LAMPIRAN

Lampiran 1. Kuesioner Google Form

Bagian 1 dari 8

Halo semua!

Perkenalkan saya William Sudjono, dari Fakultas Bisnis dan Ekonomika,
Universitas Atma Jaya Yogyakarta. Saat ini, saya sedang menjalankan sebuah
penelitian dengan topik Pengaruh Kepribadian Merek Terhadap Loyalitas
Merek.

Pada survei ini, saya memerlukan responden dengan kriteria sebagai berikut:

(1) Seorang pengguna aktif “blu by BCA Digital” setidaknya selama 6 bulan
terakhir.

Saya mengharapkan kesediaan Anda untuk mengisi survei singkat yang telah
kami sediakan. Durasi pengisian survei tidak lebih dari 10 menit, saya harapkan
anda mengisi dengan jujur berdasarkan opini pribadi Anda.

Data yang Anda berikan akan saya gunakan untuk keperluan akademik dan
penelitian yang sedang saya laksanakan. Kerahasiaan jawaban akan dijaga dan
tidak akan digunakan untuk kepentingan lain.

Sebagai bentuk terima kasih, 5 responden beruntung yang mengisi survei ini akan
mendapatkan imbalan sebesar 25 Ribu Rupiah dalam bentuk e-wallet yang akan
diundi secara acak.

Atas ketersediaannya, saya mengucapkan terima kasih.

Salam,
William Sudjono
0818530244 | williamsudjonojb@gmail.com

Informasi tambahan

Survei ini menggunakan Likert Scale 1-7, dengan panduan angka sebagai berikut:
1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Kurang Setuju

4 = Netral
5 = Cukup Setuju
6 = Setuju

7 = Sangat Setuju
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Bagian 2 dari 8

Filter Question

Apakah anda seorang pengguna aktif “blu by BCA Digital” setidaknya selama 6
bulan terakhir?

o Ya
o Tidak

Bagian 3 dari 8
Bagian 1 dari 4: Kepribadian Merek
Kepribadian merek didefinisikan sebagai sebuah karakter dari perusahaan, sesuatu
yang membentuk perusahaan memiliki kepribadian layakanya seorang manusia,
membuatnya lebih mudah diidentifikasi oleh konsumen.
1. Menurut saya “blu by BCA Digital” selalu memenuhi permintaan saya
sebagai konsumen.
Sangat Tidak Setuju

o

O O O O O
AN N AW —

o 7
Sangat Setuju

2. Menurut saya “blu by BCA Digital” tidak pernah mengecewakan saya.
Sangat Tidak Setuju

o

O O O O O
AN AW —

o 7
Sangat Setuju

3. Menurut saya “blu by BCA Digital” adalah merek yang asli dan autentik.
Sangat Tidak Setuju

o 1
o 2

88



AN N AW

0 O O O

o 7
Sangat Setuju

. Menurut saya “blu by BCA Digital” adalah merek yang menyenangkan.

Sangat Tidak Setuju

o 1

O O O O O
(o) NV I SRS I )

o 7
Sangat Setuju

Saya lebih memilih merek yang visioner seperti “blu by BCA Digital”.
Sangat Tidak Setuju

o

O O O O O
AN N AW —

o 7
Sangat Setuju

Saya lebih memilih merek yang inovatif seperti “blu by BCA Digital”.
Sangat Tidak Setuju

o

O O O O O
AN AW —

o 7
Sangat Setuju

Saya lebih memilih merek yang “berani beda” atau unik seperti “blu by
BCA Digital”.
Sangat Tidak Setuju

o 1
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O O O O O
NN DR W

O
Sangat Setuju

Saya mendapatkan layanan perbankan yang saya inginkan ketika
menggunakan “blu by BCA Digital”.
Sangat Tidak Setuju

o 1

O O O O O
(o) NV I SRS I )

o 7
Sangat Setuju

. Menurut saya, “blu by BCA Digital” adalah merek yang terlihat “pintar”
(memahami kebutuhan konsumen, adaptif, berinovasi).
Sangat Tidak Setuju

o

O O O O O
AN N AW —

o 7
Sangat Setuju

. Saya lebih memilih “blu by BCA Digital” karena memiliki reputasi baik,
terkenal, dan ternama.
Sangat Tidak Setuju

o

O O O O O
NN N AW

o
Sangat Setuju
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11.

12.

13.

14.

Saya suka merek yang bergengsi seperti “blu by BCA Digital”.
Sangat Tidak Setuju

©)

O O O O O
AN DN B W

o 7
Sangat Setuju

Saya lebih memilih “blu by BCA Digital” karena merupakan merek yang
canggih/mutakhir.
Sangat Tidak Setuju

o 1

O O O O ©O
(o) NV I SRS I )

o 7
Sangat Setuju

Menurut saya, “blu by BCA Digital” adalah merek yang bersifat berani dan
berkomitmen (Seperti mengambil strategi yang baru, berintegritas, dan
memberi nilai pada konsumen).

Sangat Tidak Setuju

O

O O O O ©O
NN N AW

o
Sangat Setuju

Saya lebih memilih merek yang terlihat berani tampil beda seperti “blu by
BCA Digital”.
Sangat Tidak Setuju

o 1
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O O O O O
NN DR W

O
Sangat Setuju

Bagian 4 dari 8
Bagian 2 dari 4: Kepercayaan Merek
Kepercayaan merek merupakan salah satu konsekuensi positif yang dihasilkan
ketika kepribadian merek bisa diidentifikasi oleh konsumen.
1. Menurut saya layanan perbankan yang diberikan oleh “blu by BCA Digital”
membuat saya merasa nyaman sebagai konsumen.
Sangat Tidak Setuju

o

O O O O O
AN N AW —

o 7
Sangat Setuju

2. Saya pasti akan menggunakan layanan perbankan yang disediakan oleh “blu
by BCA Digital”.
Sangat Tidak Setuju

o

O O O O O
AN DN B W=

o 7
Sangat Setuju

3. Saya percaya terhadap kualitas layanan perbankan yang disediakan oleh
“blu by BCA Digital”.
Sangat Tidak Setuju

o 1
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O O O O O
NN DR W

O
Sangat Setuju

. Menurut saya “blu by BCA Digital” adalah merek yang tulus kepada
konsumennya.
Sangat Tidak Setuju

o 1

O O O O O
(o) NV I SRS I )

o 7
Sangat Setuju

. Menurut saya “blu by BCA Digital” menunjukan perhatian dan layanan
yang baik kepada konsumennya.
Sangat Tidak Setuju

o

O O O O O
AN N AW —

o 7
Sangat Setuju

. Menurut saya “blu by BCA Digital” selalu memperbarui layanan untuk
menawarkan yang terbaik
Sangat Tidak Setuju

o

O O O O O
NN N AW

o
Sangat Setuju
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7. Menurut saya “blu by BCA Digital” selalu berusaha untuk menjadi lebih
baik.
Sangat Tidak Setuju

©)

O O O O O
AN DN B W

o 7
Sangat Setuju

Bagian 5 dari 8
Bagian 3 dari 4: Loyalitas Merek
Loyalitas merek didefinisikan sebagai hubungan emosional antara sebuah merek
dan konsumen.
1. Saya adalah konsumen yang loyal dalam menggunakan layanan perbankan
yang disediakan blu.
Sangat Tidak Setuju

o

O O O O O
AN DN B W=

o 7
Sangat Setuju

2. Saya akan memilih “blu by BCA Digital” sebagai pilihan utama dalam
penyedia layanan perbankan.
Sangat Tidak Setuju

o

O O O O O
NN N AW

o
Sangat Setuju
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3. Saya akan menggunakan layanan perbankan “blu by BCA Digital”
meskipun ada layanan perbankan lain yang menyediakan layanan serupa.
Sangat Tidak Setuju

©)

O O O O O
AN DN B W

o 7
Sangat Setuju

Bagian 6 dari 8
Bagian 4 dari 4: Profil Responden
Pada bagian ini responden diminta untuk mengisi data diri terkait dengan profil
responden.
1. Jenis Kelamin.

o Laki-laki
o Perempuan
2. Usia

o 17 -28 Tahun
o 28 -42 Tahun

o >42 Tahun
3. Jenjang Pendidikan yang sedang ditempuh saat ini / pendidikan terakhir.
o SMA/MA/MK
o D1/D2/D3
o Sli
o S2
o S3
4. Profesi
o Pelajar/Mahasiswa
o Pegawai Swasta
o PNS
o Wiraswasta
o Lainnya

5. Rata Rata Pendapatan (Per Bulan).

o <Rp. 1.000.000,00
o Rp. 1.000.000,00 - Rp. 3.000.000,00
o Rp. 3.000.001,00 - Rp. 5.000.000,00
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o Rp. 5.000.001,00 - Rp. 7.000.000,00
o >Rp. 7.000.000,00

6. Rata Rata Pengeluaran (Per Bulan).

< Rp. 1.000.000,00
Rp. 1.000.000,00 - Rp. 3.000.000,00
Rp. 3.000.001,00 - Rp. 5.000.000,00
Rp. 5.000.001,00 - Rp. 7.000.000,00
> Rp. 7.000.000,00

O O O O O

Bagian 7 dari 8
Bagian Akhir Survei
Mohon maaf, tetapi Anda belum memenubhi kriteria responden yang kami perlukan.

Terima kasih sudah menyediakan waktu Anda untuk mengisi survei ini.

Bagian 8 dari 8

Bagian Akhir Survei

Terima kasih sudah bersedia mengisi survei mengenai Pengaruh Kepribadian
Merek Terhadap Loyalitas Merek “blu by BCA Digital". Bantuan anda dalam
pengisian survei ini sangat membantu saya dalam menyelesaikan penelitian yang

saya lakukan, semoga sukses selalu dalam apapun yang sedang Anda laksanakan!
Jika berkenan, Anda dapat mengisi nomor WA aktif Anda (hanya angka, contoh:

08123456789) untuk berkesempatan mendapatkan hadiah e-wallet sebesar 25 Ribu

Rupiah. Pemenang akan dikontak melalui WA dan dipilih secara acak.
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Lampiran 2. Penyebaran Kuesioner

10:58 = @@ Al
&« :
William Sudjono @ - vou
Ex-Commercial Intern at PT HM Sampoerna Tbk |
2mo+®

Hello #connection, | hope you are all doing well.

Currently I'm doing research for my bachelor thesis, with the
topic of “Pengaruh Kepribadian Merek Terhadap Loyalitas
Merek” (The Effect of Brand Personality Towards Brand
Loyalty). I'm in need of respondents to fill out my
questionnaires for the research purposes. The survey takes
no longer than 5 minutes to complete.

The results of the questionnaires will be used for academic
purposes only and therefore will be kept confidential and will
not be shared. Those who participated will have the chance to
win a reward transferred via digital wallets (ShopeePay/
GoPay)

Link: https:/Inkd.in/g-3n5uj9

| will be very grateful and appreciate your help in completing
the questionnaires. Should there be any question regarding
this research, do feel free to reach out to me via the contacts
provided in the questionnaires; I'll be happy to help anytime.

Regards,
William

#Thesis #Questionnaires #Respondents #Survey

a Add a comment @

2

Activity

https://bitly/Kuesionerbl2025

Share
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10:56 = @ @ “ il | G

<« . Jacquelinefrns ® W O

Halo! perkenalkan saya William
Sudjono, sedang melakukan
penelitian dengan topik Pengaruh
Kepribadian Merek Terhadap
Loyalitas Merek

Mohon kesediaan teman-teman
untuk dapat membantu penelitian
ini dengan mengisi survey berikut
Adapun kriteria yang diperlukan
untuk pengisi survey antara lain:

(1) Seorang pengguna aktif “blu by
BCA Digital” setidaknya selama 6
bulan terakhir.

Hasil atau data pengisian survey
digunakan dengan kepentingan
akademik dan perkuliahan sehingga
akan dijaga kerahasiaannya.

Demikian, besar harapan saya
kepada teman-teman untuk dapat
membantu mensukseskan penelitian
ini. Sebagai bentuk apresiasi, saya
akan memberikan hadiah sebagai
kepada teman-teman pengisi secara
acak apabila proses survey sudah
memenuhi kebutuhan penell

Link: https://bit.ly
[Kuesionerblu2025

Terima kasih.




10:57 = @@

« . christian

LI 551
® % D

Halo! perkenalkan saya William
Sudjono, sedang melakukan
penelitian dengan topik Pengaruh
Kepribadian Merek Terhadap
Loyalitas Merek.

Mohon kesediaan teman-teman
untuk dapat membantu penelitian
ini dengan mengisi survey berikut.
Adapun kriteria yang diperlukan
untuk pengisi survey antara lai

(1) Seorang pengguna aktif “blu by
BCA Digital” setidaknya selama 6
bulan terakhir.

Hasil atau data pengisian survey
digunakan dengan kepentingan
akademik dan perkuliahan sehingga
akan dijaga kerahasiaannya.

Demikian, besar harapan saya
kepada teman-teman untuk dapat
membantu mensukseskan penelitian
ini. Sebagai bentuk apresiasi, saya
akan memberikan hadiah sebagai
kepada teman-teman pengisi secara
acak apabila proses survey sudah
memenuhi kebutuhan penelitian.

Link: https://bit.ly
[Kuesionerblu2025

Terima kasih.

2:48 B ©

< Marcell Q

Halo! perkenalkan saya William
Sudjono, sedang melakukan

Kepribadian Merek Terhadap
Loyalitas Merek.

Mohon kesediaan teman-teman

Adapun kriteria yang diperlukan
untuk pengisi survey antara lain:

bulan terakhir.

Hasil atau data pengisian survey
digunakan dengan kepentingan

akan dijaga kerahasiaannya.

Demikian, besar harapan saya

Terima kasih.

L I 5 69

penelitian dengan topik Pengaruh

untuk dapat membantu penelitian
ini dengan mengisi survey berikut.

(1) Seorang pengguna aktif “blu by
BCA Digital” setidaknya selama 6

akademik dan perkuliahan sehingga

kepada teman-teman untuk dapat
membantu mensukseskan penelitian
ini. Sebagai bentuk apresiasi, saya
akan memberikan hadiah sebagai
kepada teman-teman pengisi secara
acak apabila proses survey sudah
memenuhi kebutuhan penelitian.

Link: https://bit.ly/Kuesionerblu2025

bantu aku lulus cepat dong (tolong btu isi
kuesioner skripsiku) hehe

Pengaruh Kepribadian
Merek Terhadap Loyalit..
Halo semuat Perkenalk
G

Halo! perkenalkan saya William
Sudjono, sedang melakukan penelitian
dengan topik Pengaruh Kepribadian
Merek Terhadap Loyalitas Merek.

Mohon kesediaan teman-teman untuk
dapat membantu penelitian ini dengan
mengisi survey berikut. Adapun kriteria
yang diperlukan untuk pengisi survey
antara lain:

(1) Seorang pengguna aktif “blu by BCA
Digital” setidaknya selama 6 bulan
terakhir

Hasil atau data pengisian survey
digunakan dengan kepentingan
akademik dan perkuliahan sehingga
akan dijaga kerahasiaannya

Demikian, besar harapan saya kepada
teman-teman untuk dapat membantu
mensukseskan penelitian ini
Sebagal bentuk apresiasi, saya akan
memberikan hadiah sebagai kepada
ter teman pengisi secara acak
apabila proses survey sudah memenu
kebutuhan penelitian

Link: htt it ly/K

Terima kasih

2:47 ©

Pengaruh Kepribadian Merek

Digital”

Terhadap Loyalitas Merek blu by "BCA

<
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10:54 @ @

e‘ Kak Intan BCAD

SN 551
O

hi kak intan

minta tolong bantu isi kuesioner skripsi aku dongg

Pengaruh Kepribadian
Merek Terhadap Loyali..
H u alkan s
bitly

Halo! perkenalkan saya William
Sudjono, sedang melakukan penelitian
dengan topik Pengaruh Kepribadian
Merek Terhadap Loyalitas Merek.

Mohon kesediaan teman-teman untuk
dapat membantu penelitian ini dengan
mengisi survey berikut. Adapun kriteria
yang diperlukan untuk pengisi survey
antara lain:

(1) Seorang pengguna aktif “blu by BCA
Digital” setidaknya selama 6 bulan
terakhir.

Hasil atau data pengisian survey
digunakan dengan kepentingan
akademik dan perkuliahan sehingga
akan dijaga kerahasiaannya.

Demikian, besar harapan saya kepada
teman-teman untuk dapat membantu
mensukseskan penelitian ini

Sebagai bentuk apresiasi, saya akan
memberikan hadiah sebagai kepada
teman-teman pengisi secara acak
apabila proses survey sudah memenuhi
kebutuhan penelitian

Link: ht itly/Ku

Terima kacih

Halo! perkenalkan saya William
Sudjono, sedang melakukan
penelitian dengan topik Pengaruh
Kepribadian Merek Terhadap
Loyalitas Merek.

Mohon kesediaan teman-teman
untuk dapat membantu penelitian
ini dengan mengisi survey berikut.
Adapun kriteria yang diperlukan
untuk pengisi survey antara lain:

(1) Seorang pengguna aktif “blu by
BCA Digital” setidaknya selama 6
bulan terakhir.

Hasil atau data pengisian survey

di kan dengan kepenti )
akademik dan perkuliahan sehingga
akan dijaga kerahasiaannya.

Demikian, besar harapan saya
kepada teman-teman untuk dapat
membantu mensukseskan penelitian
ini. Sebagai bentuk apresiasi, saya
akan memberikan hadiah sebagai
kepada teman-teman pengisi secara
acak apabila proses survey sudah

n hi kebutuhan liti

Link: https://bit.ly/Kuesionerblu2025

Terima kasih.

Torhadap Loyalitas Merek biy by "BCA




L —

5, Formulr inl tidsk menanma respans. Kalola

Pengaruh Kepribadian Merek L
Terhadap Loyalitas Merek blu by
"BCA Digital"

Haio samuat

Parkenatkan says William Sudjon, dari Fakultas Bisnis dan Ekcnomika, Uiniverstas 4ma lva Yogyskarts,
Sast ini, s2va secng Kepribackan Merck Terhadan
Lovalitas Merck.

Fiadia ST ini, 523 memestLan (s pondin 06NG3n KNTRia Seags berkt
{1} Searang pangguna aktit “bl by BCA Digital” sotidaknya selama & bulsn terskhir,

S mangharapkan kesediasn Anca Untuk mengis s singkat yang telah ksmi sediskan. Durasi
10 menit mangisi dengan ki

peibadi Anda.
D23 yang Anaa berikan 3kan acaan sodang £33
Lakz3nak; dak kan cigunkan ain

Sehagal bentul terima kaci, § respanden BEruntung ang mengisl curualini akan mendapatian imbalzn
sebisar 25 Filbu Rupiah dalam Bentuk & wallet yang skan dunch secars acak,

Atas ketarsediannya, s3ya mengueapkan tesima kash

stz
Walian Sudions
CH1E530244 | williamsudenalBgMLEam.

Infarmas! tambahan
Survel iné mengqunskan Likert Seali 17, dengan panduan angka sebagal berkut
angak Ticak Sctubs

Satup

3= Kurang Senlu

4 NatraL

£ Cup Sangu

5= Sobu @
7 - Sangat Setubs

E

L=)

Link Kuesioner: https://bit.ly/Kuesionerblu2025
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Lampiran 3. Data Responden dan Jawabannya

Apakah
anda
seorang Jenjang
pengguna Pendidikan
aktif “blu Jenis yang sedang Rata Rata Rata Rata
No by BCA Kelamin Usia ditempuh Profesi Pendapatan (Per Pengeluaran (Per
Digital” saat ini / Bulan). Bulan).
setidaknya pendidikan
selama 6 terakhir.
bulan
terakhir?
1 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
2 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00
3 Ya Perempuan 17 -28 S1 Pegawai Swasta | Rp. 5.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 7.000.000,00 Rp. 3.000.000,00
4 Ya Laki-laki 17-28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
5 Ya Perempuan 17 -28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00
6 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

100




7 Ya Perempuan 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00

8 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00

9 Ya Laki-laki 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00

10 Ya Laki-laki 17 -28 S1 Pegawai Swasta | > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun

11 Ya Laki-laki 17 -28 S1 Pegawai Swasta | Rp. 5.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00

12 Ya Perempuan 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00

13 Ya Laki-laki 17-28 D1/D2/D3 Pelajar/Mahasiswa | > Rp. 7.000.000,00 Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00

14 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

15 Tidak

16 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

17 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

18 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun
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19 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 - | Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

20 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

21 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00

22 Ya Perempuan 17 -28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00

23 Ya Perempuan 17 -28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00

24 Ya Perempuan 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun

25 Ya Perempuan 17 - 28 S1 Lainnya Rp. 3.000.001,00 - | Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00

26 Ya Perempuan 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun

27 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 - | Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

28 Ya Perempuan 17 - 28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 - | Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

29 Ya Perempuan 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 1.000.000,00 - | Rp. 3.000.001,00 -
Tahun Rp. 3.000.000,00 Rp. 5.000.000,00

30 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun
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31 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

32 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00

33 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  5.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00

34 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

35 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

36 Tidak

37 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00

38 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

39 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

40 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00

41 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00

42 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
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43 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

44 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

45 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 - | Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

46 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

47 Tidak

48 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 - | <Rp. 1.000.000,00
Tahun Rp. 5.000.000,00

49 Ya Laki-laki 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

50 Ya Laki-laki 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 5.000.001,00 - | Rp. 1.000.000,00 -
Tahun Rp. 7.000.000,00 Rp. 3.000.000,00

51 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

52 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

53 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun

54 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 - | Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
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55 Ya Perempuan 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

56 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

57 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00

58 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00

59 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

60 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

61 Ya Perempuan 28 -42 S2 Pegawai Swasta | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00

62 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

63 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

64 Ya Perempuan 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | <Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00

65 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

66 Ya Laki-laki 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00
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67 Tidak
68 Ya Perempuan 28 -42 S1 Wiraswasta > Rp. 7.000.000,00 Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00
69 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
70 Ya Laki-laki 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00
71 Ya Perempuan 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
72 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
73 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
74 Ya Perempuan 17 - 28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
75 Ya Perempuan 28 -42 S1 Wiraswasta Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
76 Ya Perempuan 28 -42 S2 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00
77 Ya Laki-laki 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
78 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | > Rp. 7.000.000,00 Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00

106




79 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 - | Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
80 Ya Perempuan 17 -28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
81 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun
82 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
83 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 - | Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
84 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 - | Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
85 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun
86 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 - | Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
87 Ya Perempuan 17 -28 D1/D2/D3 Pelajar/Mahasiswa | Rp. 1.000.000,00 - | Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
88 Ya Perempuan 17 -28 S1 Lainnya Rp. 1.000.000,00 - | Rp. 3.000.001,00 -
Tahun Rp. 3.000.000,00 Rp. 5.000.000,00
89 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 - | Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
90 Ya Perempuan 17-28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
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91 Ya Laki-laki 17-28 S1 Lainnya <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun
92 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
93 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
94 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
95 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
96 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
97 Ya Laki-laki 17 - 28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00
98 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
99 Ya Laki-laki 17 -28 S1 Pegawai Swasta | > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun
100 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
101 Ya Laki-laki 17-28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
102 Ya Perempuan 17-28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
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103 Ya Laki-laki 17-28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00
104 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  5.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 7.000.000,00 Rp. 3.000.000,00
105 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  5.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00
106 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00
107 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
108 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
109 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
110 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
111 Ya Laki-laki 17 -28 S1 Wiraswasta > Rp. 7.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00
112 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
113 Tidak
114 Ya Laki-laki 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | < Rp. 1.000.000,00 > Rp. 7.000.000,00
Tahun
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115 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

116 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

117 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

118 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

119 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

120 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00

121 Ya Perempuan 28 -42 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

122 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00

123 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 3.000.000,00 Rp. 5.000.000,00

124 Ya Laki-laki 28 -42 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00

125 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

126 Ya Laki-laki 28 -42 S1 Lainnya > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun
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127 Ya Perempuan 17 -28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00

128 Ya Perempuan 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00

129 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00

130 Tidak

131 Tidak

132 Ya Laki-laki 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun

133 Ya Perempuan 28 -42 S2 Pegawai Swasta | > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun

134 Ya Laki-laki 17 - 28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00

135 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 5.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 7.000.000,00 Rp. 3.000.000,00

136 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00

137 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

138 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00

139 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun
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140 Ya Laki-laki 17 -28 S1 Lainnya Rp. 3.000.001,00 > Rp. 7.000.000,00
Tahun Rp. 5.000.000,00
141 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
142 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
143 Ya Perempuan 17 -28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
144 Ya Perempuan 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
145 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
146 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
147 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
148 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00
149 Ya Perempuan 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00
150 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
151 Ya Perempuan 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
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152 Ya Laki-laki 17-28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
153 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
154 Ya Laki-laki 17-28 D1/D2/D3 Lainnya Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00
155 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun
156 Ya Laki-laki 17-28 S1 PNS Rp. 5.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00
157 Ya Laki-laki 17 -28 S1 Wiraswasta Rp. 5.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00
158 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
159 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
160 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
161 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
162 Ya Laki-laki 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
163 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun
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164 Ya Laki-laki 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00

165 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

166 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00

167 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

168 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00

169 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 5.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00

170 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

171 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00

172 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun Rp. 3.000.000,00

173 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

174 Ya Laki-laki 17-28 S1 Wiraswasta > Rp. 7.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00

175 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

114




176 Ya Perempuan 17 -28 S1 Lainnya Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
177 Ya Perempuan 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | > Rp. 7.000.000,00 > Rp. 7.000.000,00
Tahun
178 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
179 Tidak
180 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
181 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
182 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
183 Ya Laki-laki 17 - 28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
184 Ya Perempuan 17 -28 S1 Pegawai Swasta | Rp. 5.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 7.000.000,00 Rp. 3.000.000,00
185 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
186 Ya Laki-laki 17 - 28 S1 Pegawai Swasta | Rp. 5.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 7.000.000,00 Rp. 3.000.000,00
187 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
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188 Ya Perempuan 17 -28 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00

189 Ya Perempuan 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

190 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 5.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00

191 Ya Perempuan 17 -28 S1 Pegawai Swasta | Rp. 5.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00

192 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

193 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00

194 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

195 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

196 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

197 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun

198 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00

199 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00
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200 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00
201 Ya Laki-laki 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
202 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun
203 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
204 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
205 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
206 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00
207 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
208 Ya Laki-laki 28 -42 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
209 Ya Laki-laki 17 - 28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
210 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
211 Ya Perempuan 17-28 S1 Pegawai Swasta | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
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212 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | < Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00
213 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
214 Tidak
215 Ya Perempuan 17 -28 S1 Pelajar/Mahasiswa | Rp.  1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
216 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00
217 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | <Rp. 1.000.000,00 <Rp. 1.000.000,00
Tahun
218 Ya Laki-laki 28 -42 S1 Pegawai Swasta | > Rp. 7.000.000,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00
219 Ya Perempuan 28 -42 S1 Pegawai Swasta | Rp. 5.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00
220 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 1.000.000,00 Rp. 1.000.000,00 -
Tahun Rp. 3.000.000,00 Rp. 3.000.000,00
221 Ya Perempuan 17-28 | SMA/MA/MK | Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 1.000.000,00 -
Tahun Rp. 5.000.000,00 Rp. 3.000.000,00
222 Ya Laki-laki 17-28 S1 Pelajar/Mahasiswa | Rp. 3.000.001,00 Rp. 3.000.001,00 -
Tahun Rp. 5.000.000,00 Rp. 5.000.000,00
223 Ya Perempuan 28 -42 S1 Pegawai Swasta | Rp. 5.000.001,00 Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 7.000.000,00
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224 Ya Perempuan 28 -42 S1 Pegawai Swasta | Rp. 5.000.001,00 - | Rp. 3.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 5.000.000,00

225 Ya Laki-laki 17 -28 S1 Pelajar/Mahasiswa | Rp.  5.000.001,00 - | Rp. 5.000.001,00 -
Tahun Rp. 7.000.000,00 Rp. 7.000.000,00
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Hasil Analisis Deskriptif Variabel

Indicators:

KBM1
KBM2
KBM3
KEM4
KBM3
KBME
KBM7
KBME
KEMS
KBM10
KBM11
KBM12
KBM13
KBEM14
KPM1
KPM2

Indicator Correlations

No.

10
"
12
13
14
15
16

Raw File

Missing

a2 e a8 a a o a o a o g o a o e o

Mean
5.667
5.361
5.491
5.708
5.454
5.699
5.486
5.819
5.713
5.745
5.370
5.574
5.620
5.491
5.722
5.565

Lampiran 4. Hasil SmartPLS 3

Median
6.000
6.000
6.000
6.000
6.000
6.000
6.000
6.000
£6.000
6.000
£.000
6.000
6.000
6.000
6.000
6.000
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1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000

Max
7.000
7.000
7.000
7.000
7.000
7.000
7.000
7.000
7.000
7.000
7.000
7.000
7.000
7.000
7.000
7.000

Standard Devia...

1159
1.276
1.309
1278
1308
1.154
1319
1.198
1.193
1.157
1358
1.164
1192
1.262
1.169
1.173

Excess Kurtosis
3.833
1.363
1.207
2.889
1.621
1.323
1.136
3.325
2.244
2112
0.801
1.970
2.013
1.577
3.938
1.801

Copy to Clipboard

Skewness
-1.642
-1.120
-1.128
-1.558
-1.148
-1.013
-1.084
-1.567
-1.317
-1.261
-0.963
-1.155
-1.180
-1.141
-1.701
-1.041
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Indicators:

KBM10
KBM11
KBM12
KBM13
KBM14
KPM1
KPM2
KPM3
KPM4
KPM3
KPMB
KPM7
L1
LMz
LM3

Indicator Correlations | Raw File Copy te Clipboard

MNa. Missing Mean Median Min Max Standard Devia..  Excess Kurtosis Skewness 2
10 0 5.745 6.000 1.000 7.000 1.157 2112 -1.261
1 0 5370 6.000 1.000 7.000 1.358 0.801 -0.963
12 0 5574 6.000 1.000 7.000 1.164 1.970 -1.155
13 0 5.620 6.000 1.000 7.000 1182 2013 -1.180
14 0 5.401 6.000 1.000 7.000 1.262 1.577 -1.141
15 0 5.722 6.000 1.000 7.000 1.169 3.938 -1.701
16 0 5.565 6.000 1.000 7.000 1.173 1.801 -1.041
17 0 5.843 6.000 1.000 7.000 1.188 3.264 -1.562
18 0 5.509 6.000 1.000 7.000 1.225 1.320 -1.004
13 0 5927 6.000 1.000 7.000 1144 3.074 -1.427
20 0 5.657 6.000 1.000 7.000 1.160 2359 -1.256
21 0 5.856 6.000 1.000 7.000 1.168 4,294 -1.773
22 0 5.454 6.000 1.000 7.000 1.308 1.203 -1.086
23 0 5.194 5.000 1.000 7.000 1.404 0.577 -0.916
24 0 5213 5.000 1.000 7.000 1.401 0.142 -0.751

v
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Hasil Outer Loadings

Outer Loadings

Copy to Clipboard:

Excel Format

R Format

=] Matrix
- Kepercayaan Merek Kepribadian Merek Loyalitas Merek

L KBM1 0.772 :

KBM10 0.720

KBM11 0.746

KBM12 0.787

KBM13 0.845

KBM14 0.835

KBMZ 0.783

KBM3 0.716

KB4 0.818

KBM3S 0.824

KEME 0.851

KBMT 0.787

KEME 0.784

KBM3 0.831

KPM1 0.851

KPM2 0.800

KPM3 0.838
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Outer Loadings

[E] Matrix

Copy to Clipboard:

Excel Format

R Format

s

KEM3
KBM4
KBM35
KEME
KEMT
KEME
KEMS
KPM1
KPM2
KPM3
KP4
KPM3
KPME
KPMT
L1

L2

LM3

Kepercayaan Merek

0.851
0.800
0.838
0.792
0.874
0.773
0.837

Kepribadian Merek

0.716
0.818
0.824
0.851
0.787
0.784
0.831

Loyalitas Merek

0.875
0.923
0.908
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Hasil Uji Cross Loadings

Discriminant Validity

|=] CrossLoadings ||| Heterotrait-Monotrait R...

|=| Fornell-Larcker Criteri...

Kepercayaan ...
KEM1 0.704
KEM1D 0.595
KEMT11 0.569
KBEM12 0.608
KEM13 0727
KEM14 0.671
KBM2Z 0.681
KBM3 0.570
KEBM4 0.688
KBM3 0.677
KEME 0.672
KEM7 0.605
KEME 0.796
KEMS 0.668

{2t Heterotrait-Monotrait R...

Copy to Clipboard:

Excel Farmat

R Format

Kepribadian M...  Loyalitas Merek

0.772 0.577
0.720 0.539
0.746 0.526
0.787 0.584
0.845 0.629
0.835 0.641
0.783 0.559
0.716 0.462
0.818 0.608
0.824 0.628
0.851 0.625
0.787 0.567
0.784 0.624
0.831 0.580
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Discriminant Validity

|=] Fornell-Larcker Criteri...

Kepercayaan ...
KBME 0.672
KBMT 0.605
KEMS 0.796
KEM3 0.662
KPM1 0.851
KPM2 0.800
KPM3 0.838
KP4 0.792
KPM3 0.874
KPME 0.773
KPMT 0.837
L1 0.645
L2 0.642
L3 0.690

|=] CrossLoadings

|=] Heterotrait-Monotrait R... Eg

Heterotrait-Monotrait R...

Copy to Clipboard:

Excel Format

R Format

Kepribadian M...

0.851
0.787
0.784
0.831
0.686
0.669
0.715
0.714
0.690
0.643
0.699
0.613
0.672
0.704

Loyalitas Merek

0.625
0.567
0.624
0.580
0.663
0.610
0,544
0.601
0.636
0.540
0.815
0.875
0.923
0.908
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Hasil Uji Heterotrait Monotrait Ratio (HTMT)
Discriminant Validity

| Fornell-Larcker Criteri... ||| Cross Leadings ||| Heterotrait-Monotrait R... | 31 Heterotrait-Moenotrait R...

Kepercayaan Merek Kepribadian Merek  Loyalitas Merek
Kepercayaan Merek
Kepribadian Merek 0.237
0.808 0.797

Lovalitas Merek

Hasil Uji Validitas dan Realibilitas Variabel

Construct Reliability and Validity

| Matrix |{i% Cronbach's Alpha |15f rho A |if Composite Reliability | 3% Average Variance Extracted ... Copy to Clipboard: | pycel

Cronbach's Alpha rho_A Composite Reliability Fwverage Variance Extracted (AVE)

Kepercayaan Merek 0.921 0.922 0.937 0.679
Kepribadian Merek 0.955 0.956 0.960 0.630
0.886 0.888 0.929 0.814

Loalitas Merek
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Hasil Uji R-Square
R Square

| Matrix |{Z% R Square

Kepercayaan Merek
Loyalitas Merek

Hasil Uji f-Square
f Square

| Matrix [ 3% f Square

Kepercayaan Merek
Kepribadian Merek

Laovalitas Merek

+

=% R Sguare Adjusted

R Square
0.698
0.587

Kepercayaan Merek

2.309

R Square Adjusted
0.696
0.583

Kepribadian Merek  Loyalitas Merek
0.108
0.126
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Hasil Uji Q-Square
Construct Crossvalidated Redundancy

Z| Total | |&E| Casel ||E| Case? |[E Cased | |& Cased | |5 Case5 | |F| Case

550 SSE  OF (=1-55E/550)

Kepercayaan Merek 1512.000 206,704 0466
Kepribadian Merek 3024.000 3024.000

648.000 344,120 0.469

Laonalitas Merek

Hasil Uji Path Coefficient
Path Coefficients

=| Mean, STDEV, T-Values, P-Val...| || Confidence Intervals ||| Confidence Intervals Bias Co... ||| Samples Copy to Clipboard: | gy cel Format

Original 5ampl... Sample Mean (... Standard Devia... T Statistics (|O/... P Values

Kepercayaan Merek -> Loyalitas Merek 0.335 0.320 0.125 3.082 0.002
Kepribadian Merek -» Kepercayaan Merek 0.835 0.235 0.037 22,842 0.000
Kepribadian Merek -» Loyalitas Merek 0415 0.420 0.127 3.278 0.001
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Hasil Uji Indirect Effect

Specific Indirect Effects
| Mean, STDEV, T-Values, P-Val...| || Confidence Intervals ||| Confidence Intervals Bias Co...| || Samples Copy to Clipboard: | Excel Format R Format

Original 5ample... Sample Mean... Standard Deviation (STDEV] T Statistics (|O/STDEV]) P Values
Kepribadian Merek -» Kepercayaan Merek -> Loyalitas Merek 0.321 0317 0.107 2.904 0.003
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Abstract

Despite the efforts of organisations to make their consumers loyal to their brands,
numerous studies show how loyalty has been declining in recent years without
apparent causes. The aim of this research is to study the relationship between per-
sonality, trust and brand loyalty, to help understand the role of each of these vari-
ables in consumers' relationships with brands. Through a structural model built from
data collected from a representative sample of 1015 individuals in the Spanish mar-
ket, results put forward evidence of an indirect positive influence of brand personal-
ity on consumer loyalty, mediated by brand trust. Surprisingly, the results contrast
with previous studies and show that there is no direct relationship between brand
personality and brand loyalty. The results of this study have implications for both
researchers and managers because previous research has analysed the direct influ-
ence of brand personality on trust or loyalty but not the mediating role that trust has

1 | INTRODUCTION

Trust makes consumers satisfied, improves brand image and therefore
increases brand loyalty (Huang & Cai, 2015). Building brand trust pro-
motes long-term relationships (Gurviez & Korchia, 2003) triggered by
a previously conceived process and considered by consumers
(Chaudhuri & Holbrook, 2001). Trust has been widely explained
through brand satisfaction (Brakus et al., 2009; Molinillo et al., 2019).
Additionally, most of the research noted the impact of trust on loyalty
(Kuikka & Laukkanen, 2012; Lam & Shankar, 2014; Syed Alwi
et al., 2016), pointing out that trust is a fundamental driver of loyalty
(Flavian et al., 2005). The link between trust and loyalty has been
thoroughly studied because retaining loyal customers is more compli-
cated than attracting new ones (Kim & Gupta, 2009) as brand trust
leads to repeat purchases and recommendation to future customers
(Molinillo et al., 2019).

Research suggests that brand satisfaction is not the only trigger
for trust and hence loyalty. Consequently, it is not sufficient to explain
brand loyalty completely (Kumar et al., 2013; Oliver, 1999). On this
basis, studies that address the mediating role of trust along with other
attributes are varied. For instance, trust has been studied as a factor
in the indirect relationship between brand association and loyalty

on the relationship between personality and loyalty.

(Phan & Ghantous, 2013), Corporate Social Responsibility and loyalty
(Palacios-Florencio et al., 2018) or brand image and loyalty (Song
et al., 2019). Surprisingly, across this wide range of studies on the
antecedents of loyalty, the relationship between brand personality
and brand loyalty has not been studied so extensively (Kim
etal,, 2001).

There are studies of brand personality that have deepened in
their consequences in aspects as wide as brand value, attitude
towards the brand, associations or aspects that strengthen the rela-
tionship between the brand and the consumers among others (Coelho
et al, 2020; Freling & Forbes, 2005; Keller, 1993; Louis &
Lombart, 2010; Maehle et al., 2011; Molinillo et al., 2017; Sung &
Kim, 2010). In addition, there is research that analyses how brand per-
sonality influences purchase intention or purchase decision (Gordon
et al, 2016; Ha & Janda, 2014). However, studies that have worked
exclusively on the effect of brand personality on brand loyalty
(Lin, 2010; Ramaseshan & Stein, 2014) are scarce and have not taken
into consideration the mediating role of brand trust. Louis and
Lombart (2010) point out the need for studies to explain the influence
of brand personality on loyalty.

Brand personality strengthens the relationship between brands
and consumers and influences brand equity (Keller, 1993). As a key
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concept in relationship marketing (Louis & Lombart, 2010) brand per-
sonality involves understanding that brands are associated with
human personality traits. Aaker (1997, p. 347), in a seminal paper,
defines brand personality as ‘the set of human characteristics associ-
ated with brand’. Brand personality has attracted the interest of both
academics and professionals because it helps to create differentiation.
In addition, it provides an understanding of how to build and maintain
consumer-brand relationships over time (Louis & Lombart, 2010;
Ramaseshan & Stein, 2014) and explains how these relationships
affect consumer behaviour (Fournier, 1998; Freling & Forbes, 2005).
Consequently, this is one of the aspects that should be considered
when studying brand loyalty. Kim et al. (2001) found that brand per-
sonality has an indirect effect on brand loyalty through positive word-
of-mouth, but few studies have specifically included trust as part of
this indirect process between personality and loyalty. Thus, the inclu-
sion of trust in brand personality-brand loyalty relationships is
relevant.

Considering this context, the study aims to understand the rela-
tionship between personality, trust and brand loyalty. The article is a
contribution to the research stream of consumer-brand relationships
and, in contrast to previous studies that analyse trust or loyalty as
relational consequences of personality (Japutra & Molinillo, 2019),
suggests that a brand's personality traits influence trust and trust indi-
rectly influences loyalty. One of the most surprising findings is that
brand personality does not have a direct positive effect on brand loy-
alty. To validate the hypotheses and the proposed conceptual model,
data were collected from 1015 individuals selected through stratified
random sampling in the Spanish market. The scales to measure each
of these concepts are the brand personality scale (Aaker, 1997) and
its five basic dimensions: sincerity, excitement, competence, sophisti-
cation, and ruggedness; the scale of brand trust (Gurviez &
Korchia, 2003) and its dimensions of credibility, integrity and benevo-
lence; and the scale of brand loyalty employed by Yoo and
Donthu (2001) to assess loyalty within their proposed scale to mea-
sure consumer-based brand equity.

The results show that brand personality has a positive influence
on brand trust. Also, trust in brands has a statistically significant influ-
ence on brand loyalty. The main novelty of the study is that trust plays
a mediating role between personality and brand loyalty. Additionally,
the study also shows that there is no direct positive relationship
between brand personality and brand loyalty. This research is relevant
for both academics and professionals. From an academic perspective,
it delves into key concepts of relationship marketing and responds to
the call (Geuens et al., 2009; Keller & Lehmann, 2006; Louis &
Lombart, 2010) for further research to explain the effect of brand per-
sonality on loyalty and trust. This study also offers a new perspective
by analysing the mediating role of trust between personality and loy-
alty. From a business perspective, results shed light on the develop-
ment of more effective marketing and communication strategies.

The structure of the article is as follows. The first
section develops the theoretical framework, proposes a conceptual
model and justifies the hypotheses of the study. The second
section explains the justification of the sample and the method.

Subsequently, the results are shown, followed by a discussion and
conclusion section.

2 | LITERATURE REVIEW

Brand personality implies that consumers associate human personality
traits (Aaker et al., 2001). Azoulay and Kapferer defines it as ‘the set
of human personality traits that are both applicable to and relevant
for brands’ (Azoulay & Kapferer, 2003, p. 151). The brand personality
is a concept with some critics (Austin et al., 2003; Avis, 2012; Oklevik
et al., 2020) but which has mainly attracted the attention of academics
and professionals because it creates and strengthens the relationship
between the brand and the consumer (Sung & Kim, 2010) as well as
impacting on the brand's image and brand equity (Keller, 1993;
Valette-Florence et al., 2011). Aaker (1997) proposes a model with
five dimensions—sincerity, excitement, competence, sophistication
and ruggedness—which has subsequently been used in numerous
studies (Eisend & Stokburger-Sauer, 2013).

Research analyses the positive influence of brand personality in
different aspects: brand value (Keller, 1993), brand attitude
(Chaudhuri & Holbrook, 2001), brand preference (Branaghan &
Hildebrand, 2011), brand associations (Freling & Forbes, 2005;
Maehle et al, 2011), consumer commitment (Valette-Florence &
Valette-Florence, 2020), purchase intention and brand choice (Gordon
et al, 2016; Ha & Janda, 2014) or brand loyalty (Lin, 2010;
Ramaseshan & Stein, 2014). Given the importance of brand personal-
ity in building the relationship t brand and ¢ and
predicting consumer behaviour (Eisend & Stokburger-Sauer, 2013;
Gordon et al., 2016; Guévremont & Grohmann, 2013; Swaminathan
et al., 2009) there is a line of research that has focused on analysing
what are the main relational consequences of brand personality
(Louis & Lombart, 2010; Molinillo et al., 2017; Sung & Kim, 2010).
These papers analyse the influence that brand personality has on
affect, attachment, commitment, trust or loyalty, all key concepts to
explain the relationship between brand and consumer. Our research
analyses two of them: trust and loyalty.

Previous literature shows that trust strengthens long-term rela-
tionships b [

s and companies because it implies that
the supplier is reliable and can keep its promise (Chiu et al., 2012).
Thus, consumers trust the service and are satisfied, the image is
improved, and customer-based brand capital is created which
increases brand loyalty (Huang & Cai, 2015). As a result, the percep-
tion of risk on the purchase is reduced and customers are willing to
pay more for the service or product (Nyffenegger et al., 2015). Mor-
gan and Hunt (1994) propose that brand trust leads to brand loyalty
because trust creates exchange relationships that are highly valued
for the customer.

Brand trust, therefore, refers to the willingness of a consumer to
rely on the ability of the brand to fulfil its stated function
(Chaudhuri & Holbrook, 2001; Moorman et al., 1992) and is a key con-
cept in relationship marketing because it is capable of establishing
long-term and consistent relationships (Gurviez & Korchia, 2003). In
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addition, the sense of trust is particularly relevant in situations of
uncertainty (Doney & Cannon, 1997; Moorman et al., 1992) because
it helps the consumer make decisions based on an ‘involving process
that is well thought out and carefully considered’ (Chaudhuri &
Holbrook, 2001, p. 82). One of the key variables used to analyse
trust-building is consumer satisfaction. Satisfaction is a fundamental
part of the process of generating trust and, therefore, brand loyalty
(Brakus et al., 2009; Molinillo et al., 2019). Brand satisfaction and its
positive relationship with loyalty (Cifci et al., 2016; Kumar et al., 2013)
have helped to understand the consumer's desire for long-term rela-
tionships (Delgado-Ballester & Luis Munuera-Aleman, 2001). How-
ever, research proposes that brand satisfaction is not enough to
explain loyalty completely (Kumar et al., 2013; Oliver, 1999).

Secondly, brand loyalty results in a tendency for the consumer to be
loyal to a brand (Yoo & Donthu, 2001) when buying its products or ser-
vices and avoiding changing the brand (Palazén & Delgado, 2009). Brand
loyalty is, then, a deep commitment that causes repeated brand purchases
even if the situational influences or marketing efforts change
(Oliver, 1999). Therefore, loyalty can be seen from a purchase loyalty or
an attitudinal loyalty approach. Purchase loyalty is the consumer's willing-
ness to buy back the brand while attitudinal loyalty is the level of con-
sumer commitment to the brand (Chaudhuri & Holbrook, 2001).
Attitudinal loyalty can lead to the protection of the brand by the customer
by giving positive feedback (Bloemer & Kasper, 1995), willingness to rec-
ommend products or price tolerance (Vazquez-Casielles et al., 2009).

This type of brand loyalty based on a commitment to repeat pur-
chases or a tendency to prefer certain products or services in the future
has been supported by various research (Sasmita & Mohd Suki, 2015). It
is generally agreed that loyalty is based on an ongoing process that man-
ages to maintain a valuable relationship between brand and consumer
based on trust (Chaudhuri & Holbrook, 2001). In addition, research
shows that the emotional factor is a key aspect in encouraging consumer
choice of a brand and subsequent brand loyalty (Song et al., 2019).

Achieving strong brand loyalty is the greatest goal of any brand, as
it reflects an attitude of repeat purchase and recommendation (Molinillo
et al,, 2019). Therefore, the study of brand loyalty is relevant because
keeping current consumers is more valuable than attracting new ones
(Kim & Gupta, 2009) and trust is a fundamental aspect of understanding
the process of creating brand loyalty (Flavian et al., 2005). Some studies
have observed that loyalty can be determined by the trust and feelings
aroused by the brand (Chaudhuri & Holbrook, 2001).

However, further work is needed to analyse the effects of brand
personality on key concepts such as trust, as the relationship between
brand personality and brand loyalty has not been widely studied (Kim

et al., 2001). Hence, this study aims to show a conceptual model that
highlights the mediating role of brand trust in the indirect effects of
brand personality on brand loyalty (Figure 1).

2.1 | Brand personality—Brand trust

From a relationship marketing perspective, trust is one of the positive
consequences that result when a brand's personality traits are identi-
fied with those of the consumer. Gurviez and Korchia (2003) define
trust as a multidimensional concept consisting of credibility, integrity
and benevolence. The combination of these three dimensions deter-
mines the level of consumer trust in a brand.

The relationship between brand personality and brand trust has
been studied from different perspectives (Louis & Lombart, 2010;
Rampl & Kenning, 2014; Sung & Kim, 2010; Valette-Florence &
Valette-Florence, 2020). Louis and Lombart (2010) propose a model
that demonstrates the impact of brand personality in three relational
consequences of this concept: trust, attachment and commitment to
the brand. A research conducted by Sung and Kim (2010) based on
the brand trust and brand affect model proposed by Chaudhuri and
Holbrook (2001) explains that brand personality features explain con-
sumer brand affect, trust and loyalty.

Other later research also highlights this relationship (Japutra &
Molinillo, 2019; Molinillo et al,, 2017) showing that brand personality
positively affects three consumer-brand relationships constructs (brand
awareness, brand trust and brand loyalty). When consumers perceive
that the brand personality matches their personality traits and allows
them to express them, this increases the feeling of purchase satisfaction,
credibility (Veloutsou, 2015) and positively influences confidence and
the possibility of buying that brand again (Japutra et al., 2018; Japutra &
Molinillo, 2019). Considering these previous studies, we propose the fol-
lowing hypothesis:

H1. Brand personality has a significant positive effect on the trust it
builds in consumers.

2.2 | Brand trust—Brand loyalty

The impact of trust on loyalty has been studied from various sectors
such as smartphones (Lam & Shankar, 2014), the chocolate market
(Kuikka & Laukkanen, 2012) or business to business (Syed Alwi
et al., 2016). It has also been found in brand communities in digital

H3

HI

Brand Personality

FIGURE 1 Conceptual model

Brand Trust Brand Loyalty
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environments that increased consumer confidence through communi-
cations can foster brand loyalty (Habibi et al., 2014).

Regarding the mediating role of trust with other attributes, in the
banking sector, it has been found that brand trust mediates between
brand association and loyalty (Phan & Ghantous, 2013). Some
research in the hospitality sector has shown that brand trust is a medi-
ator between CSR, image and loyalty and leads to increased loyalty
and a positive image among customers (Palacios-Florencio
et al., 2018). Additionally, recent studies have shown the relationship
between brand image, satisfaction, trust and brand loyalty (Song
et al,, 2019), as the symbolism associated with certain companies can
make consumers buy products because of their functional effects (for
instance, brand attributes; Zhang, 2015). From other approaches, trust
has also been shown to be a source of loyalty when the brand is con-
sidered a lovemark (Song et al., 2019).

Considering that brand satisfaction is not enough to completely
explain loyalty (Kumar et al., 2013; Oliver, 1999), it should be noted
that the identification of the brand with the consumer occurs at two
levels: a personal level where the brand highlights the personality,
values and beliefs of the person (Bhattacharya & Sen, 2003); and a
social level where brands act as instruments of communication regard-
ing the aspirations and status of consumers (Tuskej et al, 2013).
Therefore, those consumers who have a deep brand identification are
able to more clearly support the brand's products as well as its reputa-
tion and thus become loyal (He & Li, 2011). This research argues that
identification could be due to an association with brand personality
traits that are aligned with those of the consumer.

Therefore, previous studies have shown that loyalty is a conse-
quence of trust and the feelings triggered by the brand (Chaudhuri &
Holbrook, 2001). Additionally, other studies, such as Sung and
Kim (2010), Molinillo et al. (2017) or Japutra and Molinillo (2019),
have found that brand personality features explain a direct effect on
brand trust and loyalty. However, there is no research which analyses
the mediating role of brand trust in the relationship between brand
personality and loyalty. Regarding the direct relationship between per-
sonality and loyalty, research proposes that brand personality posi-
tively affects brand awareness, brand trust and brand loyalty
(Japutra & Molinillo, 2019; Molinillo et al., 2017). Additionally, Kim
et al. (2001) showed that brand personality has an indirect effect on
brand loyalty via positive word-of-mouth. Consequently, it seems
appropriate to analyse the role that trust can play in the overall rela-
tionship of personality and loyalty and therefore to propose the fol-
lowing hypothesis:

H2. Trust has a positive and significant influence on consumer loyalty.
Therefore, trust has a mediating role between brand personality,
and the loyalty it generates in the consumer's purchasing behaviour.

2.3 | Brand personality—Brand loyalty

In the current competitive context where the consumer has many
choices, achieving consumer loyalty is a crucial aspect for the survival

of the brand (Ramaseshan & Stein, 2014). Delving into the influence
that brand personality has on loyalty is one of the research streams
on brand personality research (Kim et al, 2001; Kuenzel &
Halliday, 2010; Kumar et al.,, 2006; Lee et al., 2009; Lin, 2010; Mol-
inillo et al., 2017; Ramaseshan & Stein, 2014; Zentes et al., 2008).

Molinillo et al. (2017) and Japutra and Molinillo (2019) have
shown that brand personality positively affects brand awareness,
brand trust and brand loyalty. Studies such as those of Brakus
et al. (2009) and Ramaseshan and Stein (2014) find that brand person-
ality has a positive effect on consumer satisfaction and loyalty. Addi-
tionally, Mengxia (2007) found a positive influence of brand
personality on consumer preference, affection, loyalty and purchasing
intention.

Consequently, the literature stresses that choosing a brand with a
certain personality allows consumers to express themselves
(Aaker, 1997) and creates a dose link between the consumer and the
brand, which increases loyalty (Fournier, 1998). Similarly, Kim
et al. (2001) conclude that once a brand personality enhances people's
self-expression it can increase loyalty.

Therefore, taking into account previous research, the following
hypothesis is proposed:

H3. Brand personality has a direct, positive and significant effect on

loyalty.
3 | METHODOLOGY
31 | Sampling and data collection

For the development of the proposed theoretical model, a sample of
Spanish consumers was used. In Europe, digital expenditures, as a
share of consumer spending per capita, reached 3.4%, while in Spain
this number reached 4.1%. The revenue in the eCommerce market
amounted to US$17,267.4 m in 2019 according to the country report
of Statista (Schlumbohm et al., 2020). Spain's economy is also the fifth
largest in the European Union (Eurostat, 2020). Thus, for the creation
of the model the information was retrieved with an online question-
naire provided to a sample of 1015 individuals (Spanish consumers),
using stratified random sampling and with a sampling error of 3.08%
where (p = q = .5). The characteristics of the participants are shown in
Table 1.

The data collection was done through an online survey, using a
structured questionnaire that contained the items corresponding to
the scales used (brand personality, trust and loyalty). The latent vari-
ables of the proposed model were measured using a five-point Likert
scale, ranging from ‘strongly disagree’ to ‘strongly agree’, and were
coded inversely in those cases where it was necessary to do so.

The sample was selected from an online panel managed by the
GfK research company in Spain. The sample comprises consumers
selected on an individual basis to fit the socio-demographic character-
istics of the Spanish population (INE, 2019). Those characteristics are
based on gender, age, province, level of education, and others.
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Participants receive personal invitations once only, thus reducing the
risk of self-selection and possible duplication. The response rate of
the panellists was 47%, and the entire process is certified by 1SO
20252.
Respondents were selected through stratified random sampling,
ible the soclad i
tics of the universe (the Spanish population). The strata were selected

characteris-

to replicate as closely as p

based on geographical criteria (province), age, and gender. Participants
received rewards in the form of points redeemable for gifts, unrelated
to the products and/or brands that might appear in the research. In
addition, points were given after the survey was completed so it is not
possible that the participant used those points to purchase products
that could be related to the object of study. Therefore, there are no
biases resulting from obtaining rewards that might distort the percep-
tion of a brand and/or a given product category.

3.2 | Measures development

The Brand Personality Scale (Aaker, 1997) was developed from its five
basic dimensions: sincerity, excitement, competence, sophistication
and ruggedness, all consisting of the original items proposed by Aaker.
The Brand Trust Scale (Gurviez & Korchia, 2003) was also based on its
original four dimensions (credibility, integrity, and benevolence) con-
sisting of their original items. Finally, the scale of brand loyalty (Yoo &
Donthu, 2001) was built from one of the dimensions of the brand
value scale, formed by its three original items (‘| consider myself to be
loyal to some brands’, ‘There is always a brand that would be my first
choice’, and ‘I will not buy other brands if my favourite brand is avail-
able at the store’).

As a prerequisite for the estimation of the measurement model
and the structural model, an analysis of extreme cases was conducted,
and the assumption of multivariate normality was tested. Although
there are estimation procedures such as the ADF (asymptotically dis-
tribution free; Kline, 2015; Schermelleh-Engel et al., 2003) that are

TABLE 1  Descriptive analysis

Frequency Percentages
Age
16-24 120 11.82
25-34 164 16.16
35-44 233 2296
45-54 208 2049
55-64 162 1596
65-74 128 1261
Total 1015 100
Gender
Male 508 50.05
Female 507 49.95
Total 1015 100

more tolerant of this requirement, it can sometimes present problems
in the process of estimating the parameters. For the detection of
extreme multivariate cases, Mahalanobis distance was used
(Mahalanobis, 1936) as a diagnostic test. After analysis, nine cases
were eliminated from the sample because they presented multivariate
values far from the central tendency. Once these outliers have been

limil d idered that the data set does not present
serious anomalies that could distort the process of estimating struc-

it can be c

tural parameters. For the normality test, the Mardia coeffident was
used (Mardia, 1974). The kurtosis obtained for the set of variables did
not present high values, which allows the application of the theoreti-
cal model without problems associated with the absence of multivari-
ate normality. Cases with missing values were eliminated from the
sample, as they did not represent a significant percentage of the sam-
ple (2.2%). After these adjustments, the total sample was composed
of the 1015 individuals mentioned.

4 | RESULTS

The estimation of the model, and the interpretation of the results,
were conducted following the standard sequential process in struc-
tural equation models. First, the reliability and validity of the measure-
ment model were analysed, and then the structural model was
estimated and the hypotheses tested.

41 | Measurement model evaluation

411 | Reliability and validity

In all cases, the scores of Cronbach’s alpha (Cronbach, 1951) were
higher than the standard limits stipulated (Table 2), and the results of
the confirmatory analysis showed the expected factor structure. In
this sense, the model does not pose problems of internal validity.

TABLE 2 Cronbach's alpha

Latent variables Alpha Lower Upper SE
Brand personality

Sincerity 078 076 08 0.008
Excitement 085 083 087 0.007
Competence 079 0.78 08 0.011
Sophistication 071 0.69 073 0.015
Ruggedness 0.75 0.74 0.76 0.008
Brand trust

Credibility 081 079 084 0.016
Integrity 073 07 0.76 0.008
Benevolence 078 077 0.79 0.005
Brand loyalty

Brand loyalty 087 085 0.89 0.007
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Latent variables and items
Brand personality
Sincerity
My favourite brands always satisfy my
demands as a consumer
My favourite brands never disappoint me

My favourite brands are genuine and
authentic

Excitement
My favourite brands are fun
| prefer brands that are imaginative
I like innovative brands
I like brands that break the rules
Competence

With my favourite brands, | get exactly what
I'm looking for in a product

My favourite brands are smart

| prefer successful brands
Sophistication

I like prestigious brands

| prefer sophisticated brands
Ruggedness

My favourite brands are determined and
brave

| prefer brave brands
Trust
Credibility
My favourite brand's products make me feel
safe
Buying my favourite brand's products is a
guarantee

| trust the quality of my favourite brand's
products

Integrity

My favourite brands are sincere with their
consumers

My favourite brands are honest with their
customers

My favourite brands express an interest in
their customers

Benevolence

| think my preferred brands renew their
products to offer the best

I think that my favourite brands are always
looking to improve

Loyalty
| consider myself to be loyal to some brands
Some brand would always be my first choice

I will not buy other brands if the one | am
looking for is available at the store

Factor loading

0.769

0.847
0.754

0.862
0.893
0.831
0.845

0.783

0.812
0.798

0.723
0.702

0.781

0.736

0.791
0.854

0.802

0.712
0.751

0.732

0.812

0.771

0.845
0.932
0912

135

SE

0.054

0.004
0.065

0.061
0.045
0.046
0.068

0.025

0.045
0.049

0.046
0.065

0.049

0.057

0.045

0.051

0.025

0.085

0.062

0.012

0.045

0.054

0.012
0.015

p-Value

<.001
<.001

<.001
<.001
<.001
<.001

<.001
<.001

<.001
<.001

<.001

<.001

<.001

<.001

<.001

<.001

<.001

<.001

<.001

<.001

<.001
<.001

TABLE 3  Factor loadings
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Additionally, the results obtained through the calculation of the
average variance extracted (AVE) show values above 0.5, so the model
does not present problems of convergent validity (Fomell &
Larcker, 1981). In addition, all the factorial loads of the measurement
model are significant, and above 0.5 (see Table 3).

The following indicators have been used to evaluate construct
validity: (i) z? statistics and its significance level, (i) RMSEA (root mean
square error of approximation) and its confidence interval, (ii) SRMR
(standardised root mean square residual), (iv) NFI (normed fit index),
and (v) CFI (comparative fit index; Schermelleh-Engel et al., 2003). The

TABLE 4 Model fit indices

Index Value Cl (lower) Cl (upper)
RMSEA 0.049 0.047 0.052
SRMR 0.059
NFI 0935
CFI 0952
GFI 0.941
AGFI 0926

TABLE 5 Discriminant validity matrix

Sincerity Excitement Compet. Sophist.

Sincerity 0791
Excitement 0444 0.858
Competence 0.134 0.893 0.797
Sophistication 0.039 0.771 0.069 0710
Ruggedness 0327 0.540 0.012 0318
Credibility 0.540 0.587 0.350 0.120
Integrity 0.520 0.488 0.469 0135
Benevolence 0.110 0.053 0.615 0569
Loyalty 0.620 0.187 0.449 0.650

Note: Square root of average variance extracted (AVE) on the matrix diagonal.

TABLE 6 Summary of SEM results (standard estimates)

Hypotheses

H1 Brand personality - Brand Trust
Brand trust — Credibility
Brand trust - Benevolence
Brand trust — Integrity

H2 Brand trust — Loyalty
Brand personality - Sincerity
Brand personality - Competence
Brand personality - Excitement
Brand personality . Sophistication
Brand personality e Ruggedness

H3 Brand personality . Loyalty

*p<.10; **p <.05; ***p < .01

WILEY-l 7

Chi-square statistic is the only test of significance, but is very sensitive
to sampling conditions and violations of assumptions of nommality.
The corresponding adjustments are shown in Table 4, along with two
additional indices: GFI (goodness-of-fit index), and AGFI (adjusted
goodness-of-fit index), which consider the complexity of the model,
and would be equivalent to the adjusted coefficient in linear models.

Finally, discriminant validity was evaluated using the matrix
formed by the square root of the average variance extracted in the
diagonal, and the correlations between constructs outside the diago-
nal (Fornell & Larcker, 1981). In all cases, the values of the square root
of AVE are greater than the cormelations and therefore there are no
problems related to this type of validity (see Table 5).

4.2 | Hypotheses test

Our hypothesis posited that: (i) brand personality has a significant
positive effect on the trust it builds in consumers, (ii) trust has a posi-
tive and significant influence on consumers' loyalty, and (iii) brand per-
sonality has a direct, positive and significant effect on loyalty. The
results obtained allow us to reject the null hypotheses related to H1

Rugged  Credibility  Integrity ~ Bemev.  Loyalty
0.758
0.418 0816
0.134 0.249 0732
0.210 0.470 0174 0791
0.220 0.300 0680 0432 0897
Estimate (Std.) SE Critical value p-Value
954 085 11.323
922 073 11825
988
931 083 11879
819 088 9.335 -
1085 086 11.597
737 083 9.687
640 102 7464
782 096 8907
-051 418 ~1.134 894
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and H2, since all the coefficients have the expected signs according to
the hypotheses posed, and are statistically significant (p < .05). How-
ever, in the case of H3, it is not possible to reject the null hypothesis
and, therefore, the brand personality has no statistically significant
effect on loyalty (p = .894; see Table 6).

Therefore, the results show that brand personality has a positive
influence on the confidence that a brand builds up in the consumer (H1:
‘Brand Personality’ — ‘Brand Trust’). In addition, it has been found that
trust in brands has a statistically significant influence on brand loyalty
(H2: ‘Brand Trust’ — ‘Brand Loyalty’). However, unlike other research,
there is no direct effect of brand personality on loyalty (p = .894). Based
on these results, it is relevant to observe how the effect of brand per-
sonality on loyalty is indirect, through trust. Therefore, the construction
of the brand personality, formed by dimensions such as sincerity, sophis-
tication or competition, has an indirect influence on brand loyalty, which
strengthens the relationship of the consumer with the brand and consti-
tutes a key competitive factor. Specifically, the standardised indirect
effect of Brand Personality on Brand Loyalty is 0.732. This effect is
mediated by the Brand Trust and therefore the increase of the Brand
Persondlity by one standard deviation is an indirect increase in brand
loyalty of 0.73 standard deviations.

5 | DISCUSSION

This study shows that trust plays a mediating role between personal-
ity and brand loyalty and therefore that brand personality has a signifi-
cant indirect effect on loyalty. Surprisingly, the results show that
there is no significant direct effect of personality on brand loyalty.

Trust has been investigated mainly through brand satisfaction
(Molinillo et al., 2019). Research has shown that this trust builds brand
loyalty (Flavian et al., 2005; Lam & Shankar, 2014; Syed Alwi
et al., 2016). However, previous studies have indicated that brand sat-
isfaction is not enough to explain brand loyalty (Kumar et al, 2013;
Oliver, 1999). Hence, trust has also been analysed from the point of
view of its potential to promote spillover effects with other brand
attributes. Thus, its mediating role in influencing loyalty has been
studied in relation to brand association, CSR, brand image or others
(Palacios-Florencio et al, 2018; Phan & Ghantous, 2013; Song
et al., 2019). Within this whole context of analysis, the relationship
between brand personality and brand loyalty has not been studied in
depth by the literature (Kim et al., 2001).

Consequently, this study has deepened the set of relationships
between personality, trust and brand loyalty through the development
of a theoretical model. To this end, a random sample of 1015 individ-
uals by stratified random sampling was used and a questionnaire was
provided that included the brand personality scale (Aaker, 1997), the
brand trust scale (Gurviez & Korchia, 2003) and the brand loyalty scale
(Yoo & Donthu, 2001). The results strengthen previous studies that
support the significant positive effect of brand personality on trust
and trust in loyalty. One of the findings of the study is that it shows
the mediating role of trust and therefore the indirect effect of person-
ality on loyalty. The results, thus, are aligned with and complement

the studies analysed in the theoretical framework and all hypotheses
have been supported.

Firstly, the results show that brand personality has a positive
influence on the trust that a brand inspires in the consumer. These
data strengthen the findings of previous literature explaining that per-
sonality is able to predict brand trust (Japutra & Molinillo, 2019;
Louis & Lombart, 2010; Molinillo et al,, 2017; Sung & Kim, 2010). The
explanation could be that brands that align their personality traits with
those of their consumers, and therefore allow them to express them-
selves, lead to increased satisfaction and, consequently, trust (Japutra
et al., 2018; Japutra & Molinillo, 2019).

Secondly, trust in brands has a statistically significant influence on
brand loyalty. This result supports and reinforces previous studies
such as those described by Lam and Shankar (2014), Kuikka and
Laukkanen (2012), Syed Alwi et al. (2016), Habibi et al. (2014) among
others. These research studies have been previously explained
through different scales that have revealed the direct relationship
between trust and loyalty in sectors such as smartphones, the choco-
late market or even business to business.

The main finding of the study is that trust plays a mediating role
between personality and brand loyalty, causing personality to affect
loyalty indirectly. Studies on the indirect effects of personality on loy-
alty are not very abundant but have attracted the interest of previous
literature. For example, the concern to demonstrate this indirect
effect was studied through the mediating role of positive word-of-
mouth (Kim et al., 2001). For that reason, the results shed new light
on a novel topic that has been studied from different approaches. This
result implies a new understanding of brand loyalty triggers and the
important mediating role of trust in the set of relationships. Although
previous studies had analysed brand personality along with trust and
loyalty (Japutra & Molinillo, 2019; Molinillo et al., 2017; Sung &
Kim, 2010), this research sheds light on the indirect effects of person-
ality on loyalty through trust. The explanation could be that, by associ-
ating the personality traits of brands with consumers, the latter are
able to increase their satisfaction and, therefore, their trust towards
the brands. Indirectly, this chain of effects supports the creation of
brand loyalty.

In this set of conclusions, it is very important to note that a direct
and significant relationship between personality and brand loyalty has
not been demonstrated. This finding is striking and contrasts with a
variety of studies that have highlighted that brand personality has a
direct effect on loyalty (Japutra & Molinillo, 2019; Molinillo
et al., 2017). Thus, the results of this research open new lines of inves-
tigation on the direct effect of personality on loyalty, since unlike pre-
vious research that found this relationship (Brakus et al., 2009;
Mengxia, 2007; Ramaseshan & Stein, 2014), it has not been demon-
strated that the relationship exists without the mediating role of trust.

6 | CONCLUSIONS AND IMPLICATIONS

The main conclusion of the study is that brand trust plays a mediating
role between personality and brand loyalty. In addition, the study also
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highlights that there is no direct positive relationship between person-
ality and brand loyalty. Results explain the evidence of an indirect
positive influence of brand personality on consumer loyalty, mediated
by brand trust. This implies the introduction of a new management
model for marketing and communication professionals.

The managerial implications of this study are twofold. On the one
hand, marketers need to know that trust is a fundamental driver in
achieving loyalty and therefore repeat purchases. Only through a sat-
isfied customer is trust achieved, which will enhance the retention of
the customer portfolio even in adverse situations. On the other hand,
beyond satisfaction, brand management, through its association with
personality attributes, can lead to trust. In a situation where communi-
cation and brand management are based on storybuilding, storydoing
and storytelling, the strengthening of personality traits and the ability
to align with the personality of customers can lead to the formation of
trust and loyalty. This has deep implications for brand mar

framework. Journal of Strategic Marketing, 11(2), 77-92. https://doi.
0rg/10.1080/0965254032000104469

Avis, M. (2012). Brand personality factor based models: A critical review.
Australasian Marketing Journal, 20(1), 89-96. https://doi.org/10.1016/
j-ausmj.2011.08.003

Azoulay, A, & Kapferer, J. N. (2003). Do brand personality scales really
measure brand personality? Joumal of Brand Management, 11(2),
143-155. http://doi.org/10.1057/palgrave.bm.2540162

Bhattacharya, C. B, & Sen, S. (2003). Consumer-company identification: A
framework for und ding c s' relationships with compa-
nies. Journal of Marketing, 67(2), 76-88. https://doi.org/10.1509/jmkg.
67.2.76.18609

Bloemer, J. M., & Kasper, H. D. P. (1995). The complex relationship
between consumer satisfaction and brand loyalty. Jounal of Economic
Psychology, 16(2), 311-329. https://doi.org/10.1016/0167-4870(95)
00007-B

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience:
What is it? How is it measured? Does it affect loyalty? Journal of Mar-
keting, 73, 52-68. http://doi.org/10.1509/jmkg.73.3.052

and the design of communication strategies which should be more
closely linked to displaying clear personality traits in the brands they
manage and therefore articulate as unique, a strategy that will also
lead to differentiation. Although the sample is very representative
because of the number of participants, one of the limitations of the
study is that it focuses on a single country. Future research should val-
idate the hypotheses in other cultural contexts. Furthermore, the
study an average c representative of the Spanish
market and it would advance knowledge if the model were applied to
specific industries with the aim of strengthening its validity in various

sectors that are very different from each other, such as tourism, the
service industry or financial services.
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