
 

 

 
 

 
 

ABSTRACT 
 

This research is focused on the effect of consumer satisfaction and brand trust 

to brand loyalty. Brand trust have two dimensions, brand reliability and brand 

intentionality. This study tries to prove the effect of consumer satisfaction to brand 

reliability, the effect of consumer satisfaction to brand intentionality, the effect of 

consumer satisfaction to brand loyalty, the effect of brand reliability to brand loyalty, 

the effect of  brand intentionality to brand loyalty, and the effect of brand reliability 

and brand intentionality to brand loyalty. Research methodology consisted of Simple 

Linear Regression and Multiple Linear Regression to help researcher test the 

hypothesis. Researcher used the questionnaire to get primary data and used 100 

respondents that can be divided into 50 Mentari consumers and 50 Simpati consumers.  

The findings of this research show that consumer satisfaction has a significant 

influence to brand reliability, brand intentionality, and brand loyalty. Brand reliability 

has a significant influence to brand loyalty, brand intentionality has a significant 

influence to brand loyalty. And another finding of this research show that brand 

reliability and brand intentionality has significant influence to brand loyalty. 
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