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BAB 5 

SIMPULAN DAN SARAN 

 

5.1. Simpulan 

Penelitian ini menguji pengaruh antara Brand Personality dan Brand 

Trust terhadap Customer Satisfaction dan Customer Loyalty pada kaos 

merek Zara di Surabaya. Berdasarkan hasil penelitian dan pembahasan 

dengan menggunakan Structural Equation Modelling (SEM), maka dapat 

disimpulkan sebagai berikut : 

1. Hipotesis pertama (H1) dalam penelitian ini yang menyatakan bahwa 

Brand Personality berpengaruh terhadap Customer Satisfaction pada 

kaos merek Zara di Surabaya diterima. Sehingga dapat disimpulkan 

bahwa Brand Personality berpengaruh secara kuat, positif, dan 

signifikan terhadap Customer Satisfaction pada kaos merek Zara di 

Surabaya. 

2. Hipotesis kedua (H2) dalam penelitian ini yang menyatakan bahwa 

Brand Trust berpengaruh terhadap Customer Loyalty pada kaos 

merek Zara di Surabaya diterima, sehingga dapat disimpulkan bahwa 

Brand Trust berpengaruh secara kuat, positif, dan signifikan terhadap 

Customer Loyalty pada kaos merek Zara di Surabaya. 

3. Hipotesis Ketiga (H3) yang menyatakan bahwa Customer 

Satisfaction berpengaruh terhadap Customer Loyalty pada kaos 

merek Zara di Surabaya diterima, sehingga dapat disimpulkan bahwa 

Customer Satisfaction berpengaruh secara kuat, positif, dan 

signifikan terhadap Customer Loyalty pada kaos merek Zara di 

Surabaya. 

4. Hipotesis Keempat (H4) yang menyatakan bahwa Brand Personality  

berpengaruh terhadap Customer Loyalty pada kaos merek Zara di 
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Surabaya diterima, sehingga dapat disimpulkan bahwa Brand 

Personality berpengaruh secara kuat, positif, dan signifikan terhadap 

Customer Loyalty pada kaos merek Zara di Surabaya. 

5. Hipotesis Kelima (H5) yang menyatakan bahwa Brand Trust  

berpengaruh terhadap Customer Satisfaction pada kaos merek Zara 

di Surabaya diterima, sehingga dapat disimpulkan bahwa Brand 

Trust berpengaruh secara lemah, positif, dan signifikan terhadap 

Customer Satisfaction pada kaos merek Zara di Surabaya 

6. Hipotesis Keenam (H6) yang menyatakan bahwa Brand Personality 

terhadap Customer Loyalty dengan Customer Satisfaction sebagai 

variabel mediasi pada kaos merek Zara di Surabaya diterima, 

sehingga dapat disimpulkan bahwa Brand Personality berpengaruh 

secara lemah, positif, dan signifikan terhadap Customer Loyalty 

dengan Customer Satisfaction sebagai variabel mediasipada kaos 

merek Zara di Surabaya.  

7. Hipotesis Ketujuh (H7) yang menyatakan bahwa Brand Trust 

terhadap Customer Loyalty dengan Customer Satisfaction sebagai 

variabel mediasi pada kaos merek Zara di Surabaya diterima, 

sehingga dapat disimpulkan bahwa Brand Trust  berpengaruh secara 

sangat lemah, positif, dan signifikan terhadap Customer Loyalty 

dengan Customer Satisfaction sebagai variabel mediasipada kaos 

merek Zara di Surabaya. 
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5.2 Saran 

Berdasarkan simpulan di atas dapat diberikan beberapa rekomendasi 

berupa saran yang dapat menjadi bahan pertimbangan bagi produsen 

maupun pengelola brand kaos merek Zara di Surabaya dan bagi peneliti 

selanjutnya: 

1. Saran Praktis 

Bagi pihak produsen maupun pengelola brand Zara diSurabaya Agar 

dapat bersaing di persaingan industri fashion maka baik produsen 

maupun pihak pengelola brand Zara di Surabaya perlu untuk lebih 

memperhatikan variabel-variabel yang dalam penelitian terbukti 

berpengaruh positif dan signifikan terhadap kepuasan konsumen serta 

loyalitas konsumen, seperti perlu mengedepankan aspek yang 

menunjukkan kesesuaian brand Zara dengan karakter konsumen serta 

memegang teguh komitmen berupa tanggung jawab produk kepada 

konsumen. Dua variabel dalam penelitian ini telah terbukti dapat 

ditingkatkan melalui peningkatan penciptaan Brand Personality dan 

Brand Trust..  

2. Saran Teoritis 

Objek kaos merek Zara yang digunakan dalam studi ini difokuskan 

variabel brand personality dan brand trust pada kepuasan dan loyalitas 

pelanggan masyarakat pengguna kaos merek Zara sehingga bersifat 

terbatas. Hal ini memberikan peluang bagi studi lanjutan untuk 

mengembangkan model pada konteks yang lebih luas dengan mengkaji 

variabel-variabel lain yang memungkinkan untuk mengkaji pengaruh 

terhadap kepuasan dan loyalitas pelanggan. 

 



62 

 

 

 

DAFTAR KEPUSTAKAAN 

 

Aaker, D. A. (1996). Building strong brands. New York: Free Press. 

 
Aaker, J.L. (1997). Dimensions of brand personality. Journal Marketing 

Research, 34(3), 247-356. 

 

Aaker, J. (1999). The malleable self: the role of self expression in 

persuasion, Journal of Marketing Research, 36, 45-57. 

 

Aaker, J., Fournier, S., & Brasel, S. A. (2004). When good brands do bad?, 

Journal of Customer Research, 31(1), 1-16. 

 

Ambroise L., Ferrandi J-M., Valette-Florence P. et Merunka D. (2003),  « 

Première  application du baromètre de  mesure de  la  personnalité de  
la marque à deux  enseignes françaises », Actes du 6° Colloque  

Etienne Thil, 25-26/09, La Rochelle, CD-ROM. 

 

Arjun, C., Morris, & Holbrook,.B. (2001). The Chain of Effects From 

Brand Trust and Brand Affect to Brand Performance：The Role of 

Brand Loyalty, Journal of Marketing , 65 , 81-93. 

 

Azoulay A. and Kapferer J.N. (2003), « Do brand personality scales really 

measure brand IBIMA Business Review 12. 

 

Bagram, M.M.M. & Khan, S. 2012. Attaining customer loyalty. The role of 

customer attitude and customer behaviour. International Review of 

Management and Business Research. 1 (1), 1-8.  

 

Boshoff, C. & du Plessis, F. 2009. Services Marketing: A Contemporary    
Approach Juta and Company Ltd. Cape Town.  

 

Brakus, J. J., Schmitt, B. H. & Zarantonello, L. (2009, May). Brand 

experience: What is it? How is it measured? Does it affect loyalty? 

Journal of Marketing, 73, 52-68. 

 

Cengiz, E. 2010. Measuring customer satisfaction: must or not. Journal of 

Naval Science and Engineering. 6 (2), 76-88. 

 

 



63 

 

 

 

Chang P-L & Chieng M-H (2006). Building Customer-Brand Relationship: 

A Cross-Cultural Experiential View. Psychology & Marketing, 

23(11), 927-959. 

 
Chaudhuri, A. & Holbrook, M. B. (2001). The Chain of Effects from Brand 

         Trust and Brand Affect to Brand Performance: The Role of Brand 

         Loyalty, Journal of Marketing,65, (2) 81-94. 

 

Cheng, C.C., Chiu, S.I., Hu, H.Y.& Chang, Y.Y. 2011. A study on 

Exploring the Relationship Between Customer and Loyalty in the  Fast 

Food Industry: With Relationship Inertia as a Mediator. African 

Journal of Business Management, 5(13):5118-5126. 

 

Choi, C. &Sheel, A. 2012. Assessing the Relationship Between Waiting 

Services and Customer Satisfaction in Family Restaurants. Journal of 
Quality Assurance in Hospitality & Tourism, 13:24-36. 

 

Cooper, D.R. and Emory, C.W., 1995, Metode Penelitian Bisnis, jilid 1, 

edisi kelima, Penerbit Erlangga. 

 

Dabholkar, P.A. & Sheng, X. 2012. Customer Participation in Using Online 

Recommendation Agents: Effects on Satisfaction, Trust, and Purchase 

Intentions. The Service Indusries Journal, 32(9):1433-1449. 

 

Deutsch, M. (1973), The Resolution of Conflict: Constructive and 

Destructive Processes, Yale University Press, New Haven, CT. 

 
Doney, P., & Cannon, J.P. (1997).An examination of the nature of trust in 

buyer-seller relationships. Journal of Marketing, 61, 35-51. 

 

Escalas, J. E., & Bettman, J. R. (2003). You Are What They Eat: The 

Influence of Reference Groups on Customers' Connections to Brands 

Journal of Customer Psychology, 13(3), 339-348.   

 

Fournier, S. (1998). Customers and their brands: developing 

relationshiptheory in customer research. Journal of Customer 

Research, 24,343–373. 

 
Ghozali dan Fuad, 2005.Structural equation modeling Teori Konsep & 

Aplikasi Dengan Program Lisrel 8.54. Semarang: Badan Penerbit 

UNDIP. 



64 

 

 

 

 

Govers, P. C. M., & Schoormans, J. P. L. (2005). Product personality and 

its influence on customer 

 
Guo, L.-J. (2003). The Effects of Personality Trait and Brand Personality on 

Brand Preference. Graduate Institute of Management Science, 

National Chiao Tung University, Hsinchu. 

 

Hair, Joseph F et al. 2006. Multi Variate Data Analysis. Fifth Edition. 

Gramedia Pustaka Utama: Jakarta. 

 

Hwang, J. & Zhang, J. 2010.Factors Influencing Customer Satisfaction or 

Dissatisfaction in the Restaurant Business Using Answer Tree  

Methodology. Journal of Quality Assurance in Hospitality and  

Tourism, 11:93-110. 
 

Jian, Y.X.(2003). Research on the product value, brand trust, brand emotion 

and the brand loyalty, Journal of Management, 61,29-50. 

 

Keller. (1993). Conceptualising, Measuring and Managing Customer-Based 

Brand Equity. Journal of Marketing, 57(1), 1-22.   

 

Kotler, Philip, 2000. Marketing Management, The Millenium Edition, New 

Jersey: Prentice Hall International, Inc. 

 

Kotler, P. (2003). Marketing management (11th ed.). New Jersey, USA: 

Prentice-Hall. 
 

Kotler, P. and Keller, K.L. (2005). Marketing Management.12th ed., 

Prentice-Hall, Englewood Cliffs, NJ. 

 

Kuenzel, S. & Halliday, V. (2008). Investigating Antecedents and 

Consequences of Brand Identification. Journal of Product and Brand 

Management, 17 (5), 293-304. 

 

Kumar, R., Luthra, A., & Datta, G. (2006). Linkages between brand 

personality and brand loyalty: a qualitative  study  in  an  emerging 

market  in  the  Indian  context.  South  Asian  Journal  of 
Management, 13(2), 11-35. 

 



65 

 

 

 

Landon, E. L. (1974). Self-concept, ideal self-concept and customer 

purchase intentions. Journal of Customer Research, 1(2), 44-51. 

 

Lassar,W., & Mittal, B., & Sharma, A.(1995).Measuring Customer-Based 
Brand Equity, Journal of Customer Marketing, Fall , 12,(4), 11-20. 

 

Levy, S. (1959). Symbols for sales. Harvard Business Review, 37(4), 117 

124. 

 

Lim, H. (12-1-2010). Understanding American customer perceptions on 

Japanese food and services in the U.S. UNLV 

Theses/Dissertations/Professional Papers/Capstones. 

 

Lin, H.H. and Wang, Y.S. (2006), “An examination of the determinants of 

customer loyalty in mobile commerce contexts”, Information and 
Management, Vol. 43 No. 3, pp. 271-282. 

 

Lin, C. P. (2009). Learning Online Brand Personality and Satisfaction: The 

Moderating Effects of Gaming Engagement. International Journal of 

Human-Computer Interaction, 25(3), 220-236.   

 

Lin, J. S. C., & Wu, C. Y., (2011).The role of expected future use in 

relationship-based service retention. Managing Service Quality, 

21(5), 535-551. 

 

Malik, E., & Ghaffor, M. (2012). Impact of brand image, service quality 

and price on customer satisfaction in Pakistan telecommunication 
sector. International Journal of Business and Social Science , 3(2), 

123. 

 

McElheran, K. (2013) Do Market Leaders Lead in Business Process 

Innovation? The Case(s) of E-Business Adoption, Working Paper 

No. 10-104, Harvard Business School. 

 

Mittal, B. and Lassar, W.M. (1998), “Why do customers switch?The 

dynamics of satisfaction versus loyalty”, The Journal of Services 

Marketing, Vol. 12 No. 3, pp. 177-94. 

 
Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of 

relationship marketing. Journal of Marketing, 58(3), 20-38. 

 



66 

 

 

 

Nugroho, B.A. 2005. Strategi Jitu Memilih Metode Statistik Penelitian 

dengan SPSS. Yogyakarta: Andi Offset. 

 

Oliver, R.L. (1981). Measurement and evaluation of satisfaction processes 
in retail settings. Journal of Retailing, 57(3), 25-48. 

 

Schiffman & Kanuk.(2004). Perilaku Konsumen (edisi 7). Jakarta :Prentice 

Hall. 

 

Siguaw, J. A., Mattila, A., & Austin, J. R. (1999). The brand personality 

scale: An application for restaurants. Cornell Hotel and Restaurant 

Administrative Quarterly, 40(3), 48-55.   

 

Silalahi, G. A., 2003., Metode Penelitian dan Studi Kasus, Sidoarjo: 

Citramedia. 
 

Singarimbun, Masri dan Sofian Effendi (Ed). (1991). Metode Penelitian 

Survei. Jakarta: LP3ES. 

 

Singh, J., & D. Sirdeshmukh. (2000). Agency and Trust Mechanisms in 

Customer Satisfaction and Loyalty Judgements, Journal of Academy 

of Marketing Science, 28,(1),150-168. 

 

Sirgy M.J. (1986), «Using self-congruity and ideal congruity to predict 

purchase motivation», Journal of Business Research, Vol 13, N°1, pp 

195-206. 

 
Sitinjak, Tumpal JR & Sugiarto, 2006. “Lisrel”, Graha Ilmu, Yogyakarta. 

 

Sugiyono, 2008. Metode Penelitian Bisnis. Cetakan keduabelas 2008. 

 

Sung, Y. J., & Kim, J. (2010). Effects of Brand Personality on Brand Trust 

and Brand Affect. Psychology & Marketing, 27(7), 639-661.   

 

Tjiptono, F., 2000.Perspektif Manajemen dan Pemasaran Konterporer.Edisi 

1, Yogyakarta: Penerbit Andi. 

 

Viot C. (2006) « Personnalité de  la  marque : la métaphore   justifie-elle  la 
transposition d’échelles    de    personnalité   humaine ? »,   

5thInternational    congres   « Marketing    Trends », Venise. 

 



67 

 

 

 

www.jakartafashionweek.co.id, diakses Tanggal 13 Oktober 2014 

 

www.plus.kapanlagi.com, diakses Tanggal 13 Oktober 2014 

 
Yamin, Kurniawan., 2009. Structural Equation Modeling. Salemba Infotek, 

Jakarta. 

 

Yang, Z., & Peterson, R. (2004). Customer perceived value, satisfaction, 

and loyalty: The role of switching costs. Psychology and Marketing, 

21(10), 799-822. 

 

Zairi, M. (2000). Managing Customer Dissatisfaction Through Effective 

Complaint Management Systems. The TQM Magazine,12 (5), 331-

335. 

 
Zeithaml et. al., (2003). Services Marketing: Integrating Customer Focus 

Across the Firm, 3rdedition. Boston: McGraw-Hill/Irwin. 

 

 

. 

 

 

 

 

 

http://www.jakartafashionweek.co.id/
http://www.plus.kapanlagi.com/

