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ABSTRAK 

Adelia Efendy / 23160302 / Pengaruh Brand Identity terhadap Brand Loyalty melalui 

Brand Image dan Brand Trust Honda Motor / Pembimbing: Ir. Dergibson Siagian, 

M.M. 

 Sepeda motor merupakan alat transportasi yang popular dan diminati 

masyarakat karena sepeda motor dapat mempersingkat waktu saat dalam perjalanan, 

lebih fleksibel dan praktis dikendarai saat macet. Honda adalah merek sepeda motor 

di Indonesia yang didistribusikan oleh PT Astra Honda Motor. Dalam kondisi 

persaingan yang kompetitif, faktor-faktor seperti brand identity, brand loyalty, brand 

image dan brand trust merupakan hal yang penting dalam menunjang kesuksesan 

perusahaan. Dengan membuat konsumen memiliki sikap loyal dan percaya terhadap 

produk, konsumen akan mengingat identitas akan merek tersebut. Hal tersebut akan 

meningkatkan citra merek serta kepercayaan terhadap merek dan membuat konsumen 

memiliki niat untuk membeli kembali. Oleh karena itu, penulis tertarik untuk 

melakukan penelitian tentang Pengaruh Brand Identity terhadap Brand Loyalty 

melalui Brand Image dan Brand Trust Honda. 

 Teori yang digunakan untuk mendukung penulisan ini adalah definisi brand 

identity, brand loyalty, brand image dan brand trust. Kemudian didukung oleh teori 

mengenai hubungan antara brand identity terhadap brand image, brand identity 

terhadap brand trust, brand identity terhadap brand loyalty, brand image terhadap 

brand trust, brand image terhadap brand loyalty, brand trust terhadap brand loyalty. 

 Obyek penelitian ini adalah produk sepeda motor Honda. Metode 

pengumpulan data dalam penelitian ini menggunakan metode komunikasi. Oleh 

karena itu, kuesioner online disebar melalui media Google Docs sebanyak 138 

responden yang memiliki sepeda motor Honda. Prosedur yang digunakan untuk 

pengujian model dan pengolahan data adalah model persamaan struktural (Structural 

Equation Model) dengan menggunakan WarpPLS 6.0 dan SPSS 22.0. 

 Output yang dihasilkan menunjukan bahwa brand identity berpengaruh positif 

dan siginifikan terhadap brand image, brand identity berpengaruh positif dan 

siginifikan baik secara langsung maupun tidak langsung terhadap brand trust, brand 

identity berpengaruh positif dan siginifikan terhadapbrand loyalty, brand image 

berpengaruh positif dan siginifikan terhadap brand trust, brand image berpengaruh 

positif secara langsung dan secara tidak langsung berpengaruh positif dan siginifikan 

terhadap brand loyalty, brand trust berpengaruh positif dan siginifikan terhadap 

brand loyalty. 

 Kesimpulan dari penelitian ini adalah semua hipotesis yang ada telah terbukti 

memiliki pengaruh yang positif dan signifikan. 
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ABSTRACT 

Adelia Efendy / 23160302 / Effect of Brand Identity on Brand Loyalty through Brand 

Image and Brand Trust Honda Motor / Supervisor: Ir. Dergibson Siagian, M.M. 

Motorbikes are a popular means of transportation and are of public interest 

because motorbikes can shorten the time while traveling, are more flexible and 

practical to drive when stuck. Honda is a motorcycle brand in Indonesia that is 

distributed by PT Astra Honda Motor. In conditions of competitive competition, 

factors such as brand identity, brand loyalty, brand image and brand trust are 

important in supporting the company's success. By making consumers have a loyal 

attitude and trust in the product, consumers will remember the identity of the brand. 

This will improve brand image and brand trust and make consumers have the 

intention to repurchase. Therefore, the authors are interested in conducting research 

on the Effect of Brand Identity on Brand Loyalty through Brand Image and Brand 

Trust of Honda. 

The theory used to support this writing is the definition of brand identity, 

brand loyalty, brand image and brand trust. Then supported by theories about the 

relationship between brand identity to brand image, brand identity to brand trust, 

brand identity to brand loyalty, brand image to brand trust, brand image to brand 

loyalty, brand trust to brand loyalty. 

The object of this research is Honda motorcycle products. The data collection 

method in this study uses the communication method. Therefore, online 

questionnaires were distributed through Google Docs as many as 138 respondents 

who owned Honda motorcycles. The procedure used for testing the model and 

processing of data is a structural equation model (Structural Equation Model) using 

WarpPLS 6.0 and SPSS 22.0. 

The resulting output shows that brand identity has a positive and significant 

effect on brand image, brand identity has a positive and significant effect both 

directly and indirectly on brand trust, brand identity has a positive and significant 

effect on brand loyalty, brand image has a positive and significant effect on brand 

trust, brand image has a direct positive effect and indirectly has a positive and 

significant effect on brand loyalty, brand trust has a positive and significant effect on 

brand loyalty. 

The conclusion of this study is that all existing hypotheses have been proven 
to have a positive and significant influence. 
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