ABSTRACT

The research was conducted on consumers in the motor Minerva PT. Minerva Plaza Indonesia branch Moh. Ramdhan Bandung. The phenomenon is happening is that the growing automotive industry in Indonesia, especially motorcycles, one of which is motor Minerva. Many of the strategies undertaken to achieve the desired target, such as building its brand strength, confidence will increase its brand. But the company has not reached its intended target because the motor is relatively new so that the brand strength and trust in its brand has not been high. The purpose of this study was to determine how much influence the brand equity and trust brand on consumer purchasing decisions in the PT. Plaza Minerva Indonesia branch Moh. Ramdhan Bandung.
The method used in this study is qualitative and quantitative methods. The unit of analysis in this study is consumers who totaled 2000 with a sample of 96 respondents. The test statistic used is the calculation of correlation Person, Regression analysis, correlation, coefficient of determination, hypothesis testing, and also use the help of an application program SPSS 17.0 for windows. 
The results showed that motor purchase decisions Minerva in PT. Minerva Plaza Indonesia branch Moh. Ramdhan Bandung as a whole, including the criteria for either, but after purchasing behavior indicators included in the category of good enough, this is because consumers are not satisfied with the product consumers will respond less well to the level recommended these motors is quite high. The influence of brand equity and brand trust have a positive and significant impact on consumer purchasing decisions PT. Minerva Plaza branch Idonesia Moh, Ramdhan Bandung. Then the simultaneous impact of the partial. This means that brand equity and brand trust was able to make the consumer to make purchase decisions.
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