini adalah untuk mengetahui Brand Image, Brand Trust, dan Brand 
Loyalty serbuk jeli Nutrijell di Jakarta Timur, serta menguji apakah Brand Image dan Brand 
Trust mempengaruhi Brand Loyalty. Brand Loyalty adalah salah satu hal penting yang harus 
diperhatikan oleh perusahaan. Sebab, menarik pelanggan baru akan memakan biaya 5-10 
kali lebih banyak dari pada mempertahankan pelanggan yang sudah ada. Selain itu, 
mempertahankan customer retention rate sebanyak 5% saja, dapat meningkatkan laba 
perusahaan hingga 60% pada tahun ke lima.  

Brand Loyalty adalah sikap positif dan preferensi yang dimiliki konsumen terhadap suatu 
merek yang ditunjukkan oleh sikap konsumen yang melakukan pembelian berulang di masa 
yang akan datang, dan tidak mudah melakukan pergantian merek (switching) bahkan ketika 
ada perubahan, baik menyangkut harga maupun atribut lain. 

Objek Penelitian ini adalah serbuk jelly Nutrijell. Teknik pengumpulan data menggunakan 
teknik komunikasi dengan menyebarkan kuesioner kepada 115 orang responden. Untuk 
pengambilan sampel, teknik yang digunakan adalah non-probability sampling, metode yang 
digunakan adalah judgement sampling. Teknik analisis data yang digunakan adalah analisis 
persentase dan mean, serta analisis regresi linear berganda. 

Hasil analisis regresi linear berganda menunjukkan bahwa model regresi dapat digunakan 
untuk memprediksi Brand Loyalty. Hasil uji T menunjukkan bahwa Brand Image dan Brand 
Trust memiliki nilai signifikansi di bawah 0,05 sehingga hipotesis diterima. 

Kesimpulan dari penelitian ini adalah Brand Image dan Brand Trust berpengaruh positif 
terhadap Brand Loyalty serbuk jelly Nutrijell di Jakarta Timur. Saran bagi perusahaan, agar 
meningkatkan Brand Image dan Brand Trust sehingga dapat meningkatkan Brand Loyalty. 

Kata Kunci: Brand Image, Brand Trust, Brand Loyalty. 
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ABSTRACT 

Christophorus John Susilo / 28170004 / 2021 / The Influence of Brand Image and Brand 
Trust on Brand Loyalty of Nutrijell Jelly Powder in East Jakarta / Advisor: Dr. Drs. Tony 
Sitinjak, M.M. 

The purpose of this study is to determine the Brand Image, Brand Trust, and Brand Loyalty 
of Nutrijell jelly powder in East Jakarta, as well as to test whether Brand Image and Brand 
Trust affect Brand Loyalty. Brand Loyalty is one of the important things that must be 
considered by the company. Because, attracting new customers will cost 5-10 times more 
than retaining existing customers. In addition, maintaining a customer retention rate of only 
5% can increase company profits by 60% in the fifth year. 

Brand Loyalty is a positive attitude and preference that consumers have towards a brand 
which is indicated by the attitude of consumers who make repeat purchases in the future, 
and is not easy to switch brands (switching) even when there are changes, both regarding 
price and other attributes. 

The object of this research is Nutrijell jelly powder. Data collection techniques using 
communication techniques by distributing questionnaires to 115 respondents. For sampling, 
the technique used is non-probability sampling, the method used is judgment sampling. The 
data analysis technique used is percentage and mean analysis, as well as multiple linear 
regression analysis. 

The results of multiple linear regression analysis show that the regression model can be used 
to predict Brand Loyalty. The T test results show that Brand Image and Brand Trust have a 
significance value below 0.05 therefore, the hypothesis is accepted. 

The conclusion of this study is that Brand Image and Brand Trust have a positive effect on 
Brand Loyalty of Nutrijell jelly powder in East Jakarta. Suggestions for companies, to 
improve Brand Image and Brand Trust so as to increase Brand Loyalty. 

Keywords: Brand Image, Brand Trust, Brand Loyalty. 
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