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ABSTRAK
Yasmin Naila (1907803) “Pengaruh Brand Image terhadap Brand Loyalty
melalui Brand Credibility (Survei pada Anggota Komunitas Xiaomi Indonesia)”

dibawah bimbingan Dr. Bambang Widjajanta, M.M dan Dr. Puspo Dewi Dirgantari,
S.Pd., MT., MM.

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh dari Brand
Image terhadap Brand Loyalty melalui Brand Credibility (Survei pada Anggota
Komunitas Xiaomi Indonesia). Jenis penelitian ini menggunakan metode deskriptif
dan verifikatif dengan pendekatan kuantitatif. Populasi dalam penelitian ini
berjumlah 4.900 orang dengan sampel berjumlah 336 yang merupakan anggota
grup komunitas Xiaomi di facebook dengan menggunakan teknik simple random
sampling. Data diolah secara statistik dengan menggunakan Structural Equation
Modelling (SEM). Hasil temuan pada penelitian ini yaitu gambaran brand image,
brand credibility dan brand loyalty responden berada pada kategori brand image
memiliki pengaruh positif dan signifikan terhadap brand loyalty. Brand image juga
memberikan pengaruh positif dan signifikan terhadap brand credibility. Brand
credibility memiliki pengaruh positif dan signifikan terhadap brand loyalty.

Kata kunci: brand image, brand credibility, brand loyalty



ABSTRACT
Yasmin Naila (1907803) “The Influence of Brand Image on Brand Loyalty
through Brand Credibility (Survey of Xiaomi Indonesia Community Members)
under the guidance of Dr. Bambang Widjajanta, M.M., and Dr. Puspo Dewi
Dirgantari, S.Pd., MT., MM.

This study aims to obtain an overview and influence of Brand Image on Brand
Loyalty through Brand Credibility (Survey of Xiaomi Indonesia Community
Members). This type of research uses descriptive and verification methods with a
quantitative approach. The population in this study amounted to 4.900 people with
a sample of 336 who are members of the Xiaomi community group on Facebook
using a simple random sampling technique. The data were processed statistically
using Structural Equation Modeling (SEM). The findings of this study are that the
description of brand image, brand credibility and brand loyalty of respondents are
in the category brand image has a positive and significant influence on brand
loyalty. Brand image also has a positive and significant influence on brand
credibility. Brand credibility has a positive and significant influence on brand

loyalty.

Keywords: brand image, brand credibility, brand loyalty.



KATA PENGANTAR
Segala puji dan syukur kita panjatkan kepada Allah Swt, atas segala

limpahan rahmat, karunia, pertolongan, dan kasih sayang-Nya, sehingga penulis
dapat menyelesaikan penyusunan skripsi ini dengan baik. Shalawat serta salam
semoga senantiasa tercurah kepada Nabi Muhammad SAW, beserta keluarga, para
sahabat, dan seluruh umat islam yang mengikuti ajarannya hingga akhir zaman.
Alhamdulillah, dengan izin Allah SWT, penulis dapat menyelesaikan skripsi yang
berjudul “Pengaruh Brand Image terhadap Brand Loyalty melalui Brand Credibility
(Survei Anggota Komunitas Xiaomi Indonesia) penelitian ini bertujuan untuk
memperoleh temuan mengenai pengaruh brand image terhadap brand loyalty
melalui brand credibility. Skripsi ini telah disusun dengan sebaik-baiknya, namun
penulis menyadari bahwa dalam penulisan skripsi ini jauh dari kesempurnaan. Oleh
karena itu, penulis sangat mengharapkan kritik dan saran yang membangun dari
berbagai pihak untuk perbaikan di masa mendatang. Akhir kata, penulis berharap
semoga skripsi ini dapat memberikan manfaat bagi pembaca serta menambah ilmu

pengetahuan bagi kami.

Bandung, Agustus 2025

Penulis,
Yasmin Naila
1907803

Vi



UCAPAN TERIMAKASIH

Alhamdullilahirabbil ‘alamin, segala puji dan syukur penulis panjatkan ke

hadirat Allah Subhanahu Wa Ta’ala atas limpahan rahmat, karunia, dan kasih

sayang-Nya yang tiada terhingga, sehingga penulis dapat menyelesaikan

penyusunan skripsi ini sebagai salah satu syarat untuk mengikuti ujian sidang

sarjana Program Studi Pendidikan Bisnis, Fakultas Pendidikan Ekonomi dan

Bisnis, Universitas Pendidikan Indonesia. Penyusunan skripsi ini tentu tidak akan

berjalan dengan lancar tanpa adanya dukungan, bimbingan, serta bantuan dari

berbagai pihak. Atas segala motivasi serta bantuan yang telah penulis terima,

dengan penuh rasa hormat penulis mengucapkan terimakasih kepada:

1.

Bapak Prof. Dr. H. Didi Sukyadi, M.A. selaku Rektor Universitas Pendidikan
Indonesia, yang telah memberikan kesempatan kepada penulis untuk
memperoleh Pendidikan di Universitas Pendidikan Indonesia.

Ibu Prof, Dr Hj Ratih Hurriyati, M.P. selaku Dekan Fakultas Pendidikan
Ekonomi dan Bisnis Universitas Pendidikan Indonesia, yang telah memberikan
kesempatan kepada penulis untuk menempuh Pendidikan di Universitas
Pendidikan Indonesia.

Ibu Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M. selaku Ketua Program Studi
Pendidikan Bisnis Fakultas Pendidikan Ekonomi dan Bisnis Universitas
Pendidikan Indonesia dan pembimbing II yang senantiasa meluangkan
waktunya dalam membimbing dan mengarahkan penulis penyusunan skripsi
sehingga penulis dapat menyelesaikan skripsi ini dengan waktu yang tepat.
Semoga Allah swt memberikan pahala yang berlipat ganda dan senantiasa

memberikan perlindungan dan keberkahan-Nya. Aamiin Ya Rabbal'aalamiin.

. Bapak Dr. Bambang Widjajanta, M.M. selaku Dosen Pembimbing I Skripsi

yang telah membimbing, mengarahkan serta memotivasi penulis dengan penuh
kesabaran dalam menyusun skripsi ini, sehingga skripsi ini dapat terselesaikan
dengan baik di waktu yang tepat. Semoga Allah swt membalasnya dengan
pahala yang berlipat ganda, senantiasa diberikan limpahan rahmat, karunia, dan

keberkahan-Nya. Aamiin Ya Rabbal'aalamiin.

. Bapak Prof. Dr. H. Agus Rahayu, M.P. selaku Dosen Pembimbing Akademik

yang telah memberikan semangat, motivasi, bimbingan dan memberikan

vii



perwalian kontrak kuliah selama penulis menempuh masa perkuliahan. Semoga
Allah SWT selalu memberikan kesehatan, kebahagiaan, keberkahan hidup serta
balasan yang tidak terhingga serta dan selalu berada di lindungan-Nya.

. Jajaran Dosen Program Studi Pendidikan Bisnis yang telah membimbing dan
memberikan motivasi serta bantuan bagi penulis selama menjalani perkuliahan.
. Kedua orang tua tersayang, support system terbaik Ayahanda Ahmad Furqon
dan Mamah Icih Ratnaningsih. Terimakasih atas doa hebat yang selalu
dipanjatkan untuk penulis. Terimakasih telah mengusahakan segalanya atas
segala pengorbanan dan ketulusan yang diberikan serta dukungan moral dan
materil yang diberikan sehingga penulis dapat menyelesaikan masa studi S1.
Semoga mamah dan ayah selalu dalam lindungan Allah SWT, dan selalu ada
dalam setiap episode kehidupan penulis. Semoga penulis dapat membalas
semua kebaikan dan pengorbanan yang telah diberikan dengan keberhasilan dan
kebahagiaan di masa depan. Kedua kakakku tersayang Muhammad Sayyid
Naufal dan Devia Deshaumi Ditasya, kedua adikku tersayang Ariqoh Nur Azza
dan Muhammad Azzam Al-Ghazali, Terimakasih atas doa dan dukungannya,
yang telah berhasil membawa penulis sejauh ini sehingga akhirnya mampu
menyelesaikan studinya hingga sarjana. Serta kedua keponakanku tersayang
Abu Bakr dan Aisyah Zakiyyah yang selalu menghibur penulis disaat
penyelesaian skripsi dengan kerandoman tingkahnya. Penulis berharap semoga
semua anggota keluarga selalu sehat, panjang umur, dan bisa menyaksikan
keberhasilan lainnya yang akan penulis raih di masa yang akan datang.

. Teruntuk Shafa Nabila Nurbanisiah sahabat yang membersamai selama proses
penulisan tugas akhir ini. Terima kasih sudah menjadi partner bertumbuh di
segala kondisi yang terkadang tidak terduga, menjadi pendengar yang baik serta
menjadi orang yang selalu memberikan semangat dan menyakinkan penulis
bahwa segala rintangan yang dihadapi selama proses skripsi akan berakhir. we
made it shaf!

Sahabat terbaikku Salma Nabila Fuadia, Zahfirah Nashshar, Andien Husnul
Chotimah, Indi Nur Afifah, Nurul Afifah Aminy, Shevira Achmanda yang
senantiasa mendampingi di kala senang dan sedih serta kesediaan kalian untuk

mendengarkan keluh kesah di tengah tekanan. Terima kasih telah menjadi

viii



10.

teman perjalanan kehidupan penulis, memberikan dukungan serta motivasi dan
memberikan doa setiap langkah yang penulis lalui sehingga penulis dapat
menyelesaikan tugas akhir ini. Semoga persahabatan ini terus terjaga, di tengah
perjalanan hidup kita masing-masing.

Terakhir, penulis mengucapkan terima kasih kepada diri sendiri, Yasmin Naila,
terima kasih karena telah bertahan sejauh ini. Terima kasih karena tidak
menyerah dan tetap berjuang bahkan saat meragukan diri sendiri dan ketika
langkah terasa berat untuk di teruskan, terima kasih karena tetap memilih untuk
melanjutkan. Terima kasih karena telah mempercayai proses, walaupun hasil
belum sesuai harapan. Meski harus menghadapi kegagalan, kebingungan,
bahkan perasaan ingin menyerah. Terima kasih sudah berusaha keras sekuat
tenaga dan sabar dalam menghadapi banyaknya rintangan. Terima kasih sudah
kuat dan mampu untuk bertahan hingga saat ini. Terima kasih karena sudah
berani memilih, memilih untuk mencoba, memilih untuk belajar, dan memilih
untuk menyelesaikan apa yang telah kamu mulai. You made it, min!

Semoga Allah SWT membalas segala kebaikan dan bantuan yang telah

diberikan oleh seluruh pihak yang telah membantu penulis dalam menyelesaikan

skripsi ini baik yang disebutkan maupun yang tidak dapat disebutkan satu per satu

dengan pahala yang berlipat ganda serta mengampuni segala dosa, kesalahan, dan

kekhilafan.

Bandung, Agustus 2025

¢

Yasmin Naila



DAFTAR ISI

F N S I ¥ A TS iv
ABSTRACT .ot b et bbb et b bbbttt v
KATA PENGANTAR ..ottt sttt vi
UCAPAN TERIMAKASIH ..ottt nne s vii
DAFTAR ISL .ot bbbttt bbbt ne s X
DAFTAR TABEL ..ottt bbb Xiii
DAFTAR GAMBAR ..ottt sttt te st steseeaesaeseananrens XV
BAB | PENDAHULUAN......ccooitititie et nanne s 1
1.1 Latar Belakang Penelitian ...........ccccciviieieiicc s 1

1.2 RUMUSAN MaSalaN .........cccviiiiiiiec e 11

1.3 Tujuan PENElItIAN. .....cooiiiieiee e 12

1.4 Kegunaan PeNEHLIAN.........ccccviiiiie ettt s 12

1.5 Ruang Lingkup Penelitian...........ccocoiieiiiiiicicce e 13

BAB |: PENDAHULUAN .......oooiiiiiet e ane s 13

BAB 11: KAJIAN PUSTAKA ...ttt ane s 13

BAB 11l METODE PENELITIAN . ...ccctiiiiie it 13

BAB IV: HASIL PENELITIAN DAN PEMBAHASAN ......c.cccoiviiiiieieianannns 13

BAB V: KESIMPULAN DAN SARAN ..ottt aanane 14

BAB Il KAJIAN PUSTAKA, KERANGKA PEMIKIRAN DAN HIPOTESIS....... 15
2.1 Kajian PUSLAKA........cciiieiiieiic ettt 15
2.1.1Konsep Brand Loyalty dalam Strategic Brand Management ...................... 16

2.1.1.1 Pengukuran Brand Loyalty............cccccoveviiieeiiiniiiiieicsece e 20

2.1.1.2 Model Brand LOYalty ...........cocvriiiniiieiniscscse e 21

2.1.2 Konsep Brand Credibility dalam Strategic Brand Management................ 26

2.1.2.1 Pengukuran Brand Credibility .........ccccoeiiiiniininiiiiicces 31

2.1.2.2 Model Brand Credibility..........cccoeriieieiiiir e 32

2.1.3 Konsep Brand Image dalam Strategic Brand Management ....................... 34

2.1.3.1 Pengukuran Brand IMage...........ccoerereieiinininiie e 38

2.1.3.2 Model Brand IMage ........ccccevveveiieieciee et sre e 39

2.1.4 Pengaruh Brand Image terhadap Brand Loyalty.............ccccoveniiiiiiennnnn. 42

2.1.5 Pengaruh Brand Image terhadap Brand Credibility ...........cccccovveviinnnnnn. 43

2.1.6 Pengaruh Brand Credibility terhadap Brand Loyalty .........c.ccccoooevvviinnnnne. 43

2.1.7 Pengaruh Brand Image terhadap Brand Loyalty melalui Brand Credibility44

2.2 Kerangka PEmIKIran...........cccooviiiiiiiiieieeessese e 45

2.3 HIPOTESHS ...ttt 50

BAB 1l METODE PENELITIAN ..ottt nanne s 50
3.1 Objek PENelitIANn .......ccccoiiiiieicee s 51

3.2 Metode PENelitian .......c.ccovviiiiiii e 51

3.2.1 Jenis Penelitian dan Metode yang Digunakan ...........cccccceveevieiiinninennennn, 51



3.2.2 Operasionalisasi Variabel ... 52

3.2.3 Jenis dan SUMDEr Data.........cccoviiiirinenineieieeesese e 56
3.2.4 Populasi, Sampel, dan Teknik Sample..........cccoooiiiiiniiinicceese 57
3.2.4.1 POPUIASI ...cccvveiieciicite ettt sttt 57
3.2.4.2 SAMPEL....oiiiiiiie e 58
3.2.4.3 Teknik Sampling ......c.cccooveieiiiiciece e 59
3.2.5 Teknik Pengumpulan Data..........ccocouiriireiieiieiieisisise e 60
3.2.6 Hasil Pengujian Validitas dan Reliabilitas............c.cccccovveveiiniencincen, 61
3.2.6.1 Hasil Pengujian Validitas...........ccooeeereieiiniininiie e 61
3.2.6.2 Hasil Pengujian Reliabilitas............cccccoeviviiiiiiiiiieciciece e 64
3.2.7 Teknik ANalisis Data..........cciuereiiieriiiiiie e se e 66
3.2.7.1 Teknik Analisis Data Deskriptif ..........ccccovoiiininiiineiciees 67

3.2.7.2 Teknik Analisis Data Verifikatif Menggunakan Structural
Equation Model (SEM) ......ccoiiieiiiiiie e 70
3.2.8 Rancangan Pengujian HipoteSiS........cccvvveieieiiieie st 81
BAB IV HASIL PENELITIAN DAN PEMBAHASAN.........ccccoiiiiiieieneieseieiaien 84
4.1 HaSHl PENEIILIAN .....vvcveeie et 84
4.1.1 Profil PErusanaan ..........cccoviieieieieisisise e 84
4.1.1.1 ldentitas Perusa@an...........cc.ccovcveiuerervereseeieseseesesee e seeseeseas 84
4.1.1.2 Sejarah Singkat Xiaomi ........ccccoveiiiiiiieiiiecc e 85
4.1.1.3 Visi dan Misi Perusahaan..........cccccoeevvevevvneeisinsieene e 86
4.1.1.4 Karakteristik Responden............cccccvvveviiicic s 86
4.1.2 Pengalaman Anggota Komunitas Smartphone Xiaomi di Facebook........ 98

4.1.2.1 Pengalaman Anggota Komunitas Smartphone Xiaomi di Facebook
Berdasarkan Frekuensi Pembelian dan Lama Bergabung Sebagai Anggota
Komunitas Smartphone Xiaomi.........cccceeererieiiiininie e 99

4.1.2.2 Pengalaman Anggota Komunitas Smartphone Xiaomi di Facebook
Berdasarkan Alasan Menggunakan produk Xiaomi ..........c.cccccevveevennns 101

4.1.2.3 Pengalaman Anggota Komunitas Smartphone Xiaomi di Facebook
Berdasarkan Manfaat yang Didapatkan setelah Menggunakan Produk

XHBOMI vttt 103
4.2 HaSil PENEIITIAN ..o s 104
4.2.1 Hasil Pengujian DesKriptif..........ccooooiioiiiniiieieee e 104
4.2.1.1 Gambaran Brand Image pada Anggota Komunitas Smartphone
Xiaomi di FACEDOOK..........cocveiiciciece e 104
4.2.1.2 Gambaran Brand Credibility pada Anggota Komunitas
Smartphone Xiaomi di FacebooK............cccoovviiiiiiiiiicc 113
4.2.1.3 Gambaran Brand Loyalty pada Anggota Komunitas Smartphone
Xiaomi di FACEDOOK.........cceviiiiiiiiiiee e 121
4.2.2 Hasil Pengujian Verifikatif ... 131
4.2.2.1 Uji Asumsi Structural Equation Model ...........cccccveviiiiiiiiennnne 131

Xi



4.2.2.2 Pengujian HIPOLESIS ......ccvviriiiririeieieiee s 134

4.2.2.3 Hasil Standardized Loading Factor..........ccccccceevevvcviennsnenenn 154
4.3 Pembahasan Hasil penelitian .............ccocoeiiieieiiii e, 155
4.3.1 Pembahasan Hasil Penelitian Deskriptif..........ccocovvviiiiiiiicnicineen, 155
4.3.1.1 Pembahasan Gambaran Brand Image............c.ccoceveveieiiiinninninns 155
4.3.1.3 Pembahasan Gambaran Brand Credibility..............cccocevivnennnne. 160
4.3.1.3 Pembahasan Gambaran Brand Loyalty............ccccccoeveviininennnnn 164
4.3.2 Pembahasan Pengujian HIPOTESIS. ........cuuiriierierieiinisenesie e 168

4.3.2.1 Pembahasan Pengaruh Brand Image terhadap Brand Loyalty... 168
4.3.2.2 Pembahasan Pengaruh Brand Image terhadap Brand Credibility

170
4.3.2.3 Pembahasan Pengaruh Brand Credibility terhadap Brand Loyalty
171
4.3.2.4 Pembahasan Pengaruh Brand Image terhadap Brand Loyalty
melalui Brand Credibility ... 173
4.4.1 Temuan Penelitian Bersifat TEOIItIS........ccocvrerereiiiieiise e 175
4.4.1.1 Gambaran Brand Image, Brand Loyalty, dan Brand Credibility175
4.4.1.2 Pengaruh Brand Image terhadap Brand Loyalty....................... 178
4.4.1.3 Pengaruh Brand Image terhadap Brand Credibility................... 179
4.4.1.4 Pengaruh Brand Credibility terhadap Brand Loyalty................. 179
4.4.1.5 Pengaruh Brand Image terhadap Brand Loyalty melalui Brand
CredibIlIty ..o 180
4.4.2 Temuan Penelitian Bersifat EMPIris .......ccccovveviiiiive i 181
4.4.2.1 Gambaran Brand Image, Brand Credibility dan Brand Loyalty 181
4.4.2.1 Pengaruh Brand Image terhadap Brand Loyalty....................... 182
4.4.2.3 Pengaruh Brand Image terhadap Brand Credibility................... 183
4.4.2.4 Pengaruh Brand Credibility terhadap Brand Loyalty................. 183
4.4.2.5 Pengaruh Brand Image terhadap Brand Loyalty melalui Brand
CredibIlIty ..o 184
4.4.3 Implikasi Hasil Penelitian Pengaruh Brand Image terhadap Brand Loyalty
melalui Brand Credibility pada Program Studi Pendidikan Bisnis.................... 185
BAB V KESIMPULAN DAN REKOMENDASI ..ot 189
5.1 KESIMPUIAN ..ot 189
5.2 REKOMENUAST .....vvveeeiecie ettt sttt nas 191
DAFTAR PUSTAKA . .ottt ettt e e st be e st ee e sate e e srree e 195
LAMPIRAN 1 SK PEMBIMBING SKRIPSI .......coooiiiiiieieccceese e 206
LAMPIRAN 2 REKAPITULASI BIMBINGAN SKRIPSI ......ccoccooiiiiiiiiicccee 213
LAMPIRAN 3 ANGKET PENELITIAN ....oooiii et 217
LAMPIRAN 4 KODING KARAKTERISTIK & PENGALAMAN RESPONDEN223
LAMPIRAN 5 KODING VARIABEL .......cooiiiicecee e 247
LAMPIRAN 6 HASIL UJI VALIDITAS DAN REALIABILITAS VARIABEL ... 265
LAMPIRAN 7 HASIL PENGUJIAN DESKRIPTIF DAN VERIFIKATIF ........... 270

xii



No.Tabel
1.1
1.2
1.3
2.1
2.2
2.3
2.4
25
2.6
3.1
3.2
3.3
3.4
35
3.6
3.7
3.8
3.9

3.10
3.11
4.1

4.2
4.3

44

45

4.6

4.7

4.8

4.9

4.10

411

412

DAFTAR TABEL
Judul

Mobile Vendor Market Share Indonesia 2021-2024.....................
Penjualan Smartphone Xiaomi Tahun 2023-2024 (dalam rupiah)......
Top Brand Index Smartphone Indonesia Tahun 2020-2024............
Definisi Brand Loyalty Menurut Para Ahli..............................
Pengukuran Brand Loyalty dalam Penelitian Terdahulu.................
Definisi Brand Credibility Menurut Para Ahli...........................
Pengukuran Brand Credibility dalam Penelitian Terdahulu............
Definisi Brand Image Menurut Para Ahli..........................c....
Pengukuran Brand Image dalam Penelitian Terdahulu.................
Operasional Variabel................coooiiiiiiii
Jenis dan Sumber Data............c.oooiiiiiiiiii
Hasil Pengujian Validitas Variabel Brand Image (X1).................
Hasil Pengujian Validitas Variabel Brand Credibility (X2)............
Hasil Pengujian Validitas Variabel Brand Loyalty... ......................
Hasil Pengujian Reliabilitas................coooiiviiiiiii,
Skor Alternatif...........oiii i
Tabel Tabulasi Silang (Cross Tabulation) ......................ooo
Kriteria Penafsiran Hasil Perhitungan Responden.......................
Analisis Deskriptif.........ccooiiiii
Indikator Pengujian Kesesuaian Model........................cooi
Karakteristik Anggota Komunitas Smartphone Xiaomi di Facebook
Berdasarkan Jenis Kelamin dan Usia.. :
Karakteristik Anggota komunitas Smartphone Xlaoml d| facebook
Berdasarkan Status Pernikahan dan Pendidikan Terakhir...............
Karakteristik Anggota Komunitas Smartphone Xiaomi di facebook
Berdasarkan Domisili............oooiiiii
Karakteristik Anggota Komunitas Smartphone Xiaomi di facebook
Berdasarkan Pekerjaan dan Rata-rata Penghasilan

Perbulan. ... ..o
Karakteristik Anggota Komunitas Smartphone Xiaomi di facebook
Berdasarkan Pekerjaan Uang Saku Perbulan.............................
Pengalaman Anggota Komunitas Smartphone Xiaomi di Facebook
Berdasarkan Frekuensi Pembelian dan Lama Bergabung sebagai
Anggota Komunitas Smartphone Xiaomi.....................ooeini
Pengalaman Anggota Komunitas Smartphone Xiaomi di Facebook
Berdasarkan Alasan Menggunakan Xiaomi..................cccoceinine
Karakteristik Anggota Komunitas Smartphone Xiaomi di
Faceboook Berdasarkan Manfaat yang Didapatkan Setelah
Menggunakan Produk Xiaomi...............ooooiiiii
Tanggapan Anggota Komunitas Smartphone Xiaomi di Facebook
terhadap Dimensi Favorability of Brand Association.. e
Tanggapan Anggota Komunitas Smartphone Xiaomi d| Facebook
terhadap Dimensi Uniqueness of Brand Association.. e
Tanggapan Anggota Komunitas Smartphone Xiaomi d| Facebook
terhadap Dimensi Strength of Brand Association..
Tanggapan Anggota Komunitas Smartphone Xlaoml d| Facebook
terhadap Dimensi Trustworthiness...

xiii

Hal

19
20
29
30
35
37
54
60
61
61
63
64
65
66
66
76
83
85

88

90

93

95

97

99

103

105

107

111

113



4.13
4.14
4.15
4.16
4.17
4.18
4.19
4.20
4.21
4.22
4.23
4.24
4.25
4.26
4.27
4.28
4.29

4.30
431

4.32
4.33
4.34

4.35
4.36

Tanggapan Anggota Komunitas Smartphone Xiaomi di Facebook
terhadap Dimensi Expertise... .
Tanggapan Anggota Komunltas Smartphone Xlaoml d| Facebook
terhadap Dimensi Attractiveness... .
Tanggapan Anggota Komunitas Smartphone Xlaoml d| Facebook
terhadap Dimensi Attitudinal Loyalty... )
Tanggapan Anggota Komunitas Smartphone Xlaoml d| Facebook
terhadap Dimensi Behavioral Intention... .
Tanggapan Anggota Komunitas Smartphone Xlaoml d| Facebook
terhadap Dimensi Behavioral Loyalty...
Uji Normalitas Data.........ccoivviiiiiiiiie e,
Hasil Pengujian Outliers Data................ocoeiiiiiiiiiee,
Sample Correlation Matrix... .

Hasil Pengujian Estimasi Measurement Model
Validitas dan Reabilitas Model Pengukuran Konstruk Eksogen
Brand Image... .
Hasil Evaluasi Goodness of Frt Model CFA Konstruk Eksogen
Brand Image...
Validitas dan Reabllltas Model Pengukuran Konstruk Eksogen
Brand Credibility... N
Hasil Evaluasi Goodness of Frt Model CFA Konstruk Eksogen
Brand Credibility... e
Validitas dan Reabllltas Model Pengukuran Konstruk Endogen
Brand Loyalty...
Hasil Evaluasi Goodness of Frt Model CFA Konstruk Endogen
Brand Loyalty...
Hasil Estimasi FuII Model Struktural Pengaruh Brand Image
terhadap Brand Loyalty melalui Brand Credibility... . :
Hasil Evaluasi Goodness of Fit Model Pengukuran Pengaruh Brand
Image terhadap Brand Loyalty melalui Brand Credibility...

Analisis Hipotesis Full Model...................coooiiiii,
Hasil Estimasi Parameter Model Brand Image terhadap Brand
Loyalty...
Hasil Estlmasr Parameter Model Brand Image terhadap Brand
Credibility... .
Hasil Estlma3| Parameter Model Brand Credlblllty terhadap Brand
Loyalty... .
Standardlzed Drrect Effects and Inderect Effects
Standardized Inderect Effect-Two Tailed Slgnlflcance (BC) ...........
Standardized Loading Factor ...

Xiv

115
119
122
125
127
128
129
131
134
134
136
136
138
139
139
140
141

142
143

145
146
148

148
148



No. Gambar
11

1.2

2.1
2.2
2.3
2.4
2.5

2.6
2.7
2.8
2.9
2.10
2.11
2.12
2.13

2.14

3.1
3.2

3.3
3.4
3.5
3.6

3.7
3.8
3.9
3.10
4.1

4.2.
4.3

44
4.5

4.6
4.7
4.8
4.9
4.10
411

4.12
4.13
4.14

DAFTAR GAMBAR
Judul
Pertumbuhan Penetrasi Smartphone di Indonesia Tahun 2017-

Proses Strategic Brand Management...............c..cccoveviininnnen,
Brand Loyalty Pyramid..............ccooiiiiiiii
Model Klasifikasi Loyalitas.................cooiiiiiiiiniin..
Model Apostle Loyalty..........cccoviiiiiiiiiiiiieee,

Subdimensions of Brand Building Blocks...........................
Model Brand Credibility..................oooiiiiii
Model Brand Credibility.................ooooiiiiii
Model Brand Credibility............ccccooieiiiiei e e e e e
Brand Knowledge Model.............coooe oo e e et e
Brand Resonance Model...

Model of Brand Image... .

Conceptual Model for Outcomes for Brand Image e
Kerangka Pemikiran Pengaruh Brand Image Terhadap Brand
Loyalty melalui Brand Credibility... . .
Paradigma Penelitian Pengaruh Brand Image Terhadap Brand
Loyalty melalui Brand Credibility ...
Rumus Taebl Isaac dan Michael.........................oon
Garis Kontinum Penelitian Brand Image, Brand Credibility,
dan Brand Loyalty..........ccooiiiiiiiiiiiiiiiccce e
Model Pengukuran Brand Image
Model Pengukuran Brand Credibility...

Model Pengukuran Brand Loyalty... .

Model Struktural Pengaruh Brand Image dan Brand Credlblllty
Terhadap Brand Loyalty...
Model Hipotesis 1
Model HIpotesis 2......ouiviuiniiiiee e
Model HIipotesis 3........oviuiiiiiii e
Model HipotesiS 4......ouvneiiieiiiiie e
Tanggapan Anggota Komunitas Smartphone Xiaomi di
Facebook terhadap Brand Image.......................cooiiiiii,
Garis Kontinum Variabel Brand Image..............................
Tanggapan Anggota Komunitas Smartphone Xiaomi di
Facebook terhadap Brand Credibility................c.oooiiiie
Garis Kontinum Variabel Brand Credibility........................
Tanggapan Anggota Komunitas Smartphone Xiaomi di
Facebook terhadap Brand Loyalty...............cccooviviiiniininnnen.
Garis Kontinum Variabel Brand Loyalty............................
Spesifikasi Model...........cooeiiiiiiiiiii
Model Pengukuran Konstruk Eksogen Brand Image...............
Model Pengukuran Konstruk Eksogen Brand Credibility.........
Model Pengukuran Konstruk Eksogen Brand Loyalty............
Full Model Struktural Brand Image terhadap Brand Loyalty
melalui Brand Credibility..............cooooviiiiiiiiiiii .
Diagram Hipotesis 1........ocoviiiiiiiiiiiiiiiiiiiiiiiieeeeeene
Diagram Hipotesis 2.......coiiiiiiiiiiiiiiiiiiieieie e
Diagram Hipotesis 3......ccovviiiiiiiiiiiiiiiiiiiiei e

XV

Hal

17
22
23
24
26

32
32
33
34
38
39
40

47

48
56

67
70
70
71

78
79
79
80
100

102
109



4.15

Diagram Hipotesis 4

XVi



DAFTAR PUSTAKA

Achrol, R., & Kotler, P. (2016). Marketing’s Lost Frontier: The Poor. Markets,
Globalization & Development Review: The Olfficial Journal of the International
Society of Markets and Development, 1(1). https://doi.org/10.23860/mgdr-2016-01-
01-03

Agniya, A., Wicaksono, S. L., Setiani, H., Utami, F. P., Zahro, A. N. M., Naryatmojo, D.
L., & Wagiran, W. (2023). Analysis and Reconstruction of Diagnostic Assessment
of Negotiating Text Materials in Indonesian Language Teaching Modules Class X
SMA/SMK. International Journal of Research in Education, 3(2), 138-148.
https://doi.org/10.26877/ijre.v3i2.15183

Agus Purwanto, Bernarto, 1., & Masman, R. R. (2022). The Effect of Perceived Risk,
Brand Image and Perceived Price Fairness on Customer Satisfaction. Jurnal
Manajemen, 26(1), 35-50. https://doi.org/10.24912/jm.v2611.836

Aji, H. M., Md Husin, M., & Muafi, M. (2020). The role of self-congruity in the retail
store patronage model: The case of Islamic retail stores in Indonesia and Malaysia.
Journal of International Studies, 13(2), 62-80. https://doi.org/10.14254/2071-
8330.2020/13-2/5

Akoglu, H. E., & Ozbek, O. (2022). The effect of brand experiences on brand loyalty
through perceived quality and brand trust: a study on sports consumers. Asia Pacific
Journal of  Marketing and Logistics, 34(10), 2130-2148.
https://doi.org/10.1108/APJML-05-2021-0333

Alghamdi, E. A., & Bogari, N. (2019). The Impact of Social Media Platforms “Instagram”
and “Snapchat” on the Purchasing Decision - Structural Equation Modelling
Approach. International Journal of Online Marketing, 10(1), 72-94.
https://doi.org/10.4018/1j0m.2020010105

Ali, H. (2019). Building Repurchase Intention and Purchase Decision: Brand Awareness
and Brand Loyalty Analysis (Case Study Private Label Product in Alfamidi
Tangerang). Saudi Journal of Humanities and Social Sciences, 04(09), 623—634.
https://doi.org/10.36348/sjhss.2019.v04109.009

Bandawaty, E. (2020). Pengaruh Brand Image Dan E-Service Quality Terhadap Customer
Satisfaction Bentuk Inovasi Pemasaran Bukalapak. Jurnal Bisnis Dan Manajemen,
7(1), 81-86. https://doi.org/10.26905/jbm.v711.3888

BILGIN, Y. (2018). the Effect of Social Media Marketing Activities on Brand
Awareness, Brand Image and Brand Loyalty. Business & Management Studies: An
International Journal, 6(1), 128—148. https://doi.org/10.15295/bmij.v6i1.229

Bollen, K. A. (2012). Instrumental variables in sociology and the social sciences. Annual
Review of Sociology, 38(April), 37-72. https://doi.org/10.1146/annurev-soc-
081309-150141

Calvert, G. A., & Pathak, A. (2021). Sooo sweeet! presence of long vowels in brand
names lead to expectations of sweetness. Behavioral Sciences, 11(2).
https://do1.org/10.3390/bs11020012



Cerjak, M., Haas, R., & Kovaci¢, D. (2010). Brand familiarity and tasting in conjoint
analysis: An experimental study with Croatian beer consumers. British Food
Journal, 112(6), 561-579. https://doi.org/10.1108/00070701011052664

Chen, H. Bin, Yeh, S. S., & Huan, T. C. (2014). Nostalgic emotion, experiential value,
brand image, and consumption intentions of customers of nostalgic-themed
restaurants. Journal of  Business Research, 67(3), 354-360.
https://doi.org/10.1016/j.jbusres.2013.01.003

Cheng, Q., Fang, L., & Chen, H. (2016). Visitors’ brand loyalty to a historical and cultural
theme park: a case study of Hangzhou Songcheng, China. Current Issues in Tourism,
19(9), 861-868. https://doi.org/10.1080/13683500.2015.1006589

Chung, C. J., Park, H. W., & Biddix, J. P. (2020). Using Digital Technology to Address
Confirmability and Scalability in Thematic Analysis of Participant-Provided Data.
Qualitative  Report,  25(9), 3298-3311.  https://doi.org/10.46743/2160-
3715/2020.4046

Cleff, T. (2014). Exploratory Data Analysis in Business and Economics. In Exploratory
Data Analysis in Business and Economics. https://doi.org/10.1007/978-3-319-
01517-0

Cuesta-Valifio, Pedro, & Pablo Gutiérrez-Rodriguez, and E. N.-B. (2022). “The role of
consumer happiness in brand loyalty: a model of the satisfaction and brand image in

fashion.” Corporate Governance: The International Journal of Business in Society,
22.3,458-473.

Dirgantari, Rahayu, A., Riftianingsih, R., & Dirgantari. (2024). The Influence of Brand
Image And Brand Trust on Brand Loyalty Survey on Lazadaclub Members (Issue
Gcebme 2023). Atlantis Press International BV. https://doi.org/10.2991/978-94-
6463-443-3 147

Erdem, T., & Swait, J. (2004). Brand credibility, brand consideration, and choice. Journal
of Consumer Research, 31(1), 191-198. https://doi.org/10.1086/383434

Esch, F. R., Langner, T. L., Schmitt, B. H., & Geus, P. (2006). Are brands forever? How
brand knowledge and relationships affect current and future purchases. Journal of
Product and Brand Management, 15(2), 98-105.
https://doi.org/10.1108/10610420610658938

Fadli, A., Amalia, F., Novirsari, E., Amelia, R., & Fathoni, M. (2021). The Influence Of
Marketing Communications On Loyalty Through Satisfaction. Journal of Business
and Management Review, 2(12), 850-860.
https://doi.org/10.47153/jbmr212.2982021

Faisal, A. (2015). Pengaruh Brand Credibility Terhadap Information Efficiency Dan Risk
Reduction, Serta Dampaknya Atas Repurchase Intention. Jurnal Manajemen Dan
Pemasaran Jasa, 8(1), 1-14. https://doi.org/10.25105/jmpj.v8i1.1397

Gao, H., Zhan, M., Liu, H., Peng, Y., Lu, D., & Zhu, H. (2021). Identifying market
structure to monitor product competition using a consumer-behavior-based
intelligence model. Asia Pacific Journal of Marketing and Logistics, 33(1), 99-123.



https://doi.org/10.1108/APJML-08-2019-0497

Ghorban, Z. S. (2012). The Relationship between Brand Credibility and Customers’
Behavioral Intentions. With Reference To Iranian Service Market. /OSR Journal of
Business and Management, 1(6), 34-38. https://doi.org/10.9790/487x-0163438

Giovanis, A. N., & Athanasopoulou, P. (2018). Consumer-brand relationships and brand
loyalty in technology-mediated services. Journal of Retailing and Consumer
Services, 40(February 2016), 287-294.
https://doi.org/10.1016/j.jretconser.2017.03.003

Gong, X., Cheung, C. M. K., Zhang, K. Z. K., Chen, C., & Lee, M. K. O. (2020). Cross-
Side Network Effects, Brand Equity, and Consumer Loyalty: Evidence from Mobile
Payment Market. International Journal of Electronic Commerce, 24(3), 279-304.
https://doi.org/10.1080/10864415.2020.1767427

Gultom, D. K. (2021). Peran Mediasi Brand Satisfaction Pada Pengaruh Self Congruity
Terhadap Brand Loyalty. Jurnal Ilmiah Manajemen Dan Bisnis, 22(1), 72-85.
https://doi.org/10.30596/jimb.v2211.5633

Hameed, F. (2013). The Effect of Advertising Spending on Brand Loyalty Mediated by
Store Image, Perceived Quality and Customer Satisfaction: A Case of Hypermarkets.
Asian Journal of Business Management, 5(1), 181-192.
https://doi.org/10.19026/ajbm.5.5827

Hanaysha, J. R. (2020). Marketing Mix Elements and Corporate Social Responsibility:
Do they Really Matter to Store Image? Jindal Journal of Business Research, 9(1),
56-71. https://doi.org/10.1177/2278682120908563

He, Y., & Lai, K. K. (2014). The effect of corporate social responsibility on brand loyalty:
The mediating role of brand image. Total Quality Management and Business
Excellence, 25(3—4), 249-263. https://doi.org/10.1080/14783363.2012.661138

Hermawan. (2021). Pengaruh Strategi Promosi Melalui Media Sosial, Kualitas
Pelayanan, dan Word of Mouth Terhadap Loyalitas Pelanggan pada Warung Kopi
Cak Kebo. E-Journal FEkonomi Bisnis Dan Akuntansi, §8(2), 107.
https://doi.org/10.19184/ejeba.v8i2.24805

Hoe, L. C., & Mansori, S. (2018). The Effects of Product Quality on Customer
Satisfaction and Loyalty: Evidence from Malaysian Engineering Industry.
International Journal of Industrial Marketing, 3(1), 20.
https://doi.org/10.5296/ijim.v311.13959

Hussain, S., Melewar, T. C., Priporas, C. V., & Foroudi, P. (2020). Examining the effects
of advertising credibility on brand credibility, corporate credibility and corporate
image: a qualitative approach. Qualitative Market Research, 23(4), 549-573.
https://doi.org/10.1108/QMR-12-2017-0175

Iacobucci, D. (2009). Everything you always wanted to know about SEM (structural
equations modeling) but were afraid to ask. Journal of Consumer Psychology, 19(4),
673-680. https://doi.org/10.1016/5.jcps.2009.09.002

Islam, J. U., & Rahman, Z. (2016). Examining the effects of brand love and brand image



on customer engagement: An empirical study of fashion apparel brands. Journal of
Global Fashion Marketing, 7(1), 45-59.
https://doi.org/10.1080/20932685.2015.1110041

Jeng, S. P. (2016). The influences of airline brand credibility on consumer purchase
intentions.  Journal  of  Air  Transport  Management, 55, 1-8.
https://doi.org/10.1016/j jairtraman.2016.04.005

Keller, K. L., & Swaminathan, V. (2020). Book review: Kevin Lane Keller and Vanitha
Swaminathan (2020). Strategic Brand Management: Building, Measuring, and
Managing Brand Equity, 5th edition, Pearson Education Limited, ISBN 978-0-13-
489249-8. Asian Journal of Marketing Management, 2(02), 114-117.
https://doi.org/10.31357/ajmm.v2102.6472

Kim, R. B., & Chao, Y. (2019). Effects of brand experience, brand image and brand trust
on brand building process: The case of chinese millennial generation consumers.
Journal of International Studies, 12(3), 9-21. https://doi.org/10.14254/2071-
8330.2019/12-3/1

Kim, S. (Sam), Choe, J. Y. (Jacey), & Petrick, J. F. (2018). The effect of celebrity on
brand awareness, perceived quality, brand image, brand loyalty, and destination

attachment to a literary festival. Journal of Destination Marketing and Management,
9(March), 320-329. https://doi.org/10.1016/j.jdmm.2018.03.006

Kim, S., Kim, 1., & Hyun, S. S. (2016). First-class in-flight services and advertising
effectiveness: Antecedents of customer-centric innovativeness and brand loyalty in
the United States (US) airline industry. Journal of Travel & Tourism Marketing,
33(1), 118-140.

Kocgoglu, C., Tengilimoglu, D., Ekiyor, A., & Giizel, A. (2015). The effects of brand
loyalty on the consumer buying behaviors: The example of perfume in the province

of Ankara. International Journal Of Humanities And Management Sciences (ljhms),
3(5).

Kusuma, W., Harjanto, B., Widiastuti, I., Saputra, H. C., Sidik, S., & Harjanto, B. (2022).
Mechanical and thermal properties of recycled high-density polyethylene/bamboo
with  different fiber loadings. Open  Engineering, 12(1), 151-156.
https://doi.org/10.1515/eng-2022-0010

Lee, D., Moon, J., Kim, Y. J., & Yi, M. Y. (2015). Antecedents and consequences of
mobile phone usability: Linking simplicity and interactivity to satisfaction, trust, and
brand  loyalty.  Information @ and  Management,  52(3), 295-304.
https://doi.org/10.1016/j.im.2014.12.001

Lee, J., Bagheri, B., & Kao, H. A. (2015). A Cyber-Physical Systems architecture for
Industry 4.0-based manufacturing systems. Manufacturing Letters, 3, 18-23.
https://doi.org/10.1016/j.mfglet.2014.12.001

Liao, M., Zhang, J., & Wang, R. (2021). A dynamic evolutionary game model of web
celebrity brand eWOM marketing control strategy. Asia Pacific Journal of
Marketing and Logistics, 33(1), 205-230. https://doi.org/10.1108/APJIML-11-2019-
0682



Lim, X. J., Cheah, J. H., Cham, T. H., Ting, H., & Memon, M. A. (2020). Compulsive
buying of branded apparel, its antecedents, and the mediating role of brand
attachment. Asia Pacific Journal of Marketing and Logistics, 32(7), 1539-1563.
https://doi.org/10.1108/APJIML-03-2019-0126

Lin, Y., Lin, F., & Wang, K. (2020). The effect of social mission on service quality and
brand image. Journal of Business Research, June.
https://doi.org/10.1016/j.jbusres.2020.10.054

Lumba, M. G. (2019). Pengaruh Brand Love Terhadap Brand Loyalty Dan Willingness
To Pay Premium Price Pembeli Sabun Mandi Di Surabaya. Agora, 7(1), 287271.
https://publication.petra.ac.id/index.php/manajemen-bisnis/article/view/8187/7380

Mabkhot, H. A., Shaari, H., & Md Salleh, S. (2017). The influence of brand image and
brand personality on brand loyalty, mediating by brand trust: An empirical study.
Jurnal Pengurusan, 50, 71-82.

Manoli, A. E. (2024). Strategic brand management in and through sport. Journal of
Strategic Marketing, 32(6), 814-821.
https://doi.org/10.1080/0965254X.2022.2059774

Martin-Consuegra, D., Faraoni, M., Diaz, E., & Ranfagni, S. (2018). Exploring
relationships among brand credibility, purchase intention and social media for

fashion brands: A conditional mediation model. Journal of Global Fashion
Marketing, 9(3), 237-251. https://doi.org/10.1080/20932685.2018.1461020

Melnyk, V., Van Osselaer, S. M. J., & Bijmolt, T. H. A. (2020). Are Women More Loyal
Customers than Men? Gender Differences in Loyalty to Firms and Individual
Service Providers. Journal of Marketing, 73(4), 82-96.
https://doi.org/10.1509/jmkg.73.4.082

Mohd Kassim, N., Binti Jamaludin, N. A., & Hussain Shaari, Z. (2021). Investigating the
Brand Loyalty of Domestic Cosmetic in an Emerging Market. SHS Web of
Conferences, 124, 05001. https://doi.org/10.1051/shsconf/202112405001

Molinillo, Sebastian, Japutra, A., & Ekinci, and Y. (2022). “Building brand credibility:
The role of involvement, identification, reputation and attachment.” Journal of
Retailing and Consumer Services, 64.

Monika, M., & Kurniawati, K. (2023). Pengaruh Brand Credibility Dan Brand Experience
Terhadap Brand Loyalty Yang Dimediasi Oleh Attitude Towards Brand.
SCIENTIFIC JOURNAL OF REFLECTION : Economic, Accounting, Management
and Business, 6(1), 228-242. https://doi.org/10.37481/sjr.v611.637

Mukti, T. (2025). Mapping Research Developments and Trends: Sustainable Economic
Literacy in Islamic Context. A¢-Thullab : Jurnal Mahasiswa Studi Islam, 7(1), 109—
123. https://doi.org/10.20885/tullab.vol7.iss1.art8

Murti, A. T., Hartono, B., Utami, H. D., Nugroho, T. W., Purwanti, T. S., & Putritamara,
J. A. (2025). Consumer attitudes, norms and willingness to pay: Exploring the
market dynamics for free-range eggs in east java. Adv. Anim. Vet. Sci, 13(2), 239—
252.



Nasir, A. M., Jaafar, J., Aziz, F., Yusof, N., Salleh, W. N. W, Ismail, A. F., & Aziz, M.
(2020). A review on floating nanocomposite photocatalyst: Fabrication and
applications for wastewater treatment. Journal of Water Process Engineering,
36(January), 101300. https://doi.org/10.1016/j.jwpe.2020.101300

Nguyen, N., & Leblanc, G. (2001). Corporate image and corporate reputation in
customers’ retention decisions in services. Journal of Retailing and Consumer
Services, 8(4), 227-236. https://doi.org/10.1016/s0969-6989(00)00029-1

Nguyen Thi Khanh, Chi, and T. H. N. (2022). “Creating customer loyalty through global
engagement: the role of university social responsibility.” International Journal of
Educational Management, 36.5, 712-728.

Prasetyo, A., & Wulandari, S. (2021). Capital Intensity, Leverage, Return on Asset, dan
Ukuran Perusahaan Terhadap Agresivitas Pajak. Jurnal Akuntansi, 13, 134-147.
https://doi.org/10.28932/jam.v1311.3519

Priyono, A., [jomah, W., & Bititci, U. (2016). Disassembly for remanufacturing: A
systematic literature review, new model development and future research needs.
Journal of Industrial Engineering and Management, 9(4), 899-932.
https://doi.org/10.3926/jiem.2053

Purwianti, L., & Zaman, M. B. (2017). Analisis Pengaruh Ekuitas Merek, Preferensi
Merek, dan Harga Dengan Citra Negara Asal sebagai Variabel Moderasi Terhadap
Minat Pembelian Laptop Oleh Mahasiswa di Kota Batam. Jurnal Manajemen Dan
Bisnis Indonesia, 4(2), 211-226. https://doi.org/10.31843/jmbi.v4i2.119

Putri, Y. 1., Pradana, M., Utami, F. N., Nugraha, D. W., & Karnovi, R. (2021). The
influence of brand ambassador on e-commerce purchase intention. Proceedings of
the International Conference on Industrial Engineering and Operations
Management, September 2020, 6848—6855.
https://doi.org/10.46254/an11.20211179

Riki Wijayajaya, H., & Tri Astuti, S. R. (2018). The Effect of Trust and Brand Image to
Repurchase Intention in Online Shopping. KnE Social Sciences, 3(10), 915.
https://doi.org/10.18502/kss.v3110.3182

Saeed, R., Lodhi, R. N., Mehmood, A., Ishfaque, U., Dustgeer, F., Sami, A., Mahmood,
Z., & Ahmad, M. (2013). Effect of brand image on brand loyalty and role of
customer satisfaction in it. World Applied Sciences Journal, 26(10), 1364—1370.
https://doi.org/10.5829/idosi.wasj.2013.26.10.1343

Safitri, R., Anggriani, 1., & Noviantoro, R. (2021). The Influence of Brand Image and
Quality Perception on Acer Laptop Purchase Decisions at Sinar Karya Computer
Manna, South Bengkulu Regency. Jurnal Ekonomi, Manajemen, Bisnis Dan
Akuntansi Review, 1(2), 71-78. https://doi.org/10.53697/emba.v1i2.202

Sarah Amalia, P., Rahman Syahputra, E., & Dewi Andriana, S. (2020). Implementation
Acceptance Data Management Using Qr-Code. International of Computer Science
and  Information  Technology  (AloCSIT)  Journal, 1(2), 113-119.
https://aladzkiyajournal.com/index.php/AloCSIT



Sarjono, H., & Julianita, W. (2011). SPSS vs LISREL: Sebuah Pengantar, Aplikasi untuk
Riset. https://api.semanticscholar.org/CorpusID:150206596

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building
approach (7th ed.). John Wiley & Sons.

Setiyono, J., & Sutrimah, S. (2016). Analisis Teks dan Konteks Pada Iklan Operator
Seluler (XL dengan Kartu AS). Pedagogia : Jurnal Pendidikan, 5(2), 297-310.
https://doi.org/10.21070/pedagogia.v5i2.263

Setyowati, E. (2016). Pengaruh Kualitas Pelayanan, Harga dan Citra Merek Terhadap
Loyalitas Pelanggan dengan Kepuasan Pelanggan Sebagai Variabel Pemediasi.

Seyed Ghorban, Z., & Tahernejad, H. (2012). A Study on Effect of Brand Credibility on
brand loyalty: With Reference to Internet Service Providers in Malaysia.
International Journal of Marketing Studies, 4(1), 26-37.
https://doi.org/10.5539/ijms.v4n1p26

Shams, Ghazal, et al. (2020). “The impact of the magnitude of service failure and
complaint handling on satisfaction and brand credibility in the banking industry.”
Journal of Financial Services Marketing, 25.1, 25-34.

Sharma. (2013). The importance of International Trade in the World. Infernational
Journal of Marketing, Financial Services & Management Research, 13(1), 16-23.
https://www.enrichedpublications.com/ep _admin/jounral/pdf/1709702009.pdf#pag
e=22

Sichtmann, Christina, and A. D. (2013). “The impact of perceived brand globalness,
brand origin image, and brand origin—extension fit on brand extension success.”
Journal of the Academy of Marketing Science, 41.5, 567-585.

Siddiqui, M. H., & Sharma, T. G. (2022). Investigating Smartphone Brand Loyalty for
Millennials and Gen Z: A Customer Value Perspective. International Journal of

Technology and Human Interaction, 18(1), 1-19.
https://doi.org/10.4018/1JTHIL.302664

Song, H. J., Wang, J. H., & Han, H. (2019). Effect of image, satisfaction, trust, love, and
respect on loyalty formation for name-brand coffee shops. International Journal of
Hospitality Management, 79(June 2018), 50-59.
https://doi.org/10.1016/j.;jhm.2018.12.011

Srivastava, A., Dey, D. K., & M.S, B. (2020). Drivers of brand credibility in consumer
evaluation of global brands and domestic brands in an emerging market context.
Journal  of  Product and  Brand  Management, 29(7), 849-861.
https://doi.org/10.1108/JPBM-03-2018-1782

Srivastava, M., & Rai, A. K. (2013). Investigating the mediating effect of customer
satisfaction in the service quality - customer loyalty relationship. Journal of
Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 26, 95-109.
http://journalconsumersatisfaction.weebly.com/

Statcounter. (n.d.). No Title Mobile Vendor Market Share Indonesia Sept 2023 - Sept
2024. https://gs.statcounter.com/vendor-market-share/mobile/indonesia/



Subagyo, B., Saipul, Ramadlan, A., M. Yuda Ramdani, Ramadhona, Y., & Saribanon, N.
(2020). Ecotourism development of Jambi Liberika coffee through stakeholders
participation approach. Journal of Social Political Sciences, 1(4), 298-318.

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alphabet.

Suhan, M., Nayak, S., Nayak, R., Spulbar, C., Bai, G. V., Birau, R., Anghel, L. C., &
Stanciu, C. V. (2022). Exploring the sustainable effect of mediational role of brand
commitment and brand trust on brand loyalty: an empirical study. Economic
Research-Ekonomska Istrazivanja , 35(1), 6422-6444.
https://doi.org/10.1080/1331677X.2022.2048202

Suhartanto, D., Clemes, M., & Dean, D. (2013). Analyzing the Complex and Dynamic
Nature of Brand Loyalty in the Hotel Industry. Tourism Review International, 17(1),
47-61. https://doi.org/10.3727/154427213x13649094288106

Suhartanto, D., Marwansyah, Muflih, M., Najib, M. F., & Faturohman, 1. (2020). Loyalty
formation toward Halal food: Integrating the Quality—Loyalty model and the
Religiosity—Loyalty =~ Model.  British  Food  Journal, 122(1), 48-59.
https://doi.org/10.1108/BFJ-03-2019-0188

Sukmadinata, N. S. (2012). THE DEVELOPMENT OF CULTURE-BASED
INTEGRATED LEARNING MODEL TO IMPROVE STUDENTS’
APPRECIATION ON LOCAL CULTURE (The Study of Elementary School Social
Study Subject). International Journal of Education, 6(2), 129—-142.

Supriyanto, B., & Dahlan, K. S. S. (2024). The Impact of Brand Image and Service
Quality on Customer Loyalty, with Customer Satisfaction as A Mediator.
International Journal of Social Service and Research, 4(01), 290-297.
https://doi.org/10.46799/1jssr.v4101.709

Suryadi, N., Albahi, M., Gisatriadi, N., & Musa, S. (2013). Shariah governance,
reputation and customer loyalty at islamic banks. INVEST: Jurnal Inovasi Bisnis
Dan Akuntansi, 6(1), 1-11.

Tahmid. (2019). Brand experience and brand attitude: examining a credibility-based
mechanism.  Marketing  Intelligence and  Planning, 37(7), 821-836.
https://doi.org/10.1108/MIP-11-2018-0544

Tanveer, M., Ahmad, A. R., Mahmood, H., & Haq, L. U. (2021). Role of ethical marketing
in driving consumer brand relationships and brand loyalty: A sustainable marketing
approach. Sustainability (Switzerland), 13(12). https://doi.org/10.3390/su13126839

Tariq, M., Abbas, T., Abrar, M., & Igbal, A. (2017). EWOM and Brand Awareness
Impact on Consumer Purchase Intention: Mediating Role of Brand Image. Pakistan
Administrative Review, 1(1), 84—102.

Thusyanthy, V. (2018). Celebrity Endorsement and Brand Credibility in the Carbonated
Soft Drink Industry in Sri Lanka. International Journal of Business and
Management, 13(7), 93. https://doi.org/10.5539/ijbm.v13n7p93

tiwari, K. M. (2017). 4 study on Demonetization and its Impact on Corruption and Black
Money. 466—470. https://doi.org/10.21276/sjhss



Tjahyadi, R. A. (2006). Brand Trust dalam Konteks Loyalitas Merek: Peran Karakteristik
Merek, Krakteristik Perusahaan, dan Karakteristik Hubungan Pelanggan-Merek.
Jurnal Manajemen Maranatha, 6(1), 65-78.

Tjiptono, F. (2018). Exploring consumers’ purchase intention towards green products in
an emerging market: The role of consumers’ perceived readiness. International
Journal of Consumer Studies, 42(4), 389-401. https://doi.org/10.1111/ijcs.12432

Topbrand-Award.com. (n.d.). TOP BRAND INDEX SMARTPHONE INDONESIA.

Van der Westhuizen, L.-M. (2018). Brand loyalty: exploring self-brand connection and
brand experience. Journal of Product & Brand Management, 27(2), 172—184.

Wang, S. W., & Scheinbaum, A. C. (2018). Enhancing brand credibility via celebrity
endorsement trustworthiness trumps attractiveness and expertise. Journal of
Advertising Research, 58(1), 16-32. https://doi.org/10.2501/JAR-2017-042

Wang, X., & Yang, Z. (2010). The effect of brand credibility on brand loyalty in emerging
economies: The moderating role of brand awareness and brand image. Journal of
Global Marketing, 23(3), 177-188. https://doi.org/10.1080/08911762.2010.487419

Wibowo, Mas Wahyu, et al. (2022). “How education level polarizes halal food purchase
decision of Indonesian millennials.” Journal of Islamic Marketing, 13.12, 2582-
2610.

Wibowo, Andik Prakasa Hadi, & Suryani, S. (2021). Pengaruh Desain Kemasan
Terhadap Kepuasan Pelanggan Umkn Sakukata.Co Salatiga. Pixel :Jurnal Ilmiah
Komputer Grafis, 14(1), 95—108. https://doi.org/10.51903/pixel.v14i1.461

Widjajanta, B., Dirgantari, Puspo Dewi Sugiana, N. S. S., Hurriyati, R., Gaffar, V.,
Dirgantari, P. D., Widjajanta, B., Disman, D., Rahayu, A., & Wibowo, L. A. (2024).
Metaverse integration in halal marketing: charting new avenues for promoting
ethical consumption. Journal of Islamic Marketing.

Wijanto, S. H. (2008). Structural equation modeling dengan lisrel : konsep dan tutorial.
Graha Ilmu. 8.8. https://inlislite.uin-suska.ac.id/opac/detail-opac?id=14783

Wijaya, Satriya, & Wikurendra., and E. A. (2021). “Literature Review Analisis Brand
Equity Terhadap Loyalitas Pelanggan Di Puskesmas.” Human Care Journal, 7.1,
244-249.

Wirtz, B. W., & Daiser, P. (2017). Business Model Innovation: An Integrative
Conceptual Framework Identifying existing BMI. Journal of Business Models, 5(1),
14-34. https://somaesthetics.aau.dk/index.php/JOBM/article/view/1923/1486

Wisnawa, I. M. B., Prayogi, P. A., & Sutapa, I. K. (2019). Manajemen Pemasaran
Pariwisata Model Brand Loyalty Pengembangan Potensi Wisata di Kawasan
Pedesaan. Deepublish.

Wu, C.-C. (2011). The impact of hospital brand image on service quality, patient
satisfaction and loyalty. African Journal of Business Management, 5(12), 4873.

Wulandari, Pambudi, D. L., Rahayu, S., & Sulastri, S. (2023). CONSUMER TRUST
AND LOYALTY ON TRANSPORTATION SERVICE BUSINESS. Accident



Analysis and Prevention, 183(2), 153—164.

Xiaomi.indonesia. (n.d.). No Title.
https://www.instagram.com/reel/DKd30crSSVp/?igsh=dnhgNXIxNzNhYmhy

Xu, J. (Bill), Prayag, G., & Song, H. (2022). The effects of consumer brand authenticity,
brand image, and age on brand loyalty in time-honored restaurants: Findings from
SEM and fsQCA. International Journal of Hospitality Management, 107.
https://doi.org/10.1016/j.1jjhm.2022.103340

Xu, J. B., Prayag, G., & Song, H. (2022). The effects of consumer brand authenticity,
brand image, and age on brand loyalty in time-honored restaurants: Findings from
SEM and fsQCA. International Journal of Hospitality Management, 107, 103340.

Yeh, C.-H., Wang, Y.-S., & Yieh, K. (2016). Predicting smartphone brand loyalty:
Consumer value and consumer-brand identification perspectives. International
Journal of Information Management, 36(3), 245-257.

Zaidun, Agmar, Nurul, Muda, M., & Hashim., and N. H. (2021). “The relationship
between customer brand engagement and brand loyalty for local car brands in
Malaysia.”

Zainudin, M. L., Haji Hasan, F., & Othman, A. K. (2020). Halal brand personality and
brand loyalty among millennial modest fashion consumers in Malaysia. Journal of
Islamic Marketing, 11(6), 1277-1293.

Zhang, Liming, Yuxin Yi, and G. Z. (2022). Zhang, Liming, Yuxin Yi, and Guichuan
Zhou. “Cultivate customer loyalty in national culture: a meta-analysis of electronic
banking customer loyalty.” Cross Cultural & Strategic Management, 29.3, 698-728.

Zhang, R., Jun, M., & Palacios., and S. (2023). “M-shopping service quality dimensions
and their effects on customer trust and loyalty: an empirical study.” International
Journal of Quality & Reliability Management, 40.1, 169-191.

Zhou, Y. (2011). The Impact of Customer-Based Brand Equity on Revisit Intentions: An

Empirical Study of Business and Leisure Travelers at Five Shanghai Budget Hotels
Yaqgian Zhou 1. 68-81.

Zial, A., Younus, S., & Mirza, F. (2021). IInvestigating the Impact of Brand Image and
Brand Loyalty on Brand Equity: the Mediating Role of Brand Awareness.
Contemporary International Business in the Asia-Pacific Region</I>, 15(2), 252—
294. https://doi.org/10.1017/9781316999615.010



