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ABSTRAK 

 

Dalam penelitian ini, peneliti menganalisis pengaruh brand image dan 

brand trust terhadap loyalitas pelanggan pasta gigi Pepsodent (studi pada 

mahasiswa Fakultas Ekonomi dan Bisnis Universitas Wijaya Kusuma Surabaya) 

yang mempunyai produk pasta gigi Pepsodent dirumah. Peneliti mengambil 

sampel sebanyak 100 responden menggunakan metode Purposive Sampling yang 

artinya teknik dengan mengambil sampel dengan cara menetapkan karakteristik 

khusus  yang sesuai dengan tujuan peneliti. Teknik analisis yang digunakan dalam 

penelitian ini adalah analisis regresi berganda yang diolah datanya melalui 

program SPSS. Hasil analisis regresi berganda menunjukkan bahwa brand image 

dan brand trust mempunyai pengaruh yang searah dengan loyalitas pelanggan 

pasta gigi Pepsodent pada mahasiswa Fakultas Ekonomi dan Bisnis Universitas 

Wijaya Kusuma Surabaya. Hasil uji hipotesis menunjukkan bahwa brand image 

dan brand trust berpengaruh secara simultan dan parsial terhadap loyalitas 

pelanggan pasta gigi Pepsodent pada mahasiswa Fakultas Ekonomi dan Bisnis 

Universitas Wijaya Kusuma Surabaya. 

Kata kunci : Brand Image, Brand Trust, Loyalitas Pelanggan 

 

 

 

 

 



ABSTRACT 

 

In this research, the researcher analyzed brand image and trust in the 

loyalty of Pepsodent toothpaste customers (the study of the students of the Faculty 

of Economics and Business University of Wijaya Kusuma Surabaya) who have 

Pepsodent toothpaste products at home. The researcher took a sample of 100 

respondents using the Purposive Sampling method which means the technique of 

taking samples by using special characteristics that are in accordance with the 

objectives of the researcher. The analysis technique used in this study is multiple 

regression analysis which is processed by data through the SPSS program. The 

results of multiple regression analysis show brand image and brand trust have a 

direct influence on customer loyalty of Pepsodent toothpaste to students of the 

Faculty of Economics and Business University of Wijaya Kusuma Surabaya. 

Hypothesis test results indicate that brand image and brand trust have a 

simultaneous and partial influence on customer loyalty of Pepsodent toothpaste to 

students of the Faculty of Economics and Business University of Wijaya Kusuma 

Surabaya. 

Keywords: Brand Image, Brand Trust, Customer Loyalty 

 


