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Lampiran 1 : Kuesioner Penelitian
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PENGARUH CITRA MEREK DAN
KEPRIBADIAN MEREK TERHADAP
LOYALITAS MEREK DIMEDIASI OLEH
KEPERCAYAAN MEREK (STUDI PADA
KLINIK KECANTIKAN SUPERGLOW)

Halo!! perkenalan, s2a kda Aya Pute Wagkswan, mahasiwa Program Siudi Manzjemen Fakubias Bianks dan
Ekonomiia Unkersitas Atma Jaya Yogqyalaria. Saaf inl saya sedang melaksanakan penelifian uniuk memanuhi
tegas akhir saya yvang membahas mengenal Pemgaruh Cidra Merek daw Kepribadlas Merek iorradap Loyaltias
Merek pamg Dimedlasi aloh Kopercayass Merok | St Pada Kl Kecanhikan Suporgiow)

X

Pada pemsditian inl, saya memeriukan responden dengan kriieia sebagal berikos:
1. Marupakan palanggan darl klink kecantikan “Supenpow”
2. Malakukan parawatan A kinik kecantikan “Sayperglow” selama i bulan ferakhir

Apabils &nda termasuk dalam 2 korttena tersebut, Anda merupakan responden vandg tepat dan tarplih,
sehimgga saya sangat mengharagkan partisipas Anda dengan mengisi kuesioner penalitian ind sema
mamibeErikan jawaban afas penanyaan-pertanyaan yang diajukan

Eemiua 1anggapan Anda akam dipsriukan sesual dengan standar protesionalias das et penehilan, sehimgga
akan dijag kerahasizareya dan fidak disadahgunakian untek kepestingan kinya.

Hormat saya

Ida Ayu Putu Wagiseari
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Identitas

*4

Deskripsi (opsional)

Jenis Kelamin *

Perempuan

Laki-laki

Usia”
Generasi Milenial (1981-1996)

Generasi Z (1997-2012)

Kriteria Responden

»d

Deskripsi (opsional)

Apakah Anda merupakan pelanggan dari klinik kecantikan "Superglow™? *

Ya

Tidak

Kriteria Responden

¥<

Deskripsi (opsional)

Apakah Anda melakukan perawatan di klinik kecantikan "Superglow” dalam 6 bulan terakhir? *

Ya

Tidak
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Citra Merek (Brand Image) v

Citra Merek (Brand Image) menggambarkan pemahaman yang dilinat dari persepsi serta pengetahuan yang
muncul terhadap suatu merek.

Berikut adalah penjelasan untuk kriteria umum pada setiap pilihan:
1= 3angat Tidak Setuju

2= Tidak Setuju

3= Netral

4= Setuju

5= Sangat Setuju

Menurut saya pelayanan di klinik kecantikan "Superglow” ramah *

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya tampilan dari klinik kecantikan "Superglow” modern *
Sangat Tidak Setuju Q Q Q O Q Sangat Setuju

Menurut saya freatment di klinik kecantikan "Superglow” bermanfaat mengatasi masalah
kecantikan

Sangat Tidak Setuju Sangat Setuju

Menurut saya klinik kecantikan "Superglow” populer *

Sangat Tidak Setuju Sangat Setuju
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Menurut saya klinik kecantikan "Superglow” memiliki reputasi yang terpercaya *
Sangat Tidak Setuju Sangat Setuju

Saya mengetahui bahwa klinik kecantikan "Superglow” menawarkan layanan medis untuk *
masalah kecantikan

Sangat Tidak Setuju Sangat Setuju

Kepribadian Merek (Brand Personality) M :

Kepribadian Merek (Brand Personality) menggambarkan karakteristik yang dapat mencerminkan suatu merek
yang didasarkan pada beberapa keunggulan dari merek tersebut.

Berikut adalah penjelasan untuk kriteria umum pada setiap pilihan:
1= Sangat Tidak Setuju

2=Tidak Setuju

3= Netral

4= Setuju

5= Bangat Setuju

Menurut saya klinik kecantikan "Superglow" memiliki harga terjangkau *

Sangat Tidak Setuju Sangat Setuju

Saya percaya bahwa klinik kecantikan "Superglow” bersifat transparan dalam memberikan *
informasi terkait masalah kecantikan

Sangat Tidak Setuju O O O O O Sangat Setuju
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Menurut saya klinik kecantikan "Superglow” nyaman *

1 2 3 4 3
Sangat Tidak Setuju Sangat Setuju
Saya percaya klinik kecantikan "Superglow” memiliki tenaga medis yang ramah dan "
informatif
1 2 3 4 3
Sangat Tidak Setuju Sangat Setuju
Saya percaya klinik kecantikan "Superglow” bersedia menerima saran *
1 2 3 4 5
Sangat Tidak Setuju Sangat Setuju

Saya percaya klinik kecantikan "Superglow" memiliki semangat yang tinggi dalam melayani  *
konsumen

Sangat Tidak Setuju Sangat Setuju

Saya percaya klinik kecantikan "Superglow” memiliki layanan dan perawatan yang inovatif *

Sangat Tidak Setuju Sangat Setuju
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Saya percaya klinik kecantikan "Superglow” up to date *

1 2 3 4 5
Sangat Tidak Setuju Sangat Setuju
Menurut saya klinik kecantikan "Superglow” dapat dipercaya
1 2 3 4 3
Sangat Tidak Setuju Sangat Setuju

Saya percaya klinik kecantikan "Superglow” memiliki tenaga medis yang berpengalaman *

Sangat Tidak Setuju QO QO QO QO O Sangat Setuju

Saya percaya klinik kecantikan "Superglow” akan selalu mengupdate mengenai masalah *
kecantikan dan upaya untuk menangani masalah tersebut

1 2 3 4 3
Sangat Tidak Setuju Sangat Setuju
Saya percaya klinik kecantikan "Superglow” memiliki alat yang canggih untuk mengetahui *
masalah kecantikan saya
1 2 3 4 5
Sangat Tidak Setuju Sangat Setuju
Saya percaya klinik kecantikan "Superglow" menarik "
1 2 3 4 5
Sangat Tidak Setuju Sangat Setuju
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Saya percaya klinik kecantikan "Superglow” memiliki tenaga medis yang jujur mengenai hasil
konsultasi yang berkaitan dengan masalah kecantikan saya

Sangat Tidak Setuju O @ O O @ Sangat Setuju

*

Saya percaya klinik kecantikan "Superglow" dapat bersaing secara positif dengan klinik
kecantikan lain

1 2 3 4 5
Sangat Tidak Setuju Sangat Setuju
Kepercayaan Merek (Brand Trust) v

Kepercayaan Merek (Brand Trust) menggambarkan keyakinan seseorang terhadap suatu merek berdasarkan
pengalaman yang diperalehnya yvang ditandai pada tercapainya ekspetasi dan kinerja pada layanan atau
produk.

Berikut adalah penjelasan untuk kriteria umum pada setiap pilihan:
1= Sangat Tidak Setuju

2=Tidak Setuju

3= Netral

4= Setuju

5= Sangat Setuju

Klinik kecantikan "Superglow" ini memenuhi ekspetasi saya

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya merasa percaya diri setelah melakukan perawatan di klinik kecantikan "Superglow™ *

Sangat Tidak Setuju Sangat Setuju

Klinik kecantikan “Superglow” tidak pernah mengecewakan saya”

Sangat Tidak Setuju Sangat Setuju

Saya puas dengan pelayanan yang diberikan oleh tenaga medis klinik kecantikan "Superglow”*

Sangat Tidak Setuju O O O O O Sangat Setuju

Klinik kecantikan "Superglow” memiliki tenaga medis yang jujur dan tulus dalam menangani *

masalah kecantikan saya

Sangat Tidak Setuju O O O O O Sangat Setuju

*

Saya dapat mengandalkan merek klinik kecantikan "Superglow" untuk menangani masalah
kecantikan saya

Sangat Tidak Setuju Sangat Setuju

Klinik kecantikan "Superglow” akan memuaskan saya dengan alat berkualitas tinggi yang *

aman untuk membantu masalah kecantikan saya

Sangat Tidak Setuju Sangat Setuju
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Klinik kecantikan "Superglow" akan memberikan kompensasi kepada saya atas masalah yang *
terjadi pada pelayanannya

Sangat Tidak Setuju O O O O O Sangat Setuju

Loyalitas Merek (Brand Loyalty) v
Loyalitas Merek (Brand Loyalty) menggambarkan pilihan yang dilakukan seseorang untuk menggunakan
layanan atau produk dari merek tertentu dibandingkan merek lain.

Berikut adalah penjelasan untuk kriteria umum pada setiap pilihan:
1= Sangat Tidak Setuju

2=Tidak Setuju

3= Netral

4= Setuju

5= Sangat Setuju

*

Saya percaya bahwa menggunakan layanan merek klinik kecantikan "Superglow” lebih baik
daripada klinik kecantikan lain

Sangat Tidak Setuju Sangat Setuju

Saya percaya bahwa klinik kecantikan "Superglow” memiliki penawaran terbaik *

1 2 3 4 5
Sangat Tidak Setuju Sangat Setuju
Saya percaya bahwa jenis perawatan klinik kecantikan "Superglow” sangat tidak sesuai *
dengan ekspetasi saya
1 z 3 4 5
Sangat Tidak Setuju Sangat Setuju
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Saya memilih berkonsultasi mengenai masalah kecantikan saya di klinik kecantikan
"Superglow" daripada klinik kecantikan lain

Sangat Tidak Setuju Sangat Setuju

Saya bersedia menyebarkan ulasan negatif terhadap klinik kecantikan "Superglow™ *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya tidak antusias dengan penawaran yang diberikan oleh klinik kecantikan "Superglow™*

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya menyukai penawaran yang diberikan oleh klinik kecantikan “Superglow”

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya menyukai pelayanan tenaga medis klinik kecantikan "Superglow™ *

Sangat Tidak Setuju Sangat Setuju

Saya akan memilih merek klinik kecantikan "Superglow” di masa depan daripada merek klinik *
kecantikan lain
1 2 3 4 5
Sangat Tidak Setuju Sangat Setuju
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Saya merasa penawaran dari klinik kecantikan "Superglow” lebih buruk daripada klinik
kecantikan lain

Sangat Tidak Setuju @ O @ O O Sangat Setuju

Saya merasa tenaga medis klinik kecantikan “Superglow” tidak berpengalaman dalam
menangani masalah kecantikan saya daripada klinik kecantikan lain

Sangat Tidak Setuju Sangat Setuju

Saya merasa layanan klinik kecantikan “Superglow” lebih unggul daripada klinik kecantikan
lain

Sangat Tidak Setuju O O @, @, O Sangat Setuju

Saya akan merekomendasikan merek klinik kecantikan "Superglow” kepada orang lain
daripada merek klinik kecantikan lain

Sangat Tidak Setuju @ @ @ O O Sangat Setuju

Saya puas dengan layanan klinik kecantikan "Superglow” daripada klinik kecantikan lain *

Sangat Tidak Setuju @ @ @ O O Sangat Setuju
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Saya akan memilih penawaran dari klinik kecantikan "Superglow” daripada klinik kecantikan ™
lain

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan memilih menggunakan layanan klinik kecantikan "Superglow” daripada layanan *
klinik kecantikan lain

1 2 3 4 3

Sangat Tidak Setuju O O @) O O Sangat Setuju

a2
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Lampiran 2 : Identitas Responden dan Filter Kuesioner

Apakah Anda
Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'? dalam 6 bulan
terakhir?
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generast Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
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Apakah Anda

Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'"? dalam 6 bulan
terakhir?
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Tidak
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
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Apakah Anda

Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'"? dalam 6 bulan
terakhir?
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Tidak
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Apakah Anda

Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'"? dalam 6 bulan
terakhir?
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki | Generasi Milenial (1981-1996) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki | Generasi Milenial (1981-1996) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
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Apakah Anda

Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'"? dalam 6 bulan
terakhir?
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Tidak
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Laki-laki Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
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Apakah Anda

Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'"? dalam 6 bulan
terakhir?
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
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Apakah Anda

Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'"? dalam 6 bulan
terakhir?
Perempuan Generasi Z (1997-2012) Ya Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Tidak
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
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Apakah Anda

Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'"? dalam 6 bulan
terakhir?

Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Laki-laki | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
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Apakah Anda

Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'"? dalam 6 bulan
terakhir?

Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Laki-laki | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
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Apakah Anda

Apakah Anda melakukan
Jenis merupakan perawatan di
Kelamin Usia pelanggan dari klinik kecantikan
klinik kecantikan "Superglow"
"Superglow'"? dalam 6 bulan
terakhir?

Laki-laki Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Laki-laki | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) Ya Ya
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Lampiran 3 : Jawaban Indikator (Google Forms)

» Jawaban Indikator (Citra Merek)
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» Jawaban Indikator (Kepribadian Merek/Brand Personality)
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» Jawaban Indikator (Kepercayaan Merek)

|

5

5

5

5

5

5

5

5
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» Jawaban Indikator (Loyalitas Merek)
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Lampiran 4 : Struktur Penelitian

> Gambar Struktur Penelitian
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» Gambar Struktur Penelitian Setelah di Drop
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Lampiran 5 : Uji Validitas dan Uji Reliabilitas

» Uji Validitas (Outer Loading)

Outer Loadings
| Matrix
Brand Personality Citra Merek Kepercayaan Merek  Loyalitas Merek
BP1 0.666
BP10 0.719
BP11 0.693
BP12 0.700
BP13 0.662
BP14 0.757
BP13 0.715
BP2 0.723
BP3 0.718
BP4 0.729
BPS 0.703
Quter Loadings
| Matrix
Brand Personality Citra Merek Kepercayaan Merek  Loyalitas Merek
BPE 0.662
BRT 0.718
BPE 0.695
BPS 0.746
CM1 0.725
Ch2 0.658
CM3 0.751
Ch4 0.662
CM5 0.737
CME 0.712
K1 0.772
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Quter Loadings

[=] Matrix
Brand Personality Citra Merek Kepercayaan Merek  Loyalitas Merek
Kmz2 0.749
KM3 0.735
K4 0.765
KM5 0.757
KME 0.742
KM7 0.789
KMBE 0.719
LN 0.815
LM12 0.842
LM13 0.812
LM14 0.815
Quter Loadings
=] Matrix
Brand Personality Citra Merek Kepercayaan Merek  Loyalitas Merek
LM 0.815
Lmi2 0.842
LM13 0.812
Lm14 0.815
LM13 0.782
LM16 0.826
Lm2 0.790
L4 0.781
LM7 0.712
Lma 0.745
LM9 0.822
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» Cross Loading

Discriminant Validity

| Fornell-Larcker Criteri... ||| Crossloadings ||| Heterotrait-Monotrait R.. | 2% Heterotrait-Monotr

Brand Personality Citra Merek Kepercayaan Merek  Loyalitas Merek

L 0.666 0.502 0.593 0.428 |
BP10 0.719 0.623 0.707 0.563
BPT 0.693 0.637 0.580 0.512
BR12 0.700 0.626 0.581 0.548
BP13 0.662 0.608 0.336 0.438
BP14 0.757 0.625 0.637 0.555
BP15 0.713 0.585 0.385 0.470
BR2 0.723 0.6:04 0.644 0.565
BP3 0.718 0.649 0.589 0.433
BR4 0.729 0.646 0.651 0.563
BP3 0.703 0.613 0.627 0.512

Discriminant Validity

| Fornell-Larcker Criteri... ||| CrossLoadings | || Heterotrait-Monotrait R... | {3% Heterotrait-Monotrz

Brand Personality Citra Merek Kepercayaan Merek  Loyalitas Merek
BPE 0.662 0.583 0.576 0.491
BFT 0.718 0.642 0.565 0.491
BPE 0.695 0.617 0.583 0.522
BPS 0.746 0.641 0.615 0.530
v 0.629 0.725 0.609 0.550
Cm2 0.622 0.658 0.506 0.415
e 0.662 0.751 0.608 0.508
Chvi4 0.531 0.662 0.436 0.433
CM3 0.663 0.737 0.584 0.453
CME 0.609 0.712 0.535 0.510
KM1 0.670 0.626 0.772 0.630
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Discriminant Validity

|=| Fornell-Larcker Criteri... ||| CrossLloadings ||| Heterotrait-Monotrait R... | 5% Heterotrait-Monot

Brand Personality Citra Merek Kepercayaan Merek  Loyalitas Merek
Kh2 0.621 0.362 0.749 0.531
K3 0.643 0.615 0.735 0.588
K4 0.638 0.568 0.763 0.583
KM3 0.660 0.587 0.757 0.579
KME 0.624 0.595 0.742 0.571
KM7 0.677 0.637 0.789 0.601
KMa 0.627 0.559 0.719 0.365
LM1 0.647 0.616 0.669 0.815
Lmi2 0.602 0.350 0.640 0.842
Lm13 0.541 0.522 0.617 0.812
Lr14 0,561 0.498 0.610 0.815

Discriminant Validity

|=] Fornell-Larcker Criteri... ||~ CrossLoadings ||| Heterotrait-Menotrait R... | i3 Heterotrait-Menotre

Brand Personality Citra Merek Kepercayaan Merek  Loyalitas Merek
LM1 0.647 0.616 0.669 0.815
LM12 0.602 0.550 0.640 0.842
LM13 0,541 0.522 0.617 0.812
LM14 0.561 0.438 0.610 0.815
LM15 0.559 0.498 0.607 0.782
LM16 0.558 0.518 0.640 0.826
LM2 0.633 0.394 0.629 0.790
L4 0.57 0.564 0.639 0.781
LM7 0.524 0.505 0.502 072
LME 0.572 0.520 0.560 0.745
LM9 0.593 0.539 0.620 0.822

145



» R square dan Adjusted R-Square

R Square

| Matrix | 3% R Square

% R Square Adjusted

F Square F Square Adjusted
Kepercayaan Merek 0.742 0,740
0.614 0.610

Loyalitas Merek

» Uji Reliabilitas (Cronbach’s Alpha, Composite Reliability) dan AVE

Construct Reliability and Validity

| Matrix | %% Cronbach's Alpha

g
L E

rho A | 3% Composite Reliability

Cronbach's Alpha

+%  Average Variance Extracted ...

Copy to Clipboard:

rho_A  Composite Reliability  Awverage Variance Extracted (AVE)

 Brand Personality 0.929 0.930 0.938 0501
Citra Merek 0.801 0.805 0.858 0.502
Kepercayaan Merek 0.891 0.892 0.913 0.568

0.942 0.943 0.950 0.633

Loyalitas Merek

> Bootstrapping (Path Coefficient dan Specific Indirect Effect)

Path Coefficients

| Mean, STDEV, T-Values, P-Val...| || Cenfidence Intervals

| Confidence Intervals Bias Co...| || Samples

Copy to Clipboard:

Excel Format R

Format

Original Sample (0) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) P Values

Brand Personality -> Kepercayaan Merek 0.715 0.716 0.067 10,659 0.000

Brand Personality -> Loyalitas Merek 0.186 0.190 0.093 2.013 0.045

Citra Merek -> Kepercayaan Merek 0.162 0.162 0.074 2.200 0.028

Citra Merek -> Loyalitas Merek 0.086 0.091 0.070 1.229 0.220

Kepercayaan Merek -» Loyalitas Merek 0.544 0.533 0.086 8.313 0.000
Specific Indirect Effects

Copy to Clipboard: | Excel Format R Format

| Mean, STDEV, T-Values, P-Val...| |=| Confidence Intervals

| Cenfidence Intervals Bias Co...| =| Samples

Criginal Sample (0} Sample Mean (M) Standard Deviati... T Statistics (|O/STDEV]) P Values
Brand Personality -> Kepercayaan Merek -> Loyalitas Merek 0.389 0381 0.069 5.621 0.000
0.088 0.086 0.042 2.095 0.037

Citra Merek -» Kepercayaan Merek -> Loyalitas Merek
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Lampiran 6 : Jurnal Utama
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The Influence of Brand Image and Brand Personality on Brand Lovalty, Mediating
by Brand Trust: An Empirical Study

{Pemgarah fmef Jenama dan Persenaliti Jenpma ke Atas Kesetiman denama, Kesar Pengantara
Kepereayvaar Jeaoma: Kajion Empirital)
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(Facully of B ani E Amran L ¥-Weime)
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Hesmizam: Shaoari
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ABETRACT

The abwecive af iy stedy 15 to fevesiigare the redarfonships bervees Brand mage (&, beomd personality (&0, and
trand Lapaliy (BLF of focel amtamobile branads ie Walesio ood detersane the medioting affecty of irand st (BT on e
refntiowships between hrowd persomality (87 ood broed dapaity. This sy was conrded owt beomse owly @ fow siuolies kave
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Serverwral Equiesion Modelitag (PLESEL) war empdoved in e date eealyste. The finaiags revenled sign ifoanr redafanskips
tetween frowd (mege ood brond fovele Doweve; this stady dld nod fina oy signdfcant refaiionskips beteen hrand
persanaliy and brand fovoly. fo odaition, Srand mrast i fowed do mediate dhe redelionsbips bereees frand personality
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camclides with @ dicousrion an dhe condburions, Suftatlons av well os suggestions for free researchk.

Keywords: Srand inage; hrawd persanaliny; hraed tne; Srand Iovalty; Molaystan oaiomobile foce! frands
ABSTRAX

(hyekdf penyelioihen il adelah untak menghol Bubsagmon andare teey fenoma (81, per i TR, alew &

JSewama (L] hag | il remparan of Malapste, serta fupo anmk sesentwban tesoe penganiens
Eepereayamy werirdap jemama (87 B anes irhangan awiarg persanmdind fenowa (80 den beredean fewanr (5L Kaflan
fa alfprlantor disetabkan fonva tendopar deterapr boflor voeg seneli’ pengarah gy femama, peroneifs fenema,
dan kepercaryaan defedap fi e miaw Eeseriaan fi ‘Pl Least Squares Strctwnnd Egumtion Maodeling "(PLE.
SEM) felah digunaekes dalan livis daen. Daparan kajlan kbiow vijudmie kubiwpar pare sigadiban anfens
iy femami den keseraow fewama. Wirlaw hogaimanapan, baiian ind ddok smesemnr fiwbungan vang stgniffan antenr
persanadidd emame don kesetiaan fenewa. Tambeban piika, fepercayans terhadep jenama didapai mengennrra kubiregan

(RAITE AT Ii diem & dan kepercayans fevkadap fevama didapat] tidek mengeanrra kabirgan
arhTra iy e k: Kaflaw ini dladhin desgaw perbincargar mengemal sumbangas, kedangan,

sevia codangan kofien mrsa hedapan.

Kate kel Tavey ; paersoali o beperoavean defindap s s e E
aarommebil rempatar Malaysie

OhapTirdd 79

INTRODUCTION

The awinmphile indusiry opernies in 2 workd of constam
change and improvensent as automabiles are hecoming a
necessity of life. The econsmic progress of some couniries
are largely supparted by the automobile indusiry (Ghani
1012; Rosli e al, 2014} In Makysia, the automobile
inddustry is poe of the most imponant industrial sectors,
Manetheless, this indusiry is reported to be focing
exiraprdinary challenges due o ghobal competition from
foreign hmands and the constant changes in cusiomer
behaviour {Al-shami 1 al. 2012). Hence, there seems 1o
be a need o review the stramegic direction and podicy for
the bocal aantomadive sector in the guest to be competitive

and o survive in the long run (Zakuan, Mohd Yusof &
Mohd Shaharoun 2005, Wad and Govindarayu (2011)
argued hai the Malaysian sutomotive industries have
failed in the arcas of indusimal upgrading and internatonal
competitiveness hecause of low technological and
markeiing capabilities. Furihermare, the Malaysian
atomohile brands are reporied to possess infersar gaality
im reasonzble terms {Thanassta 21 al, 2009), which is a
matier of gruve comcem.

Brand lovalty is an essential component of a
company's business sirategy and its success (Sahin,
Zehir & Kimpg 2001 Despite the growing number of
empirical shadies om brand loyalty towards imemational
andd global brands [Mexakadi, Kok & Asgari 1011; S
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& Hamid 20023, to the researcher’s knowledge, only a
handful of studies bave heen conducted o wnderstand
consumer loyvalty towards bocal brands (Kapferer &
Echuiling 2003%, Zhang & Schmat 2001), especially in
Malaysia. Fusthermore, as a country with a diversified
culture, Malaysin offers an excelleni oppomunity o
conduct research om boyalty twands products ar brands
[Rezne, Amin & Khainmemman 2014} A key observation
is that Malaysian customers prefer imported auiomohile
beands [Mezakati et al. 2011).

The lnck of a streng brand image has given a
contineous challenge 1o the marketers of local automotive
brands in Malaysia, Companies/mamufaciurers seek
warions ways to inform consumers about their produocis
anid brands (Sarah e al. 2000k Brand image is identified
s o key determinand in influencing brand lovaly { Hodly
et al. 2002). However, previous studies on brand image
hawe heen directed towards intangible producis and retail
contexts (Ghazizadeh 2010; Shi & Hjakase 2017k Little
resicarch has been undentaken 1o assess brand image for
tangghle prochoots. Hence, expanding a brand loyaloy model
by inchudmng brand image is needed mot anly to enhance
the prediciive power of the framewark (Sendoh et al.
2007), bt also te provide o good understanding of the
determanants that stimulate brand loyakty in the bocal beand
industry. Furthermore, Sondoh et al. (DT} pointed ot
the: lack of brand mmoge siudies associnbed with concrete
products apd their relatianship with lovalty.

The competition for customer boyalty among local
brapded products is heighiened as the markets mave
towards a higher degree of sawration [Gocek, Kursun
& Beceren D007 However, i is arpued that having an
estahlished brand image and brand personality could
pive a company compeliive advantage by producing
sironghy desmrable brand lovalty (Sahim et al. 2001 ; See
& Haenid 2012}, To date, there have heen a few shudies
that investigated the linkage betoreen brand image, brand
persanality, brand inest, and brand loyalty iogether m
an imlegrated framework (Mabkbot, Salleh & Shaari
1015; Ulusu 2011} Theredore, this study fills the gap by
imvestigatng the exsential fxctors parported (e enhance
beand loyalty in the Makysian suipmobile mdusicy. In
the present stuchy, brand image and brand personality ane
considered 1o influence hrand tmast, which are posislaied
1o affect hrand loyalty. As there & a lack of siudies on the
mediating effects of hrand nesi in the asomobile industry,
this research also caters to fill this potendial gap (Akdeniz
Ar & Kara 2004; Al-Hawary 2013).

LITERATURE REVIEW
ERLAND LOYALTY

The centmal role of markeing sirmlegies is the development
and maintenance of customer hrand layalty, especially in
markets with strong competition, great unprediceahility,
ani decrease i product differentintion {Mawaz & Usman
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2001} Brand boyaky is a convestional marketing idea
that focuses an developing a Jong-term consamer brand
relationship. [t has been emplowved o measure brand equity
and swocessful markeling strotegies (Knox & Walker
2003), As genting new customers can be very expensive
for companses, geiing loyal cusiomers is in their best
interest. This advocates that “brand koyalty is the only
bhasis for enduning profitable growth™ (Light 1994: 1)
Brand koyalty is the strength of the hrand aoquined over
time through grodwill and name recognition | Yitex 2013},
which lends 1o incrensed sales and higher profit margins
against competing brands (Usman et al. 20120

Oliver (1999: 34) defined lovalty as ~a deeply ek
commutment to refbuy or respatronize a prefemed produci
ar service consisiently n the fisture, despite sitaaticnal
infleences amsd marketing effonts having the polential
1o cause switching behavipar.” Four dimensions of
oustomers’ brand loyalty {cognitive, affective, conative,
and action). Cognitive lovalty reflecied brand nitribuies,
while affective loyahy focused an a positive attitnde
towands & brand and directed sowards brand [deahility.
Cognitive lovalty referred to sirvng mientions for foene
exchange and focuses on the performance aspects of the
‘hrand. ard action kyakty was a conmimitmeznt to 2 specific
product and committed s repurchase reganiless of the
marketing efforts of competitors (Olinver 1997). Harris and
Ginode (24 pointed out that, affective lovahy is a level
which reflects a favourable attibade from the consumers
‘hased an a satisfied urge.

BE AND IMAGE (B

Brard image is described as “the perceptions and beliefs
held by consumers, as reflecied in the associations held
im the consumer’s memory”™ (Kotler et al. 2005 ). Brand
image has a meaning associated by consumers with the
brand (David 1991), which s retained in their minds
{Dabai & Zickhan 1990). Keller  1993: 3} defined brand
image as “perceplions abowt a brand as reflected by the
hrand associations held in the consumer’s memory.” |
is 0 summation of brand associstions in the memaory of
consamers which gaides them tvwards brand associaian
and hrand perception. Hsich, Pan and Setiono {2004
showed that brand image can help consumers recognize
thezir meeds and satisfacton with & brand. Furihemmnore,
brand mage can help customers assemble information,
discriminate hrands, creaie positive feelings, and oreate
& cause t buy (David 1991). Since brand image is a
oustomer's perception of a brand, the aim of companies
is to create a strong image of the brand in the minds of
consumers. Marketing programs can genemibe a positive
‘hrand image by buikling a strong link between a brand
and iis inmge in the memory of the consumers.

The research key in brand image is 0 develop and
idendify the most influential images and strengthen them
through subseguent husiness conlacts, Some studies
revealad a significant relationship between brand mmage
and brapd loyalty (Andreani, Tamiaji & Puspitasari
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2002; Sondoh et al. 2007} while others did nod {Roy &
Chakrahorti Z005; Zhang et al. 20004). There are o limsted
number of inguiries that have examined the relationship
between brand image and brand kyakty in astomobile
brands.

BRAND FERSONALITY |BF)

Anker [ 1997 defined brund persooality *as aset of human
characierisiics associated with the brand.” The author
developed five dimenssons of brand personality, which
are sincerily, excilement, competence, sophistication,
and nzgpedness. Brand personality assists in creating a
strang brand in many ways. Brand personality can build
a relativeship between brand and consumers and play a
role i self-expression o attract consumers { Aaker David
3001 Many researches have been dome on the effects of
brmmd persanality om bmand maragenent (Chang & Chicng
2006 Sung & Kim 20100 However, there is o dearth of
research on the relative imporance of the dimensions
of brand personality that drive brand loyalty (Keller &
Lehmann 20806). This is despaie the claims thot brand
persanality promodes consumer preference and brand
lowaliy { Mengxia HHIT)

Brand persomality can predict brand boyalty, nooonding
o Louis and Lomébant (2010}, who suggesied for fabure
studies: io look inte the effects of hrand persanality on
nther consaquences, such ns loyalty, A conceptual shedy
by Mubkhot et al. {2005) proposed that there is a link
between brand personality and brand loyalkty. Hence, brand
personality is included in this study.

HAAND TRELST (BT

Brand tmust is defined as “the willingness of the avemge
consamer o rely on the ability of the bmnd to perfarm
its stated function” (Chaudhur & Holbroak 2001: 82).
The imporiance of drust has akready been dllustmbed in
stainable relaisonships between the seller and buyer
ISahin et al. 2011} K is the tnst that makes cusiomers
become mimmate 1o o company (Morgan & Huant 1944).
Trusi is cresied when o company promises 1o provide
guality products iv consumers and sucoess fully meets the
promise (Nawae & Usman 200 1)

Scholars have demonstrted that trust & crucial in
creating brand lovalty (Morgan & Humt 1994). Odhers
inclicated that brand trust i o key determinantof attinedinal
lowaliy and hehavioural loyaly (Chaadharn & Holboook
2001}, Consumers wha tnast a brand are more willing o
stay lowal o that brand, to parchase new brands mtroduced
unler it in new calegories or in the existing ones, o pay
o superior price for it and to share the same infoemation
about consumers tastes, behaviour, and preferences. Many
scholars have also reviewed the link between brand st
and hrand loyalty | Aydin & Cwer 2005; Dehdoshii, Eenari
& Bakhshixadch 301 2y reveabed that the moast importani
antecedent of brand loyaliy is trust.
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THEORETICAL FRAMEWORK AMIF HYPOTHESES

This stucly primanily focuses an the: major determinants of
hrand loyaliy. Figure | illusimtes the research frmmewark
for this sthsdy, showing the independent varianbles brand
image and brand persomality, brand trost as a medisor
variable, and brand lowvalty is dependem variable.

-~
Eeruned Imege -

Brand Personaliy
I‘-\. -

rEuRE 1. Resennch sl

HYPUTHESES DEVELOPMENT

Previows researchers have showed that bmnd image has a
positive infloence on brand loyaly { Andreand etal. 201 2;
Hyumn & Wansoo 2011}, Past rescarchers have supponied
the claim of Keller { 1993 that when consumers clearly
rernember a brand, they are likely o creaie the beand image
of the products (Exch et al. 200i6; Schutling & Kapferer
2004). Furthermore, the relationship between hramd
personality amd brand boyalty has showed inconsisbem
results. While some studies revealed a positive mfluence
{Mysveen, Pedersen & Skard 2001 3; Pinson 2012), others
founsd ni sigrificant effects (Lia et al. 2012k Despise the
inconsistent results, the current study hypothesises tha
hrand persanality influences brand loyalty sigmificanthy
towards lacal awtomabile Brands. Furthermore, past
rescarchers have indscated that brand image has a positive
influence on the oustomer’s trust {Esch et al. 2006; Yu.
Shan HH0). When customers have siromger trust inoa
‘hrand, they are [&ely 1o have a deeply-rooted brand emage
in their mind (Flyun & Wansoo 301 1) Therefore, this stody
expecis that brand image will enhance inast in the Jocal
ariomohile brands.

Sung and Kim {20000) found that brand personality
dimensions can mornease the levels of hrand mesi. Smmilardy,
Baouhlel et al. (2011} revealed that brand personalicy
imfluences trast. Therefore, this shedy expects that bramd
persomality in local auiemobile brands will enhance
trust. Brand trast is considered a key factor in a long-=ran
relmionship with consumers, which leads 1 enhanced
brand loyalty (Mazodier & Merunka 2011). Albough
the mzjority of the studies showed a positive influence of
‘rand trast and brand lovalty, others reporied mioced results
{Anabila, Marich & Twenehoah-Koduah 2012; Kuikka &
Laukkanen 2002). Despite the mconsistent fimdimgs, this
shdy expects that brand st will enhance loyalty bowands
local amtomibile brands.

Trust is considered a key element in bailding
the associations between consumers amd companies.

TR T ik
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Several shudies have conssdered the mode of hrand trast in
determining brand boyalty (Cheodhari & Holbook 2001;
Fournser 1998). This study has reinforeed the argoments
made by severl schaolars {Hanzeee & Andervazh 2002;
Yu-Shan 20010 regardmg the impodan role of bmnd st
as mediatar.

Thus, based on the discussion above, this study
expects that brand image and brand personality will
enhance brand boyalty tpwanls bocal automabile brmnds.
Hence, this shudy assumed the following hypotheses:

e Perguiiisas 58

part of Malaysia. This study applied mulistage cluster
sampling foousing oo the three siates in the morthern
peninsala of Malaysia which are Penang, Kedah, and
Perlis. The mall-intercept technique was emploved for
distributing the sarvey in 16 supermarkets o maximize
thee chance of capturing n wide socio<lemographic sample.
W mitercepied every tenth shopping mall customer whao
was approached to complete the survey (Hair et ol 2008;
Sodmian 19800, The participants were asked bo evaluate
lescal autanwotive brapds specifically Perodus and Proton,

A toal of 376 participants volumtarily foak pat, bt 334

H,  Therei ignificant positive relationship bet
e S e icaship hetween comgleted surveys were used in the aciual data analysis.

brand image | &) and brand lovalty {BLL

H, There iz a positive and significant relationship
between brand persomality {8F) and brand loyaliy
LELI.

H, There & a significant and positive impact of hrand
image (1) on hrand trust {BTh

H, There is a significant positive impact of brand
persanality (BP) an brand Trust (BTE

H, There is significan positive impact of hrand trast [BT)
on beand loyahy (BL).

H, Brand mest{BT) has a medisting efect oo beand inage
(E11 and brand boyalty (EL).

H, Brand trast (ET) has 0 mediating effect on brand

" personality (BF) and brand lovalty {BLL

MEASUEEMENTS

All varinhles were measured oo a fivespoint Liken
scale, and Table | showed the all constructs, iens, and
resources.” An ohservable, reflective indicator can be seen
2 o function of a lment variable {ar construct), wherehy
changes in the lment variable are reflected i changes
in observable indicators. However, i formative cases,
changes in mdicators determine changes in the value of
the lment variahle {Jarvis, MacKenzie & Podsaked? 2003,
The madel of this sbody & reflective which expected
have high inter-correlations. Alsa, the very comman
Cronbach’™s alpha measares unidimensionality of a scale
by inter-correlations. The measare scans literally be said
1o “reflect” the latent variable. Most personality scales
are constrocied as reflective (Christophersen & Konrad
20020

METHOD HLOY

The population in this study was all customers of local
mutomohile hrands in Malaysia, which is in the nonhern

Tamen 1. hem seele o the all Consimasis

L nrcanices Dimenslong It SinEeEs
Hiand lmage  unidimensscanl | siek dio ches beead s frendly

I think thes this bessd s madem [ Lo anid

1 thuimb: thist ches bewssd b5 useful Lankb Ir

| think thes ches beesd s poprular 20}
1 thimk: thes chis bewad (s geadle
I thimb: ihiet chis bressd is anddicial

1 believe this beaad (s dows-to-canh.
| believe this Bensd s honest

I believe this Beasd |5 whodesome.
I beligwve this beaad s cheerfal

1 believe this beaad |5 deging.

I believe this Bewad 15 spirited

| believe this Brasd s imagimiive
I beligve ches benad (s up-ne-date.
I Believe this Beasad (2 reliable.

1 beliesve this benad (s intelligeas
I believe this Brasd |5 successdul.
| believe this Bensd 15 upper cliss.
I believe this benad |5 charmmg,

I believe this Beaad 15 ouldoorsy.

I believe this Beaad 5 ough.

B-Persorality  Sineerity

Excinement
CAnker 94T}

Compesence

Sophistcation

Ruggedn s

il
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TABLE | coiiliiidsnl

. il luzms Sources
H-Trus1 wnbdimensioral  Thes bresd mues iz my @5 poriatons. (Dl g ado- Ballesier
I feme | confidence in this bromd & Munuera-
Thits el never disappoinis me. Alemdin 2001
This heasd guaraniees satkslberon. Delgndo-Ballester,
This beramad woukd be Baoies and sincere m addressing my oxicerm. Pelunuera-Aleman
I coukd rely on this brand 1 salve the probbem. & Yague-
Thits hrasad woishd mike sy elfot 1o sasly me Ciulllen 2003)
Thits s wioishdl compensale me 0 some way for the problem with
the [product].
B-lovalty Cognitive I Beligve that using this hrand & preferable o cduer brands.

I Beeligve that this brand has the best offers an the momest
I Beligve that the features of this brand are badly suited wo what
I like [Rp
I preder the service of s Brand 1o the service of others hrands

Aflective I Bave & negative atlinade v dus brand (R
I dieslike this hrand offersg (R)
I Hike the fentures of this brand servces and offers
1 like the performarnee ond services of dis beand

Comartive I e repeaiedly Found this brand s Bener thas others brands [Harns ol
I mearly always find due offier of this brand sderior (R) Cinode 2004
I Bave dly foasnd the £ of this hrand mdeor i ®) Ollver, R
Repeatadly, the pert of this hened s superion s fat of & varki 19571
ooinpetiion brands

Acthon I wwould always contisue g chooss: this hrnd Belore others brand

L will always contimie o choose the feaiures of thes hessd Betine

nthers bound

I would always contisue wo fevor the offerings of this brand before

others hrand

L will always chinose o ise s brand in pn:l'm D codarlilon Bredid

Hawr: (R) Drerecles dem neptive by wenled

DATA ANALYER

Thez Partial Least Squares Structural Equation Modelling
[PFLA-SE8Ep path meodeling wsing SmartPLs 3.0 software was
employed to best the theoretical moded (Ringle, Wende &
Bezcker 2015

FINDIMNLS

ARRERSMENT OF THE MEASUREMENT MODEL

The study adopied a two-siep process as suggesied by Hair
et al. (2014) and Henseler, Ringle and Sinkovics (2009)
o aswems both the measurement and stroctural model. The
first step invalved assessing the measurement model by
runming the algorithm in SmanipPLs 3.0, The result of the
nssessmend of the measurement model shown in Tahle 2
shorwed the sguare root of the avemge variance extracted,
correlation of latent variables, avernge variance extracted,
cranbach’s alpha, and composse relinbaliy

As shown in Table 2, the fit indices indicated that
the measarement model had good convergent validity.
Assessing convergent validity was done by examinmg
(4% E) each latem constroct. An average variance extmcisd
of greater than 050 indicates that the validity of bath the

canstruct and the individual variahles is high (Hair et al.
2004). Following the role of thumhb for retaindng items
with koadings between .50 and . 70 Hair et al. 2014), it was
discoversd that ot of 45 fems, 7 were deleled because
they presented loadings below the threshodd of 0,50,
Thus, i the whole model, saly 3% items were retained
a5 they had loadings berween 0.663 and 0959 (see Table
2. Therefore, the measwrenent model was relishle and
meaningfisl to test and assess the stroctural model.

ASCERTAINING DISCRIMEANT WaLITY

Discriminant validity were determined by comparing
1he indicaier loadings with edher reflective indicators in
1he cross loading. First, 2 a rule of thumb for evaluaimg
discrimimant validity, Formell and Larcker (1981)
recommended the use of AVE with a scome of 0,50 or
mare. In arder to achieve adequate discrimmant validity,
the sgoare root of the AVE should be greaster than the
carrelations among lstent constructs (Fomell & Larcker
1821).

In Tabde 3, the correlations among the constrocts were
compared with the square oot of the avemge variances
extracted [values in boldface). The outcome from
SmanPL8 3.0 shows that the square root of the avernge
variances extracted were all greater than the carrelations
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TaE 1 hese loading: ge v catmied, iy liabalivy, ared Cronback's alpha
L nneinacts Tierms Loadings LAV E) A TR
Hrand image 1534 (e ) n.Esl
IMAGED 0774
IMaGET LIE k]
IlAGES LT
IHAGES LiE k]
HF-Smcerity {.703 1. Bz RS
EPI 0774
EPZ LLE ]
EP3 DIELL]
Er4 (L350
HP- Excilemeil 01.743 .53 K ]
EPS LI h ]
EPfn LEYS
EPT LE ST
EPrE LIE k]
HP-Compensnee 0.7493 IRl K ]
 H 371
EPrO DI
B 342
HP-Sophisncaros .79 0745 IL.EES
ErMZ {LEHI
ErM2 LSS
HF-Ruggedness a217 [Re ] nasT
Er4 {1555
ErMS LS5y
Eraind Trist LIESs 923 1540
EHTI {LE3
HTZ {1354
BHT3 DIEINI
HT4 DIEEE]
BTS LIEEH
HTH L]
HT7 LY
HCogninve 0744 134 IS
ELI L2053
BL2 {LEHI
HL4 {1353
HAM v LIE &) 0. 7s 05z
HLS iy
HLh 1543
B odintie {1500 ILETS I.Es2
HLY L5
HLI2 L3y
B ton Q313 EL] 54
HLI3 PR
HLI14 {1524
HLIS {LEHI
HLIO DR

Mo # AVE = Avenage Varemee Exiracted, CR = Compeanic Relability, Cas Croshock’s Alpha
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TANLE 3. Latent varahle comelations and square roots of average vanance extracted

3 3 4 3 i T K 4 1] 1E 12
B Trust 033l
BAcnon QLEY3 R0z
HAfMective 014y 034 097
B ogninne ATES 0750 0.IE DEES
HOoaalive OEYS 0737 01T 0a8h  BAYH
HP-Compereno: OATIH S 0245 053 G514 W
HP-Excitemest a3 0497 0241 0501 Odin LTeh  ILEST
HP-Ruggeadiics QEh3 ST 0.2 0587 0S54 halE O ILEST  D9SH
HP-Sanceriny QYT 0530 0.Z6E 0514 04ET  LTIE DTS 0553 [LASE
HP-Sophisie st QLESH 0547 0234 O85TS 030 ehs 0690 OEED el9  DESI
Heead image QsG] A2 0502 0463 LE5E 0353 0437 a3 DARS  IUTEY

Newe: Entries shown in boddises represent the square rool of the aversge vanance sxiracsed.

-
4
4

among latent constructs, saggesting adequate discriminam
valulity (Fornell & Larcker 19810

ASSERSMENT OF THE SIGNIFICANCE OF THE STRUCTURAL
EICDEL

The section is concerned with the testing of the hypotheses
related to the main and medisting effects. This siudy

applies the FLS standard Bootstrapping procedure with a
nummber of 5 (00 bootstrap samples and 330 cases o assess
ke sgnificance of the path coefficients {Hair et al. 2014),
Takile 4 shows the estimates For the full structesal mede],
which includes all the variables.

TARLE 4. The structure] sodel direct rek hif
H}TI- Relatiom Beia =k T-value P vl FIMI.I'I,F
HI HIFHL 1101 [LIHT 212 TR Supporned
H2 BPFHL LIS (LIT0 1277 1341 Mot Suppated
H3 HIFHT 1084 (54 1559 [T Mot Suppaned
H4 HP#HT 1AE2 (L1151 13.314 ILIHHD Supponed
H HTZ+EL 04z LITT 5562 ILHH) Supporned
Hit BIET3HL ITE [h1z4 1476 ILITE Mol Suppaned
H7 BPFET-HHL 0.z (LI5T 5121 ILIHHD Supporned

Hotw: Bl = Boaral kmage, P = Brand Persemibty, BT = Brood T, BL = Brand Ligalty

Hypothesis | predicted that hrand image is positneely
relaied tohrand loyaliy. The findings in Table 4 revealad a
significant positive hood between brand image and hrand
loyaliy f = G0, § = 2,123, p < 001} supponting the
hypathesis, As illustrased i Table 4, a non-significam
positive relationship hetween brand personality and
beand kayalty was fiund (= 0.019, t= 0277, p= 001}
Theerefore, hypothesis 2 was not supported. Also, no
significand positive relationship between brand image and
brand trast (f = 0B, ¢t = 1 559, p = 001} was found.
Thas, by podhesis 3 was rejected.

For Hypothesis 4, the resulls indicated a significant
positive bond heraeen brand personality and brand et
(p=10.682, t= 13314, p<0.000 ). Thus, the hypothesis was
supported. Hypothesis 3 alse received enpirical support.
Thee resulis indicated a sigmificant posiinee relationship
bedween brand irust and brand loyalty (f = D428,

1= 5.562, p = (L001 ). Tahle 4 demonstrates that bmand st
failed to medizie the relatinship between brand mmage
and hrand layalty statistically. Hence, hypothesis 6 was
not suppered. However, the resalts showed o sagnafican
mediating effect of brand trust oo the link beteesen brand
persorality and brand kyalty, supporting hypethesis 7.

THSCLISSION

Thas research was conducted to nssess the effects of hrand
imzge, brand personality, 2nd brand st an braed kyalty.
In addstion, the mediating effects of brand frust oo the
relationship between brand image, brand personality, and
brand koyalty amsng Malaysian customers towards ocal
slomohile brands examined.

1 ST DS
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THE DIRECT EFFECTS OF BRAMD IMAGE OM BRAND
LEFYALTY

As illustrabed in Table 4 eadier, the relatsonship between
beand image and hrand lowalty was possiively significant,
suppinting the first hypothesis. The resulis are consisteni
with previous shsdies which foand that brand mage wasa
poodd predictor and played a very significant robe in hrand
lovalty {Andreani et al. 2002; Hyun & Wansoo 201 1), This
finding seems to sugeest that when cusbomers perceive
that the automahile brand kas a good berand image, they
will be Joyal 1o that brand. The finding is consistent with
the: premdse that customers purchase not only gooads bt
alsa the image relations that come with the prodoct or
brand {LMusa 20015,

A strongg image of brands is important to cusiomers
because the brand image distinguishes the brand from
their compeinors. Based oo the finding, it can be said
that Malaysion customers have a clear image of kocal
mulomaebike brands, and they are loyal to their country’'s
brands i.e.. Proson and Perodis. The most plausible reason
for the high level of significant relationship of brand
imnge &5 because Malaysian consumers are familiar and
have more awareness of the local brands. Ing et al. (201 2)
noted that astemohile brands are a high involvement
pruduci. Therefore, when customers make parchases they
tend to engage in exiemal searches. They bocome mone
mware of the source channel and are maore sensitive bo the
inFormation on brands (Wel, Alam & Nor 2011

THE DIRECT EFFECTS OF BREAND FEREOMALITY N BRLAND
LEFYALTY

Unexpectedly, no significant relativnship between hrand
persomality and brand loyalty of local saiomobile brands
im Malaysia was ohserved. The result is consisient with
the: previous study (Lin et al. 2002: Ong, Salleb & Yosof
2015}, One possible reason for the nonssignificand
influence of brand persanaliy on brand boyalty is thai
Makaysian custaneers may klentsfy the internatsonal hrand
s thedr personality in front of frends, relatives, families,
and other people. The current result i inconsisient withia
Malaysian stody by Balakrshnan, Saufi ond Armran [ 2008],
whi investigated the key comcepts of the brund personality
dimensions |Excitement, Sincerity, Sophistication,
Competence, Ruggedness, and Peacefulness) and
consumer hrand preference fowands a corporate brand for
both local and imported awonsabile brapds. They showed
that there were differences in consumers” perception of
beand persomality aitribuses between bocal and Asion car
bramdds. The brand personality dimensions, i.e., excitement,
ruggedness, and competence were cracial fir imponed
brnnds, soch as Missan, Toyota, Homda, and Kia Based on
the result, it coukd be that the effects of brand persanaliy
are more significant on foreign hrands than local brands.
Merakati et al. (2011} found that Malaysian cusiomers
preferred foreign hrand for several reasomns. Foreign hrand
appealed luxuries and are saitable For them, The custamars
helieved that imported brands could reflect their sacial
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status and have high quality in terms of technology and
performance. The Malaysian customers did not believe
that Proton and Perodun are sincere, compeient, rugged,
encibed, and sophisticated.

THE DIEECT EFFECTS OF BRANDF IMAGE ON BEARND TREUET

The relationship between brnd image and bmnd trust
was Fourd #n be not sgnificant. The result is consistent
with prior studies that reported smmilar findings in the
context of banking (Flavian, Guinaliu & Torres 2005). In
the context of asomobile products, the present fimding
appears to be consistent with Hin et al. (20131, They
conducted their study among intemational students in
Malaysia. The studemts were asked to rank the guality
of local atemaobale brands, ie. Proton and Perodua in
comparison io ather foreign brands. The shudenis ranked
Malaysion-made bramds poorly in ferms of quality,
whereas foreign sutomohile brands made in developed
countrees were highly mnked. Preferashility of local hrands
waes also bow companed 1o other foreign aaiomobibe hrands.
The present finding seems to suppot Hin et al.’s (2013)
sty in that the image of the local aubomohile brand is
poorly tasted by consumers. Hin et al. (201 3) suggesied
that bocal automobile companies in Malaysin have to
resstrafegire and rethink the marketing image effons of
theeir hrands.

THE DIRECT EFFECTS OF BEAND FERSOMALITY OM BRAND
TRUST

The relationship betoeen hrand personality and hrand mei
was found to be positive and significant amang Malaysian
oustamers wwards local sutomohile brands, as expecied.
This finding is consisient with a previous rescarch thm
repoated similar results (Bouhlel et al. 2011 Sung &
Kim 20003, they found that competence, neggedness, and
sincerity e brand personakity dimensions were more likely
1o imcrense the bevel of brand trust. The present finding
showed that all the dimensions of the local awomoebile
brond personality factor had a significant and positive
relationship with brand irust. Therefore, in the case of
loszal mutemandibe brands m Malaysia, customers are likely
1 buy bocal automohile brands based oo their trast and the
percepdion of their personality sowards the bocal bmnd.

THE MEECT EFFECTS OF BRAND TRUST 0N BEAKND
LOYALTY

The present sbody found o positive and significant lmk
berween brand frust and brand levalty. The finding is,
therefone, consistent with previous works by Haneaee
and Andervazh (20012); Wel et al. {2011, The resalis
of the current study suggesis that when consumers trust
thezir atompbile brand (2., Perodun or Protom), they ane
Ikely to develop loyvalty sowards the branal. Strong brand
trust reduces the poteniial rsks with consumers (Xia &
Lin 2060403,
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Malaysian customers seem to trust the lacal
aulomobile brunds becawse they perceive that the hrand
has met their needs and expectations. Brand trust is the
dominant comstnect for a bangsrun relaticns hip. Therefore,
whien customers trust prefemed brands, lomgslerm loyaky
may ensue. As bramd trust is o dominani £actor that drives
brand lovahy towards local automobile brands, it s
imperntive that managers implement and continuously
revisit their strategies 1o compete in the automohile
inctusiry, particularly in capiaring costomers’ trust.

MIEDIATEIM OF BRAND TRLUAT (ET) IN BREAMD IMAGE (HF)
AT ERAND LOYALTY (BL)

Hypathesis J-[ﬂl sizips that brand drusd (BT mediabes ihe
relatianship between brand image (811 and brand loyaky
[BL). Comtrary to expectaiion, no mediation of hrand inesi
was found in the link between brand image and hrand
lowalty. This resuh & not surprising becaase hrand image
was found to be an insignificant factor of hrand trust,
therefore, constraining cuslomers From exhibiting lovaky
towands the lecal autonsohile brands. The Failure of hrand
inumt i medizie the relaBonship between brmnd image
and hrand bayahy might be becawse bocal automobidle
companies have fasled 1o huild customers” trast towards
theeir brands. As customers feel that the lecal brands do
nod create enaugh value for them to trust the brand, they
are likely to be indifferent towards B, As a result, hoyaky
towands the hrand is ot developed.

MECHATION OF BRAND TRUST (BT) B BRAND
FERSOMALITY (HFy AMD BRLAND LOWALTY (HL)

Hypathesis ]-[i sizies that brand drusd (BT mediabes ihe
relatsonship between brand perscnality (BF) and brand
lowalty (EL). As expacted, brand trust was found a fully
medimion an the relationship between bramd persanality
and brand Jowaly. The present study extends previouas
researches (Hubes, Herrmann & Braumstein 200 5; Los &
Lombart 3010, by demonsirating that brand trust playsa
mediating role in infleencing the impact of the relationship
hetween bmnd personality and brand lowvalty. In other
words, brand tnust is 2 mechanism that transfers the cfecs
of brand personality on hrand loyalty. Thus, thds finding
is 1o emphasize that there is a synergistic efect of brand
personality and brand trust on brand loyalty towarnds local
aubomebile brands.

CONCLUSION

The purpase of the currenl research was o examine the
varinbles affecting brand lowalty in the Malaysian local
mutomobile brands. The ratsonale behind this stedy was o
understand the mechanisms tha explain the developrem
of bransd boyalty sowand lecal brands. Brand boynbiy is
vital for the local automabile industry to ensure that
customers remember s hrand s‘products and will ot go o
other competing foreign brands. The results of this shedy
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indicated that brand image plays a direct and significam
rale in mfleencing customers” loyalty 1o 1he local brand.
Thee study founsd the mmpartance of brand trust in belping
us understand how Makyysion cusiomers develop boyalty
towards local automaohile brands | Morgan & Huom 1594).
Overall, the findings sugeest that cusiomers will be loyal
when the aanomobile brand companies offera goed image
and quality, satisfy their customers’ needs, and let the
customers trust their brands.

CUNTRIBUTION ANDIRMFLICATHING

This study has contributed in extending the brand image,
‘hrand personality, hrand rust, and hrand lovalty framewark
im the mutomohile context. The contribution pertains so the
medintion effects of brand trust. The current research has
done more than merely validating the positive effects of
hrand mmage on brand loyalty. This siudy demonstrates
that the development of brand trust, brand mmage, and
‘hrand personality can increase the kevel of brand boyalty
towards kocal automoebile brands, In summaisaon, this
study bas shown a mediating mechanism for a bedler
understanding of the relationship dynamics that exist
between brand personality and brand lovalty. Practically,
the resulis have o mamber of praciical implecations for
‘branding mamagement in the context of Malaysian Jocal
aaiomobile brands. This stody makes a contributson to
the Inerstere on amomohile marketing and will be of
significance ip amiomohile manufacturers, automohbile
dealers, consumers, and governments in developing
countries, such as Malaysia, as o market expansion
stmtegy. The current study has revealed the importance
af bmnd et in significantly motivating customers to
have brand lovaliy. Having prodscts that appeal to the
oustomers is Likely 1o help kocal car manufacturers meel
that ohjective. In addntian, lecal companies should oreate
& sense of brmnd tnest among customers by showing a
penuing concern for them. This can be done by lisiening
1o their concems when it comes o the products. 18 &s
impoatani that the needs of the customers are met and
fulfilled 2 need fulfilment is likely 1o have an effect on
their purchasing behavicar im the future.

LIMITATIONS AND SULGGESTIONS FOR FUTURE
RESEARCH

The present research has a number of limsatsons thal
should be considered when interpreting the finding. The
first limriation perinins io generalizability. Since this
research was resincted o local auiomebile brands, the
findings mighi not be generalcable o other brands or
product categaries. Furthermore, this study is limited w0
thi narthemn states of Peninsular Makysia, namely Kedah,
Pertis, amd Perang. It is impontant for future stodies o
colbect datn from different paris of Malaysia, such as the
soarthern and easiern states, to expand the generalizabality
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of the findings. Malaysia & a country with a diversified
culture. In addition, fiture research may wish 1o consider
other factors, such as price, hrand quality, bmand value,
brand prestige, hrand heritage, and advertisement as
direct antecedents of brand boyalty to develop a more
holistic model. Hewever, the development of the model
should not be done a1 the expense of parsimony to ensure
the robusiness of the model, This research fooused an
camposite levalty; further empirical research showld be
conducied by examining attitedinal loyalty (Bennett &
Rundle-Thicle 2002) and bebavioaral kayalty separately
ITang & Hawley 20049).
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