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PENGARUH BRAND COMMUNICATION DAN SERVICE QUALITY 

TERHADAP BRAND LOYALTY MELALUI BRAND TRUST PADA 

BANK MANDIRI KANTOR CABANG PEMBANTU  

(KCP) SIDOARJO SEPANJANG 

 

ABSTRAK 

 

Brand loyalty (loyalitas merek) adalah kesetiaan pelanggan kepada 

suatu merek dari produk atau jasa tertentu. Pelanggan yang loyal pada 
merek tertentu kecil kemungkinan untuk beralih kepada merek dari produk 

atau jasa yang lain. Setiap perusahaan akan berlomba – lomba untuk 

membuat para pelanggan menjadi loyal. Penelitian ini menguji pengaruh 

brand communication dan service quality terhadap brand loyalty melalui 

brand trust. Penelitian ini bertujuan untuk mengembangkan pemahaman 

konsep efektifitas promosi. 

Pada penelitian menggunakan causal research (penelitian kausal). 

Teknik pengambilan sampel yang digunakan adalah non probability 

sampling. Jenis metode yang digunakan adalah purposive sampling. Sampel 

yang digunakan berjumlah 200 orang nasabah Bank Mandiri KCP Sidoarjo 

Sepanjang. Data dikumpulkan dengan menggunakan kuesioner. Teknik 

analisis yang digunakan adalah structural equation model dengan bantuan 
program LISREL.  

Hasil analisis menemukan bahwa brand communication 

berpengaruh positif dan signifikan terhadap brand trust, service quality 

berpengaruh positif dan signifikan terhadap brand trust, brand trust 

berpengaruh positif dan signifikan terhadap brand loyalty, brand 

communication terhadap brand loyalty melalui brand trust berpengaruh 

positif dan signifikan, dan service quality terhadap brand loyalty melalui 

brand trust berpengaruh positif dan signifikan. Saran akademis yang dapat 

peneliti berikan adalah agar para akademisi dan pembaca memperluas 

penelitian dengan mempertimbangkan variabel lainnya misalnya brand 

satisfaction dan brand experience, Selain itu saran praktis dari peneliti 
adalah agar perusahaan mengelolah brand communication, service quality, 

brand trust, dan brand loyalty dengan baik. 

 

Kata Kunci: Brand Communication; Service Quality; Brand Trust; 

Brand Loyalty. 
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EFFECT OF BRAND COMMUNICATION AND SERVICE 

QUALITY ON BRAND LOYALTY THROUGH  

BRAND TRUST ON MANDIRI BANK 

KCP SIDOARJO SEPANJANG 

 

ABSTRACT 

 

Brand loyalty is a customer loyalty to a brand of a particular 

product or service. Customers are loyal to a particular brand are less likely 
to switch to a brand of products or services of others. Each company will 

fight to create loyal customers. The research purpose to test the effect of 

brand communication and service quality on brand loyalty through brand 

trust. This research aims to develop an understanding of the concept of the 

effectiveness promotion. 

In studies using causal research. The sampling technique used was 

non-probability sampling. This type of method is purposive sampling. The 

sample was 200 customers of Bank Mandiri KCP Sidoarjo Sepanjang. Data 

was collected using a questionnaire. The analysis technique used is the 

structural equation model with the help of LISREL program. 

 The analysis finds that brand communication has a positive effect 

and significant to the brand trust, positive impact on service quality is 
significant to the brand trust, brand trust has a positive effect and significant 

on brand loyalty, brand communication on brand loyalty through brand trust 

has a positive effect and significant, and service quality on brand loyalty 

through brand trust has a positive effect and significant. Academic advice to 

researchers give is that scholars and readers extend the research by 

considering other variables such brand satisfaction and brand experience, 

addition practical advice from researchers is that companies manage brand 

communication, service quality, brand trust and brand loyalty with good. 

 

Keywords: Brand Communication; Service Quality; Brand Trust; Brand 

Loyalty. 

 

 

 


