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ABSTRAK 

 

Persaingan bisnis suku cadang sepeda motor imitasi di Surabaya semakin lama 

semakin ketat. Hal ini didorong potensi pasar suku cadang sepeda motor yang 

sangat besar di Indonesia terutama kota metropolitan seperti Surabaya yang 

sebagian besar masyarakatnya menggunakan alat transportasi sepeda motor. Pasar 

suku cadang sepeda motor imitasi di Jawa Timur termasuk kota Surabaya 

PT.Sumber Jayarona Abadi menjual merk MPM yang produknya diimport dari 

China oleh PT.Mitra Partindo Makmur. Merk MPM ini sudah dikenal luas 

dikalangan pengusaha bengkel dan toko suku cadang sepeda motor kota Surabaya 

karena sudah ada sejak tahun 2000 merk ini ikut berkecimpung di pasar suku 

cadang imitasi kota Surabaya. Penelitian ini bertujuan untuk mengetahui pengaruh 

Brand Image, Brand Trust, dan Kepuasan Konsumen terhadap Loyalitas 

Pelanggan pada PT.Sumber Jayarona Abadi. Teknik pengambilan sampel yang 

dipakai oleh peneliti adalah non probability sampling dengan menggunakan 

kuesioner yang disebarkan kepada 40 responden yang merupakan bengkel sepeda 

motor yang bekerja sama dengan PT.Sumber Jayarona Abadi Pengolahan data 

pada penelitian ini menggunakan SPSS versi 23.0 berdasarkan hasil pengolahan 

data dapat dikatakan semua item pernyataan valid dan semua variabel dinyatakan 

reliabel. Berdasarkan uji t dapat dikatakan telah ditemukan hasil penelitian 

variabel Brand Image dan Brand Trust tidak berpengaruh terhadap Loyalitas 

Pelanggan PT.Sumber Jayarona Abadi, sedangkan variabel kepuasan konsumen 

berpengaruh signifikan terhadap Loyalitas Pelanggan PT.Sumber Jayarona Abadi. 

 

Kata Kunci: Brand Image, Brand Trust, Kepuasan Konsumen, dan Loyalitas 

Pelanggan 
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ABSTRACT 

 

Competition in the imitation motorcycle spare parts business in Surabaya is 

getting tighter. This is driven by the huge potential market for motorcycle spare 

parts in Indonesia, especially in metropolitan cities like Surabaya, where most of 

the people use motorbike transportation. The imitation motorcycle spare parts 

market in East Java includes the city of Surabaya PT.Sumber Jayarona Abadi sells 

the MPM brand whose products are imported from China by PT Mitra Partindo 

Makmur. The MPM brand has been widely known among motorbike repair shop 

and motorcycle spare parts shops in the city of Surabaya because it has been 

around since 2000 this brand has been involved in the imitation spare parts market 

in Surabaya. This study aims to determine the effect of Brand Image, Brand Trust, 

and Customer Satisfaction on Customer Loyalty at PT.Sumber Jayarona Abadi. 

The sampling technique used by the researcher was non-probability sampling 

using a questionnaire distributed to 40 respondents who were motorcycle repair 

shops in collaboration with PT. Sumber Jayarona Abadi. Data processing in this 

study used SPSS version 23.0 based on the results of data processing, it can be 

said that all items statement is valid and all variables are declared reliable. Based 

on the t test, it can be said that the research results of the Brand Image and Brand 

Trust variables have no effect on customer loyalty of PT. Sumber Jayarona Abadi, 

while the variable of customer satisfaction has a significant effect on customer 

loyalty of PT. Sumber Jayarona Abadi. 

Keywords: Brand Image, Brand Trust, Customer Satisfaction 

 

 

 

 

 

 

 

 

 

 


	Cover Adrian Koeswanto.pdf (p.1)
	SKRIPSI_FULL.PDF (p.2-98)

