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ABSTRAK 

Pelnellitian ini belrtujuan untuk melngelksplo lrasi dampak lo lyalitas melrelk di 

kalangan pelngguna Harlely Davidso ln di Surabaya. Pelnellitian ini belrfo lkus pada 

selluruh pelngguna Harlely Davidso ln di Surabaya yang belrjumlah 110 o lrang. 

Meltoldel pelngambilan sampell no ln-prolbabilitas digunakan, dan ukuran sampell pada 

pelnellitian ini adalah 110 individu. Data dianalisis melnggunakan meltoldel Selm-Pls. 

Hasil pelnellitian melnunjukkan bahwa citra melrelk tidak melmelngaruhi kelpelrcayaan 

melrelk, seldangkan kelpribadian melrelk melmpunyai pelngaruh signifikan telrhadap 

kelpelrcayaan melrelk. Sellain itu, kelcintaan telrhadap melrelk tidak belrpelngaruh 

banyak telrhadap kelpelrcayaan melrelk. Dalam hal ini, kelcintaan telrhadap melrelk 

tidak melmelngaruhi lo lyalitas kolnsume ln telrhadap melrelk, teltapi kelpribadian melre lk 

melmelngaruhi lo lyalitas kolnsumeln telrhadap melrelk. 

Kata Kunci: Brand Image, Brand Personality, Brand Love, Brand Trust, 

Brand Loyalty. 
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ABSTRACT 

This relselarch invelstigatels thel impact olf Brand Imagel, Brand Pelrsolnality, Brand 

Lolvel, and Brand Trust oln Brand Lolyalty amolng Harlely Davidsoln uselrs in 

Surabaya. Thel relselarch folcusels oln all Harlely Davidsoln uselrs in Surabaya, 

toltaling 110 relspolndelnts. A noln-prolbability sampling melthold was elmplolyeld, with 

thel samplel sizel selt at 110 individuals. Thel data we lrel analyzeld using SE lM-PLS. 

Thel findings indicatel that Brand Imagel dolels nolt significantly affelct Brand Trust, 

whelrelas Brand Pelrsolnality has a significant impact oln Brand Trust. Brand Lolve l 

alsol dolels nolt significantly influelncel Brand Trust. Similarly, Brand Imagel dolels nolt 

significantly impact Brand Lolyalty, whilel Brand Pelrsolnality sholws a significant 

elffelct oln Brand Lolyalty. Brand Lolvel dolels nolt havel a significant elffelct oln Brand 

Lolyalty, but Brand Trust dolels significantly affelct Brand Lolyalty. 

Keywords: Brand Image, Brand Personality, Brand Love, Brand Trust, Brand 

Loyalty 
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