BAB V

PENUTUP

Didalam bab ini, peneliti akan menyertakan hasil kesimpulan dari penelitian
yang telah dilakukan, beserta dengan saran untuk penelitian, kelemahan dari

penelitian ini, dan implikasi manajerial yang berguna untuk beberapa pihak.

5.1 Kesimpulan
Dalam penelitian ini, menggunakan variabel dengan menguji hubungan
antara warisan merek, loyalitas merek, kepercayaan merek dan niat beli pada

maskapai Garuda Indonesia, dengan kesimpulan sebagai berikut:

1. Penelitian ini berhasil mendapatkan 155 responden, namun hanya 143
responden saja yang dapat berhasil memenuhi kriteria yang telah
ditentukan, untuk dapat menjadi sampel penelitian ini. Dimana mayoritas
responden bejenis kelamin wanita sebanyak 67 responden, dengan usia
berkisar antara 22-31, memiliki pekerjaan sebagai wiraswasta, dan memiliki
penghasilan rata-rata per bulan di kisaran > Rp. 6.000.000.

2. Dari pengukuran rata-rata mean yang telah dilakukan, dapat diketahui
bahwa indikator pada variabel warisan merek, loyalitas merek dan niat beli
tergolong kedalam rentang “Sangat Tinggi”, sedangkan pada variabel
kepercayaan merek tergolong kedalam rentang “Tinggi”. Sehingga dapat
dikatakan bahwa variabel tiap indikator penelitian yang digunakan memiliki

tingkat yang baik sebagai indikator penelitian.
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3. Berdasarkan dari pengolahan data yang dilakukan, hipotesis pertama yakni
hubungan warisan merek terhadap kepercayaan merek, telah memenuhi
standart signifikansi, sehingga dapat dikatakan bahwa H1 Diterima. Dapat
disimpulkan bahwa dengan adanya warisan dari suatu produk dan merek
yang melekat dan terlihat baik, akan meinimbulkan kepercayaan konsumen.

4. Dari penelitian yang telah dilakukan, dapat diketahui bahwa hipotesis
kedua, yaitu peran kepercayaan merek terhadap loyalitas merek memiliki
hubungan positif, karena telah mencapai standar dan taraf signifikansi,
sehingga H2 Diterima, dengan adanya kepercayaan yang telah dibentuk
didalam benak konsumen dalam penggunaan produk atau merek terentu dan
meninggalkan kesan yang positif, maka akan dapat berpengaruh terhadap
loyalitas konsumen untuk menggunakan/ memakai produk atau merek itu
kembali.

5. Pada penelitian dari hipotesis ketiga, dikatakan bahwa loyalitas merek
berpengaruh positif dan signifikan terhadap niat beli, yakni H3 Diterima.
karena telah berhasil mencapai nilai t-statistic dan p-value yang telah
ditetapkan. Apabila konsumen yang memiliki rasa loyal sebuah merek akan
menghasilkan niat pembelian yang tinggi pula pada sebuah produk dan
merek.

6. Dalam penelitian yang telah dilakukan, hipotesis keempat menunjukan
bahwa warisan merek memiliki hasil yang signifikan dan positif terhadap
niat beli, dimana nilai yang dihasilkan telah memenuhi standar yang telah

ditentukan. Hal ini terlihat, dimana warisan “historik” yang melekat pada
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sebuah merek, akan meningatkan niat beli dari sisi dan sudut pandang
konsumen. Sehingga, H4 Diterima.

. Hipotesis kelima dalam penelitian ini memiliki hasil yang signifikan,
dimana warisan merek berpengaruh positif dan signifikan terhadap loyalitas
merek, sehingga H5 Diterima. Dengan melalui keunikan yang ditonjolkan
yang menjadi sebuah keunggulan dari sebuah produk atau merek, akan
membantu kebutuhan konsumen dalam menggunakan pada produk tertentu,
akan memiliki kemungkinan yang besar pula pada loyalitas sebuah merek.

. Penelitian dalam hipotesis keenam, menunjukan bahwa kepercayaan merek
memiliki pengaruh yang signifikan dan positif terhadap niat beli, atau H6
Diterima, dengan bisa mendapatkan kepercayaan dari pelanggan, maka
pelanggan akan tidak segan untuk melakukan pembelian suatu merek atau
produk

. Pada pengolahan hipotesis mediasi dalam hipotesis ke tujuh, dinyatakan
bahwa terdapat pengaruh warisan merek terhadap niat beli secara signifikan
dan positif dengan kepercayaan merek sebagai variabel mediasi. Dengan
adanya kepercayaan yang dibangun oleh konsumen akan suatu merek dari
nilai-nilai historik tertentu akan dapat meningkatkan niat pemakaian atau
pembelian. Sehingga, H7 Diterima, dan dapat katakan bahwa kepercayaan
merek memiliki sifat mediasi complementary (partial mediation), sehingga
dapat dikatakan bahwa dengan ada atau tidaknya variabel kepercayaan
menjadi variabel perantara (mediasi), hasil yang didapatkan, keduanya akan

menghasilkan hasil yang signifikan.
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10. Hasil penelitian pada hipotesis ke delapan (H8), didapatkan bahwa hasil
yang menunjukan bahwa loyalitas merek berhasil memediasi hubungan
positif dan signifikan antara warisan merek terhadap niat beli dari
konsumen. Sehingga H8 Diterima, dengan memunculkan warisan merek
yang dapat membangun persepi dari konsumen, biasanya konsumen akan
lebih loyal terhadap merek tersebut dan akan mengarahkan kepada niat beli
konsumen. Loyalitas Merek memiliki sifat complementary (partial
mediation), yang berarti dengan ada atau tidaknya variabel loyalitas merek
menjadi variabel perantara (mediasi), keduanya akan menghasilkan hasil

yang signifikan.

5.2 Implikasi Manajerial

Penelitian ini menggunakan empat variabel yakni, warisan merek, loyalitas
merek, kepercayaan merek dan niat beli. Hasil yang didapatkan oleh penelitian ini
sudah mencapai taraf signifikan yang telah ditetapkan. Sehingga, peneliti

memberikan saran implikasi manajerial sebagai berikut:

1. Garuda Indonesia sebagai maskapai kebanggaan Indonesia yang sudah
beroperasi sejak beberapa puluh tahun silam, tentunya mempunyai
warisan merek yang bernilai tinggi, yang diantaranya adalah selalu
menjunjung budaya Indonesia yang selalu diaplikasikan ke maskapai
tersebut, sehingga Garuda Indonesia dapat bertahan hingga sekarang.
Berdasarkan pada hasil penelitian yang ditemukan warisan merek 1 yaitu

“merek Garuda Indonesia menjadi standar penilaian untuk merek
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maskapai lainnya” yaitu mean yang dihasilkan tergolong paling rendah
diantara nilai mean warisan merek lainnya sebesar 4.100 , peneliti
menyarankan agar perusahaan dapat untuk terus mempertahankan
kualitas, konsistensi merek agar dapat terus menonjolkan reputasi yang
baik pada konsumen, sehingga nantinya maskapai terus melestarikan
warisan yang ada dan merujuk untuk memperolen keunggulan
kompetitif, supaya menjadi tolak ukur maskapai lainnya untuk menjadi
standar penilaian di industri penerbangan.

Untuk meningkatkan hasil penelitian pada analisis deskriptif
kepercayaan merek 2 yaitu “nama merek Garuda Indonesia menjamin
kepuasan saya” yang tergolong rendah diantara indikator kepercayaan
merek lainnya yaitu sejumlah 4.079. Garuda Indonesia sebaiknya, dapat
memberikan pengalaman pelanggan yang baik dengan pelayanan yang
diberikan dan dapat mengikuti perkembangan yang ada, agar konsumen
semakin dapat percaya pada merek tersebut, sehingga dari perusahaan
dan konsumen dapat menjalin hubungan yang baik dan terpelihara
kepercayaan pelanggan pada maskapai Garuda Indonesia, yang nantinya
dapat mengarah pada kepercayaan yang kuat dan menghasilkan niat beli
yang lebih tinggi,.

Untuk meningkatkan dan memberikan loyalitas merek terhadap
konsumen, disarankan Garuda Indonesia untuk selalu dapat
mengevaluasi setiap kinerja dan kritik yang disampaikan oleh konsumen,

memberikan pelayanan yang maksimal, serta dapat selalu menjamin
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keselamatan dan kenyamanan kepada konsumen, agar konsumen dapat
terpuaskan dengan pelayanan yang diberikan, dan perusahaan dapat
mudah memahami perilaku dan preferensi konsumen yang dapat
meningkatkan keputusan niat beli. Hal ini didasarkan pada hasil
penelitian loyalitas merek 1 yaitu “saya rasa, saya keterikatan pada merek
Garuda Indonesia”

4. Untuk mempertahankan pilihan konsumen agar merujuk pada niat beli,
maskapai Garuda Indonesia diharapkan bisa untuk dapat
mempertahankan dan menintgkatkan kualitas dengan memberikan
pengalaman konsumen yang akan teringat di benak mereka. Hal ini
merujuk pada hasil analisis statistik deskriptif pada niat beli 1 dimana
memiliki hasil yang terendah, yakni pada pertanyaan “Meski penawaran
dari merek lain sebagus Garuda Indonesia, saya tetap lebih suka merek
Garuda Indonesia.” Hal tersebut perlu ditingkatkan, agar konsumen

semakin dapat memilih garuda sebagai opsi pertama mereka

5.3 Keterbatasan Penelitian

Dalam penelitian yang dilakukan juga terdapat beberapa kelemahan serta
keterbatasan dalam penyusunan penelitian, yang dapat menjadi bahan
pertimbangan untuk beberapa pihak dan menjadi beberapa refrensi, dimana terdapat

keterbatasan sebagai berikut:

1. Penelitian ini hanya berfokus terhadap maskapai Garuda Indonesia sehingga
hasil yang ditemukan oleh peneliti tidak bisa dikaitkan dengan industri dan

merek lain
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5.4 Saran untuk Peneliti Selanjutnya
Berdasarkan dari kelemahan yang telah dijabarkan oleh peneliti, saran yang

dapat diberikan oleh peneliti berikutnya adalah sebagai berikut:

1. Peneliti selanjutnya diharapkan untuk memakai objek penelitian yang

berbeda sehingga dapat menambah variasi dalam industri lainnya
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LAMPIRAN

Lampiran | Kuesioner Penelitian

Pendahuluan

Responden yang terhormat,

Perkenalkan saya Samuel Harry Purnama, Mahasiswa Prodi Manajemen Universitas
Atma Jaya Yogyakarta.

Disini saya sedang melakukan sebuah penelitian untuk tugas akhir skripsi, dengan topik
penelitian mengenai "Pengaruh Warisan Merek Terhadap Niat Beli Dengan Kepercayaan
dan Loyalitas Sebagai Mediasi" dari salah satu maskapai ternama di Indonesia yaitu
Garuda Indonesia. Untuk pengisi diharapkan mengisi sebagaimana mestinya dan sebenar-
benarnya, demi kelancaran pengujian data dan pengolaahan data.

Adapun kriteria yang dapat mengisi kuisioner ini adalah sebagai berikut :

1. Responden pernah melakukan pembelian tiket pesawat Garuda Indonesia minimal 1
kali atau lebih

2. Responden Minimal memiliki umur diatas 17 tahun dengan pertimbangan sudah
mengenal maskapai Garuda Indonesia

Atas waktu dan perhatiannya, saya ucapkan terimakasih.

Bagian | : Pertanyaan Filter

1. Apakah Anda pernah melakukan pembelian tiket dan menggunakan pesawat
Garuda Indonesia minimal 1 kali?
a. Ya
b. Tidak

Bagian Il Profil Responden

1. Jenis Kelamin

a. Laki-laki
b. Perempuan
2. Usia

a. 17-21 Tahun
b. 22-31 Tahun
c. 31-40 Tahun
d. 41-50 Tahun
e. >50 Tahun
3. Jenis Pekerjaan
a. Belum/Tidak Bekerja
b. Pelajar/Mahasiswa
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Mengurus Rumah Tangga

Pegawai Negeri Sipil

Wiraswasta

. Karyawan Swasta

Rata-rata pendapatan dalam kurun waktu 1 bulan
a. <Rp.1.000.000

Rp. 1.000.001 — Rp. 3.000.000

Rp. 3.000.001 — Rp. 5.000.000

Rp. 5.000.001 — Rp. 6.000.000

>Rp. 6.000.000

—~® o0

® 0o o

Bagian I11: Kuesioner Penelitian

Warisan Merek

maskapai lainnya.

No Indikator STS TS SS
Merek Garuda Indonesia menjadi
1 | standar penilaian untuk merek

Layanan yang diberikan oleh
merek Garuda Indonesia adalah

bagian dari warisan nasional.

Citra merek dari Garuda
Indonesia sangat jelas di benak

saya

Merek Garuda Indonesia memiliki

makna budaya yang kuat.

Merek Garuda Indonesia
mewakili kejujuran dan

kebenaran.
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Merek Garuda Indonesia sangat

dikenal oleh masyarakat.

Merek Garuda Indonesia memiliki

reputasi yang sangat baik.

Kepercayaan Merek

No. Indikator STS TS SS
Garuda Indonesia merupakan
1 | nama merek yang tidak pernah
mengecewakan saya.
Nama merek Garuda Indonesia
i menjamin kepuasan saya.
Saya dapat mengandalkan nama
merek Garuda Indonesia untuk
’ menyelesaikan masalah
penerbangan saya.
Loyalitas Merek
No. Indikator STS| TS SS
Saya rasa saya keterikatan pada
' merek Garuda Indonesia.
Saya mempercayai merek Garuda
i Indonesia.
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Saya setia pada merek Garuda

3

Indonesia.
Niat Beli

No. Indikator STS | TS sSS
Meskipun penawaran dari merek
lain sebagus Garuda Indonesia,

' saya tetap lebih suka merek
Garuda Indonesia
Meskipun merek lain
menawarkan pilihan yang lebih

i baik, saya tetap memilih merek
Garuda Indonesia
Saya lebih memilih Garuda

3 Indonesia dalam pembelian
penerbangan baru saya.
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Lampiran 11 Google Form

PENGARUH WARISAN
MEREK TERHADAP
NIAT BELI DENGAN
KEPERCAYAAN DAN
LOYALITAS SEBAGAI
MEDIASI. STUDI
PADA MASKAPAI
GARUDA INDONESIA

Responden yang terhormat,

Perkenalkan saya Samuel Harry Purnama,
Mahasiswa Prodi Manajemen Universitas Atma
Jaya Yogyakarta.

Disini saya sedang melakukan sebuah penelitian
untuk tugas akhir skripsi, dengan topik
penelitian mengenai "Pengaruh Warisan Merek
Terhadap Niat Beli Dengan Kepercayaan dan
Loyalitas Sebagai Mediasi" dari salah satu
maskapai ternama di Indonesia yaitu Garuda
Indonesia. Untuk pengisi diharapkan mengisi
sebagaimana mestinya dan sebenar-benarnya,
demi kelancaran pengujian data dan
pengolaahan data.

Adapun kriteria yang dapat mengisi kuisioner ini
adalah sebagai berikut :

1. Responden pernah melakukan pembelian /'
tiket pesawat Garuda Indonesia minimal 1 kah

atau lebih
dudidrl sepaydl Derikut .

1. Responden pernah melakukan pembelian
tiket pesawat Garuda Indonesia minimal 1 kali
atau lebih

2. Responden Minimal memiliki umur diatas 17
tahun dengan pertimbangan sudah mengenal
maskapai Garuda Indonesia

Atas waktu dan perhatiannya, saya ucapkan
terimakasih.



Pertanyaan Filter

Apakah Anda pernah melakukan pembelian *
tiket pesawat Garuda Indonesia minimal 1
kali?

Jenis Kelamin *
O Laki-laki

O Perempuan

Usia *

(O <15Tahun
(O 1620 Tahun
21-30 Tahun

31-40 Tahun

SHAIES

>40 Tahun

Jenis Pekerjaan *

Belum/ Tidak Bekerja
Pelajar/ Mahasiswa
Mengurus Rumah Tangga
Pegawai Negeri
Wiraswasta

Karyawan Swasta /

00O 0O 0 0 0 0

BUMD
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Jenis Pekerjaan *

(O Belum/ Tidak Bekerja
Pelajar/ Mahasiswa
Mengurus Rumah Tangga
Pegawai Negeri Sipil

Wiraswasta

GO 00 O

Karyawan Swasta

Rata-rata pendapatan dalam kurun waktu 1 *
bulan

(O <Rp.1.000.000

(O Rp. 1.000.001 - Rp. 3.000.000
(O Rp3.000.001 - Rp. 5.000.000
(O Rp. 5.000.001 - Rp. 6.000.000

(O >Rp. 6.000.000
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Warisan Merek didefinisikan sebagai dimensi
identitas merek yang ditemukan

dalam rekam jejaknya, umur panjang, nilai-nilai
inti, penggunaan simbol dan

khususnya dalam kepercayaan bahwa terdapat
sejarah yang penting didalamnya

Merek Garuda Indonesia menetapkan *
standar penilaian untuk merek serupa.

Sangat Tidak Setuju

1 O
2 O
3 0
4+ O
5 O

Sangat Setuju

Yanyat 11uan osiuju

10O
2 O
3 O
4 0
5 O

Sangat Setuju

Citra merek dari Garuda Indonesia sangat  *
jelas di benak saya

Sangat Tidak Setuju

1 O
2 O
3 O
i 3
5 O 4

Sangat Setuju




Merek Garuda Indonesia memiliki makna
budaya yang kuat.

Sangat Tidak Setuju

1O
2 0
3 0O
+ 0O
s O

Sangat Setuju

*

dan kebenaran.

Sangat Tidak Setuju

Sangat Tidak
1O
2 0
+ O
+ 0
s O

Sangat Setuju

Merek Garuda Indonesia memiliki reputasi  *
yang sangat baik.

Sangat Tidak Setuju

1O
2 0
: O
4+ O
s O

Sangat Setuju Y
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Kepercayaan Merek

Kepercayaan terhadap merek sebagai kesediaan
atau kemauan pelanggan di

dalam menghadapi risiko yang berhubungan
dengan merek yang dibeli, hal ini

disebabkan karena pelanggan berharap bahwa
merek yang mereka beli akan

memberikan hasil yang positif dan
menguntungkan bagi pelanggan

Garuda Indonesia meurpakan nama merek *
yang tidak pernah mengecewakan saya.

Sangat Tidak Setuju

1 0O
2 O
3 O

Nama merek Garuda Indonesia menjamin ~ *
kepuasan saya.

Sangat Tidak Setuju

1 O
2 O
3 0O
4+ O
5 O

Sangat Setuju

Saya dapat mengandalkan nama merek *
Garuda Indonesia untuk menyelesaikan
masalah penerbangan saya

Sangat Tidak Setuju

1 0O
2 O
3 0
+ O
5 O V4

Sangat Setuju




Loyalitas Merek

Loyalitas berbicara tentang presentase dari orang
yang pernah membeli dalam

kerangka waktu tertentu dan melakukan
pembelian ulang sejak pembeliannya yang
pertama.

Saya rasa saya keterikatan pada merek L4
Garuda Indonesia.

Sangat Tidak Setuju

1O
2 O
3 O
4+ O
5 O

Sangat Setuju

O OO0

5 O

Sangat Setuju

Saya setia pada merek Garuda Indonesia. *

Sangat Tidak Setuju

1 O
2 O
3 0
4+ O
5 O

Sangat Setuju /
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Pengertian minat beli

menurut Radakovic (2014), adalah
kecenderungan untuk membeli sebuah produk
atau

merek dan secara umum berdasarkan
kesesuaian antara motif pembelian dengan
atribut atau karakteristik yang dapat
dipertimbangkan dari merek tersebut.

Meski penawaran dari merek lain sebagus *
Garuda Indonesia, saya tetap lebih suka
merek Garuda Indonesia.

Sangat Tidak Setuju
@)
2 O
3 O
Meskipun merek lain menawarkan pilihan  *

yang lebih baik, saya tetap memilih merek
Garuda Indonesia.

Sangat Tidak Setuju

1 O
2 0
2 O
4+ 0O
s O

Sangat Setuju

Saya lebih memilih Garuda Indonesia dalam *
pembelian penerbangan baru saya.

Sangat Tidak Setuju

1 O
2 O
3 O
4 O
5 O 2

Il Sangat Setuju




Lampiran 111 Hasil Pengisian Kuesioner

Apakah Anda pernah melakukan
pembelian tiket dan menggunakan

pesawat Garuda Indonesia Jenis Kelamin Usia Jenis Pekerjaan Rata-rata pendapatan dalam kurun waktu 1 bulan
minimal 1 kali?
Ya Laki-laki 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 31 - 40 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Wiraswasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 17 - 21 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 22 - 31 Tahun Pegawai Negeri Sipil Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Pegawai Negeri Sipil Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki 22 - 31 Tahun Pegawai Negeri Sipil Rp 3.000.001 - Rp. 5.000.000
Ya Laki-laki 31 - 40 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 41 - 50 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 17 - 21 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
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Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 31 - 40 Tahun Wiraswasta > Rp. 6.000.000

Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 17 - 21 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan >50Tahun Mengurus Rumah Tangga Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Karyawan Swasta Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki >50Tahun Pegawai Negeri Sipil Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 41 - 50 Tahun Wiraswasta > Rp. 6.000.000

Ya Perempuan 41 - 50 Tahun Karyawan Swasta > Rp. 6.000.000

Ya Perempuan >50Tahun Pegawai Negeri Sipil > Rp. 6.000.000

Ya Laki-laki 31 - 40 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki 41 - 50 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki 41 - 50 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan >50Tahun Wiraswasta Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki 31 - 40 Tahun Wiraswasta > Rp. 6.000.000

Ya Perempuan 31 - 40 Tahun Wiraswasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 17 - 21 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000

Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
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Ya Perempuan >50Tahun Pegawai Negeri Sipil > Rp. 6.000.000
Ya Laki-laki 17 - 21 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Perempuan 41 - 50 Tahun Karyawan Swasta Rp 3.000.001 - Rp. 5.000.000
Ya Laki-laki 22 - 31 Tahun Karyawan Swasta Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 31 - 40 Tahun Mengurus Rumah Tangga Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 41 - 50 Tahun Pegawai Negeri Sipil Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 17 - 21 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 17 - 21 Tahun Pelajar/ Mahasiswa < Rp. 1.000.000
Ya Laki-laki 17 - 21 Tahun Pelajar/ Mahasiswa < Rp. 1.000.000
Ya Laki-laki 17 - 21 Tahun Belum/ Tidak Bekerja Rp. 1.000.001 - Rp. 3.000.000
Ya Perempuan 31 - 40 Tahun Mengurus Rumah Tangga Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 41 - 50 Tahun Wiraswasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Karyawan Swasta > Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 31 - 40 Tahun Mengurus Rumah Tangga Rp 3.000.001 - Rp. 5.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Perempuan 41 - 50 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Perempuan 31 - 40 Tahun Wiraswasta Rp 3.000.001 - Rp. 5.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
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Ya Laki-laki 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 17 - 21 Tahun Karyawan Swasta Rp. 1.000.001 - Rp. 3.000.000
Ya Perempuan 31 - 40 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Perempuan >50Tahun Wiraswasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 41 - 50 Tahun Pegawai Negeri Sipil > Rp. 6.000.000
Ya Laki-laki 41 - 50 Tahun Pegawai Negeri Sipil > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Perempuan 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan >50Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Perempuan 31 - 40 Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Belum/ Tidak Bekerja Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki 31 - 40 Tahun Wiraswasta Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Perempuan 41 - 50 Tahun Mengurus Rumah Tangga > Rp. 6.000.000
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Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Pegawai Negeri Sipil > Rp. 6.000.000
Ya Perempuan >50Tahun Pegawai Negeri Sipil > Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki 31 - 40 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Perempuan 22 - 31 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Perempuan 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki 31 - 40 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 41 - 50 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Perempuan 31 - 40 Tahun Mengurus Rumah Tangga Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 31 - 40 Tahun Wiraswasta Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki 17 - 21 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki 31 - 40 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 31 - 40 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 31 - 40 Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Karyawan Swasta > Rp. 6.000.000
Ya Laki-laki 41 - 50 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Perempuan 31 - 40 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki >50Tahun Karyawan Swasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
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Ya Perempuan >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 41 - 50 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Perempuan 31 - 40 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki 17 - 21 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Laki-laki 31 - 40 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Karyawan Swasta > Rp. 6.000.000
Ya Laki-laki >50Tahun Mengurus Rumah Tangga > Rp. 6.000.000
Ya Laki-laki 31 - 40 Tahun Karyawan Swasta Rp. 5.000.001 - Rp. 6.000.000
Ya Laki-laki 17 - 21 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp 3.000.001 - Rp. 5.000.000
Ya Laki-laki 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
Ya Perempuan 41 - 50 Tahun Wiraswasta Rp. 5.000.001 - Rp. 6.000.000
Ya Perempuan 41 - 50 Tahun Wiraswasta > Rp. 6.000.000
Ya Laki-laki 22 - 31 Tahun Pelajar/ Mahasiswa Rp. 1.000.001 - Rp. 3.000.000
Ya Laki-laki >50Tahun Wiraswasta > Rp. 6.000.000
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Lampiran 1V Hasil Olah Data Smart-PLS

Nilai Data Indikator (Mean)

Standard

Excess

No. | Missing| Mean | Median | Min Max Deviation | Kurtosis Skewness
WM1 | 1.000 | 0.000 | 4.100 | 4.000 | 1.000 | 5.000 1.071 1.812 -1.506
WM2 | 2.000 | 0.000 | 4.150 | 4.000 | 1.000 | 5.000 1.062 1.579 -1.426
WM3 | 3.000 | 0.000 | 4.293 | 5.000 | 1.000 | 5.000 1.039 2.973 -1.851
WM4 | 4.000 | 0.000 | 4.364 | 5.000 | 1.000 | 5.000 0.896 2.308 -1.632
WM5 | 5.000 | 0.000 | 4.314 | 5.000 | 1.000 | 5.000 1.015 2.222 -1.660
WM6 | 6.000 | 0.000 | 4.457 | 5.000 | 2.000 | 5.000 0.848 1.816 -1.603
WM7 | 7.000 | 0.000 | 4.529 | 5.000 | 1.000 | 5.000 0.866 3.421 -1.993
KM1 | 8.000 | 0.000 | 4.143 | 4.000 | 1.000 | 5.000 0.953 1.557 -1.292
KM2 | 9.000 | 0.000 | 4.079 | 4.000 | 1.000 | 5.000 1.036 0.798 -1.212
KM3 | 10.000 | 0.000 | 4.243 | 5.000 | 1.000 | 5.000 0.992 1.141 -1.349
LM1 | 11.000 | 0.000 | 4.264 | 4.000 | 1.000 | 5.000 0.833 2.100 -1.356
LM2 | 12.000 | 0.000 | 4.364 | 5.000 | 2.000 | 5.000 0.821 0.934 -1.238
LM3 | 13.000 | 0.000 | 4.536 | 5.000 | 1.000 | 5.000 0.840 5.170 -2.232
NB1 | 14.000 | 0.000 | 4.071 | 4.000 | 1.000 | 5.000 1.026 0.619 -1.108
NB2 | 15.000 | 0.000 | 4.214 | 4.000 | 1.000 | 5.000 0.962 1.138 -1.271
NB3 | 16.000 | 0.000 | 4.371 | 5.000 | 1.000 | 5.000 0.856 4.139 -1.834
Nilai R-Square
R Square | R Square Adjusted
Kepercayaan Merek | 0.382 0.378
Loyalitas Merek 0.475 0.467
Niat Beli 0.481 0.469
Nilai Construct Reliability and Validity
Average
Cronbach's ho A Compqs_ite Variance
Alpha = Reliability Extracted
(AVE)
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Kepercayaan Merek 0.740 0.747 0.853 0.660
Loyalitas Merek 0.721 0.723 0.843 0.642
Niat Beli 0.645 0.649 0.808 0.585
Warisan Merek 0.916 0.918 0.932 0.663
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Nilai Outer Loading

Kepercayaan Merek | Loyalitas Merek | Niat Beli | Warisan Merek
KM1 | 0.847
KM2 |0.838
KM3 | 0.748
LM1 0.776
LM2 0.833
LM3 0.794
NB1 0.761
NB2 0.722
NB3 0.808
WM1 0.829
WM2 0.830
WM3 0.815
WM4 0.801
WM5 0.783
WM6 0.829
WM7 0.814
Nilai Cross Loading
Kepercayaan Merek Loyalitas Merek | Niat Beli | Warisan Merek
KM1 |0.847 0.526 0.469 0.507
KM2 |0.838 0.469 0.428 0.544
KM3 |0.748 0.324 0.515 0.453
LM1 |0.350 0.776 0.463 0.510
LM2 |0.450 0.833 0.472 0.532
LM3 | 0.504 0.794 0.520 0.559
NB1 |0.478 0.513 0.761 0.488
NB2 |0.429 0.425 0.722 0.356
NB3 |0.413 0.448 0.808 0.531
WM1 | 0.525 0.519 0.511 0.829
WM2 | 0.539 0.611 0.556 0.830
WM3 | 0.604 0.573 0.513 0.815
WM4 | 0.509 0.513 0.493 0.801
WM5 | 0.440 0.519 0.440 0.783
WM6 | 0.445 0.506 0.446 0.829
WM7 | 0.436 0.550 0.475 0.814
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Nilai Path Coefficient

Original | Sample | Standard T Statistics
Sample | Mean | Deviation (IO/STDEV)) P Values
(O) (M) | (STDEV)
Warisan Merek — Kepercayaan Merek | 0,618 0,626 0,079 7,844 0,000
Kepercayaan Merek — Loyalitas Merek | 0,217 0,222 0,077 2,802 0,005
Loyalitas Merek — Niat Beli 0,303 0,314 0,109 2,780 0,006
Warisan Merek — Niat Beli 0,241 0,235 0,120 2,007 0,045
Warisan Merek — Loyalitas Merek 0,534 0,531 0,099 5,365 0,000
Kepercayaan Merek — Niat Beli 0,261 0,254 0,096 2,727 0,007
Nilai Spesific Indirect Effect
Original | Sample | Standard -
Sample | Mean | Deviation (L/S;?_tgg\c/sl) P Values
(O) (M) (STDEV)
Warl_san Mt_arek -> Kepercayaan Merek 0,162 0,158 0,063 2587 0,010
-> Niat Beli
Warisan Merek -> Loyalitas Merek -> 0,162 0,160 0,073 2208 0,028

Niat Beli
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Abstract: Brands are facing significant pressures in globalized markets <o as to communicate a
consistent corporate identity to their costomers. Accordingly, the established past of a brand should
be considered a key resource by giving the organization a competitive advantage in the marketplace.
This paper ines the rela tionship b brand heritage and * purchase i ons of
-ﬂmemmﬂmwuhudnmmbdmmdlﬂph) We conceptualize that brand
heritage will have a positive effect on consumers” purchase intentions of airline services. Moreover,
using the Commitment-Trust Theory (Morgan and Hunt, 1994), we hypothesize that brand trust and
brand loyalty will mediate the relationship between brand hesitage and purchase intentions. Data
for the study (r = 567) is collected through p 1 & i of airline p gers traveling from
10 different major airports in Turkey. Results reveal that brand heritage has a significant positive
direct effect on purchase intensions; however, whmdebﬂdmxdandbmndlqmymm
ane introduced into the model, the direct effect becomes statistically insignif o

full medaation roles of brand trust and brand loyalty on purchase intentions. Retcsurhandprxbn!
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1. Introduction

It is known that branding is a critical part of marketing strategy and when imple-
mented effectively, it can lead to customer loyalty, higher levels of intentions to purchase,
and improved company success. Brands are known to send various signals to customers
that help them in their product evalualkms and ease the discomfort felt in their purchase
decisions. However, creating, m, g and adapting successful brands is challenging,
takes a long time, and requlms significant fmandal itment [1]. Previous research on
branding has emphasized that successful brands are the ones that communicate a clear and
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consistent message, differentiate company offerings, and deliver the promises made [2].

Over the last three decades, marketing literature has provided a plethora of studies
that have focused on conceptualizing, measuring, and testing the role of brand equity on
various intermediate factors such as loyalty, trust, and company performance. Later, the
focus of brand research has evolved into a brand-identity based framework. A well-defined
corporate brand identity is considered crucial in brand strategy. More recently, the research
focus has shifted to examining the mleofbrand heritage (e.g., brand’s track record and
past) as a factor in diff iating and p 15 & comg ,:.brand[";—"] Brand heritage
is argued to have become more lmporhm and its pladng emphasis on its history /longevity
is expressed to amplify a brand’s communication power.

Accordingly, Urde et al. described brand heritage as “ . . . longevity, core values, use of
symbols, and the organizational belief that its history is important” ([7] p. 4). They argued
that brand heritage enables a brand to protect its future by hamessing the value from its
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past and present. Parallels between the monarchies and brand heritage are made where a
symbuolic cc ication is used to emphasize their history as part of their identity. Hence,
brand heritage is assumed to reinforce the stability in an image needed to create consumer
trust in a brand by connecting it to the past without creating a perception of an outdated

pany [5]. Wied et al. [5] and later Merchant and Rose [Y] offered scales for
measuring brand heritage. Wiedmann et al. [5] conducted their quanmauve investigation
on the automotive industry in G y and tested various antecedents and ¢

of brand heritage. On Ihe other hand, Merchant and Rose [Y] study ln\'esugated brand
heritage in the advertising context without a focus on how brand heritage influenced
relationships among critical success factors in a broader marketing context. More recently,
Rose et al. [3] tested the outcomes of brand heritage on consumers’ purchase intentions
and reported that brand heritage has affective and cognitive consequences (e.g., positive
emotions and commitment). Applications and testing of brand heritage in the tourism
industry can also be found [10].

Travel restrictions, suspension of Rights, and experts’ advice for avoiding air travel
as much as possible due to the pandemic have created very challenging times for airlines
industry. Hakala et al. [8] argued that a brand's ability to portray stability and trust
based on its established past or longevity might be an effective way of enduring such
environmental turbulence. Thus, it is understandable why consumers would seek comfort
and security when their routine lives have been interrupted. Moreover, consumers’ trust,
connection, or emotional attachment with brands that have brand heritage can play an
important role in their purchase decision [11-13].

In this study, we focus on investigating the relationship between brand heritage and
consumers’ purchase intentions of airline services in a culturally different emerging market.
More specifically, we focus on examining the mediating effects of brand trust and brand
loyalty in facilitating the relationship between brand heritage and purchase intentions. We
aim to fill the gap in the literature by empirically investigating the consequences of brand
heritage. Although Wiedmann et al. [5], included both brand trust and brand loyalty as
variables in their model, they tested a more complex model where some of the effects might
have been distorted by the existence of the other variables in the model. Hence, using the
Commitment-Trust Theory by Mongan and Hunt [1 4L we simplify the relationships in the
model and deduce the relationships among constructs in 4 culturally different market and
competitive service industry—airline services, which has been going through turbulent
and uncertain times due to COVID-19 pandemic.

2. Literature Review
2.1. Brand Heritage

Brand heritage is defined as “ ... a dimension of a brand’s identity found in its
track record, longevity, core values, use of symbols and particularly the organizational
belief that its history is important” ([5] p. 4). Track record refers to the evidence of
the brand’s existence for a long time and its successful delivery for promising to satisfy
their customers. Identity of a brand is closely linked to its past, present, and future
successes and accomplishments. Brand history is a valuable signal for consumers, and
it enhances their perceptions of authenticity [15]. Information about the roots of brand
heritage and symbolism of the brand contribute to brand differentiation and enhance brand
personality lhrough consumers’ previous experiences of the brand and interpretations of

es in contemp times [1].

Alﬂ\oughﬂ\ebrandherihgey pt has been d in the literature for a long time,
scholarly Inhermlnthlsmpiclnsbembmgm up during the last decade and a half. Several
studies have examined brand heritage in the context of automobiles lSJ,lb] furniture [7],

banking [7], tourism [17], and food industries [S]. Buildi ful brands requires the
de\'elopmenl of a brand identity that consists of a unique set of brand associations and
icates a promise to its cust s [18). Asadhnenslmoﬂhebmndsldenﬁty

brandhentagelsanemimlccuedevelnpedby!hemrkeﬂng trategy that ¢ ates
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valuable information to its users [7]. Literature suggests that brand heritage perceptions
have found to be associated with expertise, legitimacy, authenticity, brand value, and
responsibility [5-7,19-21]. Having an established past is not enough for building brand
heritage but rather it needs to be enhanced or created by marketing mix strategies [Y]
through interpretations [1] and the use of symbols to communicate corporate values and
beliefs [5,8]. Additionally, most c« s do not have much information about corporate
heritage, and they form their brand heritage perceptions based on what is communicated
to them via the company. Literature accentuates that marketers use distinct strategies such
as narrating, visualizing, performing, and embodying to develop brand heritage [22].

2.2, Brand Trust

Moorman, Deshpande, and Zaltman [23] define trust as “a willingness to rely on an
exchange partner in whom one has confidence” (p. 315). Sherman [24] argued that trust
is a crucial factor for the success in any strategic alliances and Spekman [25] described
trust as the ... comerstone of strategic partnerships.” Trust, therefore, is a critical factor
between the two parties in a successful relationship. Trust includes feelings that consumers
can rely upon the company and with the lack of such feelings lead to, hesitations in getting
into exchanges with companies [26]. With respect to implications of trust (or the lack of) on
business exchanges, Moorman, Deshpande, and Zaltman [23] and Morgan and Hunt [14]
used the brust construct as an important factor to predict consumers” future intentions.

Chaudhuri and Holbrook [27] define brand trust as consumers’ willingness to rely
on the brand to realize its stated promise. Morgan and Hunt underline that trust exists
* ... when one party has confidence in an exchange partner’s reliability and integrity”
[14] (p- 23). Customers who have higher levels of brand trust, therefore, expect that there
will be a satisfactory resolution to their problems with the service provider in the case
of seryice failures 128]. Hence, the existence of trust eases discomfort felt and facilitates
customers’ purchase decisions. Schurr and Ozanne [29] report that trust is central to
achieving cooperation and find that trust leads to higher levels of loyalty. Similarly, Aydin
and Ozer [30] and Dehdashti, Kenarl, and Bakhshizadeh [31] reported that trust is the
most important antecedent of brand loyalty because it creates an ongoing process for
continuation and maintenance of the relationship. Heace, literature provides support for
the role of trust in moderating loyalty and strengthening customer commitment [32]. A
consistent brand identity (e, brand heritage) can have a positive impact on trust, loyalty,
and commitment.

2.3. Brand Loyalty

The central tenet of marketing philosophy is to create customer loyalty by satisfying
their needs to achieve lifetime customer value. Lifetime customer value is realized when
customers prefer and repurchase a firm'’s offerings again and again. As aforementioned,
trust is considered an antecedent for building and maintaining relationships with cus-
tomers [14]. Literature provides information that brand trust leads to brand loyalty where
trust creates an ongoing process to continue and maintain relationships [14,33]. When
consumers develop trust in a brand, they perceive less risk in the future purchases of this
brand [27], hence, leading to their loyalty. Accordingly, loyalty is defined as “ ... a deeply
held commitment to rebuy or re-patronize a preferred product or service consistently in the
future, despite situational influences and marketing efforts having the potential to cause
switching behavior” ([34] p. 34). From a different point of view, Hirschman ([35] p. 78) de-
scribes loyalty in terms of expectations that he/she will act in the future. Jacoby and Kyner
explain brand loyalty as “ . .. abiased (i.e., nonrandom) behavioral response (i.e., purchase)
expressed over time by some decision-making unit with respect to one or more alternative
brands out of a set of such brands and as a function of psychological (decision making,
evaluative) processes” ([36] p. 2).

According to Oliver [34], loyalty influences customers’ cognition, affect, conation,
and behavior. In other words, loyalty may be (1) the perception of brand attributes of a
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brand being preferable (cognitive) to other altematives, (2) developing a liking or positive
attitude toward a brand (affective), (3) a strong desire or commitment to buy the brand
again (conative), and (4) actually rebuying the brand (behavioral). In this study, similar to
Uncles et al. [37], we mainly use loyalty from a conative and attitudinal (loyalty is viewed as
an intention to act) perspective and consider it as a consequence of trust. We consider brand
lovalty a strategic competitive advantage because recruiting new customers costs more
than keeping the existing ones and reduces competitive pressures for customer attrition.

This study uses the Commitment-Trust Theory [14] to conceptualize the relationships
among study constructs, brand heritage, brand trust, brand loyalty, and purchase intentions
of airline services. The theory by Morgan and Hunt [14] conceptualizes trust as the key
mediating variable for relationship commitment. Using the research evidence established
in the organizational behavior literature, they conceptualize that trust influences the rela-
tionship commitment for several reasons. They also posit that relationship commitment
and trust lead to desirable qualitative outcomes such as not leaving the relationship, re-
duced uncevuinly for nhdsh\mldng,md encouraged cooperation. Since the perceived
trust reduces deciss inty, one could argue about the positive relationship
between trust and loyalty [5]. Furth rious empirical research has shown that
loyalty positively influences customers’ intentions to buy the brand in the future [35].
Figure | illustrates the conceptual model tested in this study.

=)

Brand Heritdge fmmmmmmmmmccme oo ccmcccmmmn—

Figure 1. Rescarch model.

Wuestefeld et al. [21], tested a conceptual model where brand herdtage is hypothesized
to influence customers’ perceived value. As part of the corporate brand identity, brand
heritage is assumed to make a brand more authentic, credible, and therefore provide an
advantage for the brand in confumi P jons that the brand will deliver its

-]

promise. They reported that brand heritage positively influenced the perceived i

functional, affective, and social value of a bmnd and ooru:luded that brand heritage affects
the overall pemeived value Sdmllarly, ulher previous research emphasized the importance

of brand herit thenticity [39], icating a sense of stabil-
ity [5,6,8], and aribhumv [W]  Hence, in their study, Rose et al. [3] hypotheszcd that brand
heritage positively infl t purchase intenti Their findings revealed that

the relationship was significant and positive, especially, when the brand hermge inspired
positive emotions and trust. The hypothesis is given as follows:

Hypothesis 1 (H1). Brand heritage will have @ positive impact on purchase intenti

2.4. Mediating Role of Trust and Loyalty

Previous research has emphasized that brand heritage influenced customers both
cognitively and tionally. Using the signaling theory [10], researchers state that the
cognitive outcomes of brand heritage usually show up in the form of customers trusting
the service provider [41,42]. More specifically, consistency in brand performance over
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time should have a positive effect on consumer trust because of the expectancy and
performance match. Brand trust and loyalty are considered social emotions or feelings
that are closely associated with improved cooperation [26]. Hence, it is argued that trust
precedes cooperation [43]. Previous scholars emphasized the important role brand trust
plays in brand loyalty [27,44]. Although the relationship between trust and loyalty is not
simple, trust has been considered as an antecedent for bullding and maintaining loyal
relationships with customers [14]. Whenever customers perceive if/incase a company
cares for the needs and benefits of its customers, the trust in the relationship will get
strengthened [45] because of the positive emotions. As the trust levels get higher, the
commitment of customers to the exchange relationship increases. Oliver [34] defined
loyalty as * ... a deeply held commitment to rebuy or re-patronize a preferred product or
service consistently.” Hanzaee and Andervazh [46] and Chen [47] used trust as a mediator
of brand loyalty.

Asa part of the corporate identity, brand heritage is assumed to send signals about
the firm's offerings and contribute to improved trust, loyalty, and commitment [32]. In
other words, we conceptualize trust, loyalty, and commitment as consequences of brand
heritage. Loyal customers will be less likely to pay attention to competitors’ offerings and
will not consider switching because they perceive a differentiated value in the brand [48].
In the same vein, Jacoby and Kyner [26] deduced that repeat purchasing behavior and
brand loyalty are not the same becawse they are mediated by different underlying dynam-
ics. Partially replicating the previous research [32], we hypothesize that brand heritage
influences consumers’ emotions, trust, and brand commitment as underlined within the
hypotheses given below:

Hypothesis 2 (H2). Brand heritage will positively influence percetved trust.
Hypothesis 3 (H3). Higher levels of perceived trust will lead to higher levels of customer loyalty.
Hypothesis 4 (Hd). Higher levels of customter loyalty will positively influence purchase intentions.

Hypothesis 5 (H5). The positive effect of brand heritage an purchase intentions is mediated by (a)
brand trust and (b) brand loyalty.

2.5. Turkish Airlines and Brand Heritage

Turkish Airlines was established in 1933 by the founder of the Turkish Republic and
started its first international flights in 1967. In 2006, Turkish Alrlines has become a member
of the world's biggest airline association, Star Alliance and in 2012, it was selected as the best
airline company in Europe [49]. Turkish Airlines implements a carefully designed brand
heritage program internally through various strategies such as narrating, performing, and
articulating it externally at a brand level. Turkish Airlines emphasizes its brand heritage
through symbols such as a founding date, a character, a mention, or references to the
company’s history. Using a qualitative study, Maden [1Y] reported that Turkish Airlines
was considered, as a brand, the embodiment of traditional Turkish culture’s hospitality
and warmth. Customers associated the Turkish Airlines brand with being rich in cultural
heritage and distinct from its existing competitors. They indicated that Turkish Airlines
has a legendary image, and they are proud of having such a successful global company in
their country.

However, being the first airline in Turkey is not simply sufficient to have such strong
heritage associations with its brand. Using very successful international public relati
and advertising agencies [50], Turkish Airlines’ marketing communications strategy con-
sistently emphasizes a corporate image by focusing on its roots, cultural values, heritage,
service quality, tradition and modernity, being a strong global player, and Turkish iden-
tity. For instance, a specific city or local Turkish town name is printed on each aireraft
and clearly visible to customers when boarding the aircraft. Erdem and Swait indicate
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that through marketing mix strategies, a firm's brand becomes “ ... a signal because it
symbolizes its past” ([50] p. 135). Consumers use this signal to reduce decision-making
uncertainty in the product evaluation p Hence, we believe that the profile of Turkish
Airlines exemplifies a brand heritage in practice framework as suggested by Urde et al. [7].
Hence, we have selected Turkish Airlines to investigate our study hypotheses regarding
the outcomes of brand heritage.

3. Matossal mdl‘.nk A
3.1. Data Collection and Sampling

Data for the study was collected using personal interviews in several Turkish airports
using the intercept method between 15 June and 1 August 2019. The 10 most popular
airports were targeted for data collection (Istanbul, Ankara, Izmir, Adana, Trabzon, Samsun,
Gaziantep, Erzurum, Van, and Amasya). Passengers in the airports were approached by
the interviewers randomly and they were invited to participate in the study by stating that
their identity will be confidential. Although the participation in the study was completely
voluntary, the interviewers used their judgment in selecting /approaching the subjects.
Howeves, the interviewers were advised t0 approach a diverse group of passengers based
on age, gender, and other visible characteristics (e.g., business attire, etc.). Such sampling
methods have also been utilized in the lterature ([51] p. 394) (]52] p425).

Since we did not have a known sampling frame, we used the sample size determi-
nation formula in deciding the sample size needed for our study. Previous studies have
indicated that approximately 90% of the working population could be used as a basis for
such studies when using the sample size determination formula to estimate the sample
size [S3]. With a 95% confidence interval and a 5% of acceptable error level, the sample
size determination formula yvielded a sample size of i = 384 observations. Based on the
resource availabilities in the data collection process, we determined that we could reach
out and interview a significantly larger number of participants. As a result, a total of 568
Eravelers over 18 years old were approached and invited to participate in the study in the
10 selected airports in Turkey. The final usable dataset consisted of a sample size of = 567.

3.2. Questionnaire and Constructs

Study questionnaire comprised three parts. The first part of the questionnaire included
Questions about participants’ familiarity with various airline brands including Turkish
Airlines. In addition, travel frequency, reasons for travel, and factors influencing airline
selection decisions were also induded in this section. The second part of the questionnaire
included scale items to measure constructs used in the conceptual model. A five-point
Likert-type rating scale ranging from 1 being “Strongly Disagree” and 5 being “Strongly
Agree” was used for all scale items.

Scale items for brand heritage were obtained from Wied [5] study. In their study,
Cifci et al. [54] have used the same scale and had translated the original 15-item scale
items into Turkish, hence, Turkish translations of the scale items were adopted in our study.
Brand trust scale items are adopted from Azizi's [55] study. Similarly, brand loyalty scale
items were obtained from Netemever et al. [56] and purchase intentions scale items were
obtained from Chang and Liu [57]. All scales used in the study have been previously used
and translated into Turkish by Yildiz and Koc [58], hence requiring no new translations.

3.3. Sale Equivalence

Since the original scale items were developed in western countries, applying these
measures in the culturally different Turkish setting might be problematic because the
Turkish translation of the scales could present reliability and equivalence challenges,
thereby, diminishing the precision of the estimators and reducing the power of statistical
tests [59]. To minimize these potential issues, we decided to adapt the previous Turkish
translations of these scale items by others who have already published their research, hence
providing additional support for the scale equivalences. Furthermore, the number of items
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in these scales were reduced following Anderson and Gerbing's [60] recommendation of
selecting the most salient ones to the model tested. Using the measurement purification
process [61], seven-seale items were retained for brand hertage, three lems were retained
for each of the remaining constructs.

4. Resulks
4.1. Descriptive Analysis

Descriptive analysis of the data (see Table 1) indicates that two-thirds of the sample
parteipants were male. Although the aieline passengers in the US and Europe may be morne
evenly balanced in gender, there is not much information available about s distribution in
the middle eastern countries. Traditionally, air travel is dominated by males in Turkey since
air travel is mostly used for business travel purposes (higher levels of male employment)
and business travelers have higher income levels. Considering the larger gaps bebween
male and female employment proportion and income levels in Turkey, one would expect
males in Turkey would account for a higher proportion of airline passengers. We did not
use any stratified sampling to control the subject participation by gender but instead, we
used a more randomized approach and asked the willing passengers to complete the survey
in varkous airports. Moseover, Staub and Teber [62] study about Turkish Alr passengers’
characteristics reported that they had a 6F- to 0% male-female sample, supporting the
argument of higher concentration of male airline passengers in Turkey. Hence, the male-
female ratio cbtained in our sample may be considered acceptable in the context of the
Turkish air passengers. A majority (70%) of the travelers indicated pleasure as the main
reasoa for thelr travel. Mostly college-educated (40%) and earning an approximately
1000 USD average monthly net moome. The age group was uniformly distributed with
the highest group being the 36 to 45 age group (257%). Economy is considered the maost
important factor when buving an airline ticket (40%) and Turkish Airlines received the
highest preference among other aidines operating in Turkey (40%c). Finally, almost 7% of
the subjects were from the four largest cities in Turkey (Istanbul, Ankara, [zmds, and Adana).

Table 1. Frofike of the air travelers who participated in the study.

Chasaclerislics Frequency  Relalive Frequency (%) Chasacteristic Frey Helative Fr ey %)
. Teawed Feason
Loy
Business. 134 bl ]
Male £ [T Phasups: EL BE5
Femalk 179 316 Education e a9
Average mumber of
Edducativn travels per year
Elementary school HE L1 1 117 -1 1]
Mliddle schaoal as 45 2 187 L]
High schenl 18 2% 3 Bl 104
Callegs 124 s 4 TH 138
Masber's digres 5 LT 5 Al 71
Docloral degres 5501 0% LT 1 183
Insoma: (Turkcish Lira)* Alrling Preferance
1300 o bess 45 150 Anadolu Jet 12 kL]
1301=2500 as 5 Atz et ] 1.1
25013700 HH 155 Pegasus H2 EL
F00=5000 124 219 Sun 5 na
SO00 oF Enose a5 382 THY .y L]
Wdarita] slabm whin choosing an airlinge
Married : Al Ecomamy 8 4338
Single 154 328 Safety 74 131
Dhisvaroed 18 3z Frieradly staff 45 78
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Table 1. Cont.

Characieristics Frequency  Relative Freg ¥ %) Characleristi Frequency  Helalive Frequency (%)
Age Comfort H3 1446
25 or b N 151 Flight timetable 54 45

26-35 154 e
36-45 140 T
4655 un 178
Sh-&5 L] 115
a5 M 34
Data colleckion city
Dormpation Adana 74 131
Amasya 2 4

Housewife ] 115 Ankara Bl Uik}
Privabe/Fublic employoes 170 300 Dl 1 02
ixhmician i 15 Erzurum a5 6.2
Professional 56 49 Carianbep 55 i
Manager &l 10 Istaniul 181 Nna
Selfemnployed 123 nT Lzonir 63 11.1
Btined J2 56 Samsiun 4l 71
Unemploysd 4 2% Trabzan 5 a4
Student 36 a3 Wan k] 53

Motes: * Al the e of data collection, the eschange rate was 1 USD = &1L

4.2, Traveler Percepitions of Airlines
We then checked how travelers perceived varlous alrlines operating in Turkey in

terms of their relationship with the most important fackors for aieline selection. In other
wiards, we wanted to obtain their percepiual maps about each airline and how closely they
were perceived to be associated with the most important airline selection attributes they
stabed. For this exploratory analysis, we used Correspoandence Analysia (CA). Briefly, CA
decompases the Chi-square measure of association of the contingency table into compo-
nents similar to the principal companent analysis [63,64]. In this analysis, we used only the
topmost important Factors for airline selecton and their preferred airlines as the input for
ther CA. Flgiire 2 diaplays the sesulls of ihe cofrespondence analyss.

Dimension 2

20

15

10

o5

on

05

Eravioh Jel
o
Fraruly
Flight limex
Comioit F‘:ﬂﬁﬂ
THY
L+
Satety
ET) 05 oo 0s 10
Dimension 1

20

Figure Ennupcmdm analysis plnt 1Tn]:u‘r|m‘t :impm'tm'rt factors versus airfines).
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CA plot in Figure 2 indicates that the top two most important factors that were
percelved to be closely assoclated with Turkish Alrlines (TA) were comfort and safety.
Anadolu Jet, a brand of Turkish Airlines was located near Turkish Adrlines and was
perceived to have frendly staff. On the other hand, economy and flight imetable were the
factors more closely percelved to be associated with Pegasus and Atlas Jet.

4.3. Constriect Reliability ard Validity

We first checked the reliability of all the constructs used in the study (Table Z). Relia-
bility scores of all constructs exceeded the minkmum alpha levels suggested (a = 0.70) in
the literature [59,61] ranging from 080 to 0.91. Hence, we conclided that the reliability
scores obtained inour study are sufficlent for moving forward with testing and validating
the structural relationships identified in our model. Table 2 also provides other descriptive
results along with Cronbach's alphas for the constructs used in the model.

Table . Measurement scale, [bems, Means, and Cronbach's .ﬁ.l.ph:m

Constructs and Items Mean  Alpha
Brand Heritage 0912
»  Brand TA * sets the valuation standard for other brands. 75

»  Theservices of brand TA are a part of the national treasure. 181

»  lhave an absolutely clear image of brand TA. 176

»  Brand TA has a stromg cultural meaning. ki,

L] Brand TA represents honesty and truthfulness. 178

»  Brand TA is highly known in society: 403

»  Brand TA hasa very good reputation. 190

Brand Trust 0.879
»  ThAisa brand name that never disappomis me 73

»  TA brand name guarantee sat=faction 75

= leould rely on the TA brand name (o =obve the problem 1A

Brand Loyalty 0.80
s [ think | am affiliated with the Turkish Airlines brand. 133

» [ trust the TA brand 131

# [ am loval to the brand TA. AN
Intentions to Buy 0.907

- E\'En:ifth&amrﬁnfnﬁnhmdsmuﬁnndasTﬁ.]sl:il]pt:ﬁ:rlh:

Turkish Airlines brand. £
- A.IlhnuEh wother brands offer better npti.nn.:, I Pr:l':r the brand TA. m
» | prefer the TA in my new fight purchases. 328

Modes: * TA stands for "Turkish Adrlines".

We then evaluated the unidimensionality and discriminant validity of the constructs [50]
The multidimensionality and fit of the measurement model for each construct were tested
using confirmatory factor analysis (hereafter CFA). Testing of the measurement model
allows us to determine if the observed varables are measuring the underlying theoretical
constructs and if they provide some evidence of an acceptable model fit. The number of
indicator variables used for each construct (Brand Herltage, Brand Trust, Brand Loyalty,
and Purchase Intestion) in the model was reduced by a punfication process [61], hence,
leaving the most salient scale items o measure the constructs in the final model. The IBM
SPSS5 AMOS software modification index was used in the pruning process. All model fit
indices for the measurement model met or exceeded the levels suggested in the literature.

We then tried to assess the discriminant validity to see if the constructs are distinet
from other constructs. Results are summarized in Table 3. The AVE for all constructs used
in the model ranged from 0.57 to 0.71 and they were all greater than the AVE criterion of
0.50 sugpested in the lterature [64]. Table 3 displays that the tested model had acceptable
levels of discriminant validity with the construct intercorrelations (IC) being less than the
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corresponding square root of the AVES for each construct [65] with only two exceptions.
All intercorrelations of constructs were significant at p < (.05 level.

Table 3. Orverall moded construct means (x|}, standard deviations (S0, average variance extracted (AVE), and Construct In-

tercorrelations.
Mean STD Brand Heritage Brand Trust Brand Lovalty Intention to Buy
Owerall AVE 0602 0706 0.582 0572
Brand Heritage 383 093 0T
Brand Trust 370 096 0.929 0540
Brand Loyalty EE N 118 D630 0723 0.763
Intention to buy 317 123 0628 0A71 05 0.75&

Motes: The square roots of AYEs are shown in dagona s (bold) Correlations for each comstruct in the model are in the lower half of the
tabke. All correlation coefficients are significant at thie p < 005 level All bt two consinsct inlercoerelations ane less than the corresponding
squire oot of the AVEs

Although it would have been preferred to obtain stronger discriminant validity, it
18 Important b note that these resulis need o be evaluated on the basis of the entire
information provided. Consistent with other researchers (e.g., [65]), we think that the AVEs
obtained in this study meet or exceed the acceptable levels of discriminant validity. All
AVEs were of equal or higher than the suggested SIC level in the literature. This suggests
that sufficient convergent validity was cbtained. Since all AVEs are larger than their
respective S1Cs, the results obtained in this study are acceptable and sufficient to test the
hypothesized striseture. Finally, the standardized welghts (Le., all above 0.50) and overall
composite reliability (ie.. CRvalues ranged between (.80 and (0.91) are consistent with
Fornell and Larcker's [66] suggested criterion of 0.70 for adequate convergence or inbermnal
consistency. Therefore, when taken together, the resulks provide reasonable support for
the convergent validity of the constructs used in the model. In addition, the model fit was
relatively good as measured by varlous goodness-of-fil measures.

4.4. Hypotheses Teshing

T tesst the hypothesized relationships in Figuire 1, we used a structural equation model.
A commonly used approach suggested by Chou and Bentler [67] was used to estimate the
measurement model (Ehe maximum likelihood estimation method).

We first estimated the structural relationships betwesn Brand Heritage and Purchase
Intentions. H1 predicted that Brand Heritage is positively related to Purchase Intention.
The results are shown in Figure 3. The standardized path coefficient is positive and
significant (B = (.63, t = 13,80, p < 0.000}, supporting the pesitive impact of Brand Heritage
on P1 with acceptable levels of model fit (Chi-square = 199.49; GF] = 0.933; CF1 = 0.956;
RMSEA = 0.093) levels. Model R-squared (0.3%) was found to be acceptable as well.

W then tested the entire model by including Brand Trust and Brand Lovalty in the
moxdel. The results of the structural analysis are given in Figure 4.

H2 predicted that Brand Heritage would be positively related to Brand Trust. The
standardized path coefficlent displaved in Figure 4 is positive and significant (f = 093,
t=20.413, p < (LMD, supporting the positive impact of Brand Heritage on Brand Trust.

H3 predicted that Brand Trust would be positively related to Brand Lovalty. The
standardized path coefficient displaved in Figure 4 is positive and significant (f = 0L73,
t=13.705, p < (L), supporting the positive impact of Brand Trust on Brand Loyalty.

Hi predicted that Brand Loyalty would be positively related to Purchase Intention.
The standardized path coefficient displayed in Figure 4 is positive and significant (f = 0.96,
b=13.955, p < (LN0), supporting the positive impact of Brand Lovalty on Purchase Intention.

Finally, H5 predicted that Brand Trust and Brand Loyalty would mediate the relation-
ships between Brand Heritage and P1 Using the procedure suggested by lacobucei [55] for
structural models, mediation effect would be present if the inclusion of Brand Trust and
Brand Loyalty were to reduce the strength of the path coefficient between Brand Heritage
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and Purchase Intertion. Figure 4 reveals that the path coefficient between Brand Heritage
and Purchase Intention became statistically insignificant when we included Brand Trust
and Brand Loyalty in the model, hence indicating a full mediation of the relationship, sup-
porting H5. Model fit level was acceptable (Chi-square = 476.10; GFI = 0.906; CFL = 0.945;
RMSEA = 0.082) and the model R-squared has improved substantially (0.89). A summary
of the hypotheses testing results is presented in Table 4.

Chisquare=153.499, p-valee=.000, GFI=0.933, CR=0.5955, RMSEA=0.093

Figure 3. Effects of Brand heritage on Intenticn to buy.

Chisquare=476.100, p-value=_000, GFI=0.906, CFl=0.945, RMSEA=D0.082

Figure 4. Mediation effects of Brand trust and Brand loyalty.
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Table 4. Hypotheses testing results.
Hypothesis Description Supported/Not Supported
Brand henitage will have a positive impact on
m consumer purchase intentions. Sopported
Brand heritage will positively influence
il perceived trust. i L g
Higher levels of perceived trust will lead to
=4 higher levels of customer loyalty. Soppesied
Higher levels of customer loyalty will
i positively influence purchase intentions. Sepposted
The positive effect of brand heritage on
H5 purchase intentions is mediated by brand Supported
trust and brand loyalty.
5. Discussion

This study utilized the Comvmitment-Trust Theory as a theoretical framework to
examine the relationship between brand heritage and purchase intentions of airline services.
More specifically, our study focused on understanding how trust and loyalty influenced
the brand heritage — purchase intentions relationships. Using the Commitment-Trust
Theory, the study conceptualized that trust and loyalty would mediate the relationship
between brand heritage and purchase intentions.

The initial model tested to reveal that brand heritage had a direct positive effect on
consumers’ purchase intentions for atrline services. This is an expected result as similar
support of this relationship was reported in the literature. Previous studies have also
suggested that brand heritage influences consumers through their cognition and emotions,
and established brand heritage perceptions usually lead to higher trust levels to the ser-
vice provider. Moreover, trust has been considered as an antecedent for building loyal
relationships betweentwo parties. Hence, we conceptualized that both brand trust and
loyalty would strengthen the relationships between brand heritage and purchase intentions.
Accordingly, we then included brand trust and brand loyalty in the second structural model
tested. Results revealed that when the trust and loyalty constructs were included in the
model, the explanatory power of the structural model improved substantially but the path
between brand heritage — purchase intentions became statistically insignificant, indicat-
ing that the relationship between these two constructs was fully mediated by the brand
trust and lovalty. Our results confirm that the influence of brand heritage on consumers’
behavioral intentions is more salient through the trust — loyalty path.

These results imply that brand trust and lovalty need to be developed before high
levels of consumer commitment are formed. To explain this relationship, we argue that
brand heritage and corporate identity reinforce consumers’ positive emotions/ feeling
toward brands in terms of stability, reliability, consistency of brand image, and evidence
from past performances and hence contribute to the development and maintenance of
brand trust. As previous researchers concluded, brand heritage contributes to positive
associations and feelings (e.g., “we are proud to have such a successful global company™);
therefore, if the corporate communication were to be able to successfully invoke a brand’s
heritage (e.g., Turkish Airlines), that would contribute to positive consumer emotions and
trust, and promoting loyalty and behavioral commitment.

Our study contributes to the literature by providing additional empirical evidence of
the mediating roles of brand trust and loyalty in the relationship between brand heritage
and behavioral commitment. The results confirmed the relationship between brand heritage
and purchase intentions in a culturally different emerging market, where identity and
heritage are well communicated traditional cultural values in the society. Building on
Erdem and Swait’s [69] study, brand heritage signals consistency, stability, and performance
and increases brand trust, which ultimately contributes to loyalty and commitment.
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6. Managerial Implications and Conclusions

Since brand heritage is related to the past, present, and future of a brand, it can be used
as an important signal in repositioning an existing or new brand, especially during times
of high levels of uncertainty and when consumers are seeking additional justifications
for their purchase decisions. The airline industry has been significantly influenced by
the COVID-19 pandemic. During such uncertain times, travelers may be more willing to
rely on brands that they can trust, or service providers will be able to take the necessary
precautions to provide a safer travel environment. Therefore, by communicating their
brand heritage to establish connections with the company’s long history, core values,
and positive track records, companies can unravel the benefits of brand heritage. Using
consistent marketing communications and symbols (e.g., in-flight attendant uniforms,
emphasis on traditional cultural values such as hospitality, ceremonies, and visible actions
that create a welcoming atmosphere), consumers’ brand heritage perceptions may be
proactively influenced and managed. However, it is crudial to note that the role of brand
heritage on purchase intentions may not be fully observable unless trust and loyalty are
developed. Managers' focus should be on invoking cultural and personal associations
along with enhancing trust by articulating competence, sincerity, customer focus, and
relationships through marketing aix dectsions. Although brand trust is an important
antecedent for loyalty, companies also need to develop various reward systems to enhance
and encourage customer loyalty.

In this study, a large sample, collected from the passengers in various airports, was
uitlized. Moreover, established scales and theories were used to test the hypothesized
relationships in the conceptual model. Despite these strengths of the study, it is important
to acknowledge potensial limitations and emphasize that caution needs to be taken when

these results to the broader populations are beyond the scope of this study.
Hence, since the data are collected in a single country (Turkey), generalizability to other
culturally different environments may be limited. Turkish culture is more collective,
cultural heritage and traditional values are promoted explicitly and encourage loyalty
and relationships. It is necessary that these résults need to be validated in culturally
different environments. Second, this study uses a single product (service) to test the
conceptual model. Using products from different industries may offer additional insights
to researchers and practitioners alike. Moreover, although the ownership of Turkish
Airlines has changed since the last two decades, it has been known as a state-owned
enterprise for a long time and consumers may still perceive it that way. It is important to
test the conceptualized relationships in this study using brands that do not have lingering
state-ownership perceptions among customers.
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