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ABSTRAKSI 
 

 

Penelitian ini dilakukan dengan tujuan untuk mengetahui pengaruh  

Brand characterisitic, company characteristic dan consumer-brand 

characteristic terhadap brand loyalty konsumen lampu merek Philips di 

Surabaya. Media yang digunakan dalam penelitian ini melalui penyebaran 

kuesioner kepada pada konsumen lampu merek Philips di Surabaya sebagai 

responden dan diolah dengan menggunakan model analisis regresi linier 

berganda. 

Dengan menggunakan model analisis regresi linier berganda dapat 

diketahui hasil penelitian yaitu pertama, variabel brand characterisitic, company 

characteristic dan consumer-brand characteristic terhadap brand loyalty 

konsumen lampu merek Philips di Surabaya. Jadi hipotesis pertama terbukti 

kebenarannya. Kedua, dari ketiga variabel bebas tersebut, hanya variabel brand 

characterisitic dan company characteristic yang berpengaruh signifikan secara 

parsial terhadap brand loyalty konsumen lampu merek Philips di Surabaya. Jadi 

hipotesis kedua tidak terbukti kebenarannya. Ketiga, variable brand 

characterisitic yang mempunyai pengaruh yang dominan terhadap brand loyalty 

konsumen lampu merek Philips di Surabaya. Jadi hipotesis ketiga terbukti 

kebenarannya. 

 

Kata kunci : Philips, brand loyalty, trust in a brand 
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ABSTRACT 
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This study was conducted with the aim to determine the influence of 

characteristic brands, company characteristics and consumer-brand 

characteristics on the brand loyalty of consumers of Philips brand lamps in 

Surabaya. The media used in this study through distributing questionnaires to 

consumers of Philips brand lamps in Surabaya as respondents and processed 

using multiple linear regression analysis models. 

By using the multiple linear regression analysis model, it can be seen that 

the results of the research are first, brand characteristic, company characteristic 

and consumer-brand characteristic variables towards the brand loyalty of Philips 

brand lamp consumers in Surabaya. So the first hypothesis is proven true. Second, 

from the three independent variables, only the characteristic and company 

characteristic brand variables partially have a significant effect on the brand 

loyalty of Philips brand lamp consumers in Surabaya. So the second hypothesis is 

not proven true. Third, the brand characteristic variable has a dominant influence 

on the brand loyalty of Philips brand lamp consumers in Surabaya. So the third 

hypothesis is proven to be true. 
 

Keywords: Philips, brand loyalty, trust in a brand 


