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Effect Of Brand Image, Customer Perceived Value, And Brand Trust
On Customer Loyalty Through Customer Satisfaction
Avanza Cars in Surabaya

Abstract

Business development in the modern era is growing. Many
companies have sprung up both foreign and local companies. The
company's success is influenced by several factors, one of which is
customer loyalty. Consumer loyalty is key to the success of the company
principal. The purpose of this study was to analyze the influence of Brand
Image, Customer Perceived Value, Brand Trust, and Customer Satisfaction
at Avanza Cars in Surabaya.

Respondents are consumers Avanza in Surabaya Surabaya central
region of 150 people. The sampling technique using non-probability
sampling techniques. Data analysis technique used in this study are SEM
(Structural Equation Modeling).

The results of this study indicate that the brand image, customer
perceived value, and brand trust and a significant positive effect on
customer satisfaction, and brand image, customer perceived value, and
brand trust and a significant positive effect on customer loyalty through
customer satisfaction. Based on the hypothesis testing concluded that the
proposed hypothesis of 7 turns all significant research hypothesis stated.

Keyword : Brand Image, Customer Perceived Value, Brand Trust,
Customer Satisfaction, and Customer Loyalty.
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Pengaruh Brand Image, Customer Perceived Value, And Brand Trust
Terhadap Customer Loyalty melalui Customer Satisfaction
Mobil Avanza di Surabaya

Abstrak

Perkembangan bisnis di era modern ini semakin berkembang.
Banyak perusahaan bermunculan baik perusahaan asing maupun lokal.
Kesuksesan perusahaan dipengaruhi oleh beberapa faktor salah satunya
adalah loyalitas konsumen. Loyalitas konsumen adalah kunci pokok
kesuksesan perusahaan. Tujuan penelitian ini adalah untuk menganalisis
pengaruh Brand Image, Customer Perceived Value, Brand Trust, dan
Customer Satisfaction pada Mobil Avanza di Surabaya.

Responden adalah konsumen mobil Avanza di Surabaya
khususnya Surabaya wilayah pusat sebanyak 150 orang. Teknik
pengambilan sampel menggunakan teknik non probability sampling.
Sedangkan teknik analisis data yang digunakan dalam penelitian ini adalah
SEM (Structural Equation Modelling).

Hasil penelitian ini menunjukkan bahwa brand image, customer
perceived value,dan brand trust berpengaruh positif dan signifikan terhadap
customer satisfaction, serta brand image, customer perceived value,dan
brand trust berpengaruh positif dan signifikan terhadap customer loyalty
melalui customer satisfaction. Berdasarkan pengujian hipotesis disimpulkan
bahwa dari 7 hipotesis yang diajukan ternyata semua hipotesis penelitian
yang dinyatakan signifikan.

Kata Kunci : Brand Image, Customer Perceived Value, Brand Trust,
Customer Satisfaction, dan Customer Loyalty.
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