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ABSTRAK 

 

 

Penelitian ini bertujuan untuk mengetahui brand awareness dan perceived quality 

terhadap brand loyalty konsumne maskapai penerbangan Citilink melalui brand 

trust di Surabaya. Sampel yang digunakan sebanyak 130 responden yang telah 

diseleksi oleh peneliti dengan menggunakan teknik sample random sampling. 

Metode analisis yang digunakan dalam penelitian ini adalah SEM dengan 

software Lisrel 8.00. hasil perhitungan menunjukan bahwa variabel brand 

awareness dan perceived quality masing-masing memiliki pengaruh positif dan 

signifikan terhadap brand trust, brand trust memiliki pengaruh positif dan 

signifikan terhadap brand loyalty. Sementara itu variabel brand trust yang 

menjadi variabel moderasi memperkuat hubungan variabel brand awareness dan 

perceived quality terhadap brand loyalty. Saran dari peneliti ini adalah 

meningkatkan kualitas produk, menambah fasilitas-fasilitas yang dapat menjaga 

hubungan jangka panjang dengan konsumennya, tujuannya agar konsumen tetap 

loyal terhadap maskapai penerbangan Citilink. 

 

 

Kata Kunci : Brand Awareness, Perceived Quality, Brand Trust, Brand Loyalty. 
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THE EFFECT OF BRAND AWARENESS AND PERCEIVED 

QUALITY ON LOYALTY BRAND THROUGH TRUST BRANDS 

IN CUSTOMER CUSTOMERS CITILINK IN SURABAYA   
 
 

 

ABSTRACT 

 

 

This study aims to find out brand awareness and perceived quality for brand 

loyalty consumers of Citilink airlines through brand trust in Surabaya. The 

sample used was 130 respondents who had been selected by the researcher using 

a simple random sampling technique. The analytical method used in this study is 

SEM with Lisrel 8.00 software. The calculation results show that brand awareness 

and perceived quality variables each have a positive and significant influence on 

brand trust, brand trust has a positive and significant influence on brand loyalty. 

Meanwhile the brand trust variable which is the moderating variable strengthens 

the relationship of brand awareness and perceived quality variables to brand 

loyalty. The advice of this researcher is to improve product quality, add facilities 

that can maintain long-term relationships with consumers, the goal is that 

consumers remain loyal to the Citilink airline. 

 

Keywords: Brand Awareness, Perceived Quality, Brand Trust, Brand Loyalty. 

 

 

 

 

 

 


