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PENGARUH PERCEIVED QUALITY MELALUI BRAND IMAGE dan 

BRAND TRUST TERHADAP BRAND LOYALTY  

PADA SMARTPHONE ASUS 

DI SURABAYA 

 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui bagaimana pengaruh 

perceived quality melalui brand image dan brand trust terhadap brand 

loyalty pada smartphone Asus di Surabaya. Penelitian ini merupakan 

penelitian kausal. Teknik sampling yang dilakukan dalam penelitan 

menggunakan teknik nonprobability sampling. Sampel yang digunakan 

pada penelitian ini sebesar 150 responden. Data diperoleh melalui 

kuesioner, di analisis dengan Structural Equation Model menggunakan 

program LISREL. 

 Hasil dari penelitian ini menunjukkan bahwa perceived quality 

berpengaruh positif dan signifikan terhadap brand image dan brand loyalty. 

Kemudian brand image berpengaruh positif dan signifikan terhadap brand 

trust dan brand loyalty. Selanjutnya brand trust berpengaruh positif dan 

signifikan terhadap brand loyalty. Sedangkan perceived quality berpengaruh 

positif dan tidak signifikan terhadap brand loyalty melalui brand image. 

Kemudian brand image berpengaruh positif dan signifikan terhadap brand 

loyalty melalui brand trust pada smartphone Asus di Surabaya. 

 Pada penelitian ini ditemukan beberapa pengaruh yang signifikan, 

sehingga penilitian ini dapat menjadi acuan bagi penelitian berikutnya. 

Kemudian terdapat satu pengaruh yang tidak signifikan. Sehingga hubungan 

tersebut dapat digali pada semua obyek penelitian untuk semakin 

menguatkan pengaruh antar variabel tersebut khusunya variabel price.  

 

Kata Kunci: Perceived Quality, Brand Image, Brand Trust, Brand 

Loyalty 
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PENGARUH PERCEIVED QUALITY MELALUI BRAND IMAGE dan 

BRAND TRUST TERHADAP BRAND LOYALTY  

PADA SMARTPHONE ASUS 

DI SURABAYA 

 

ABSTRACT 

This study aims to determine the effects of perceived quality 

through brand image and brand trust on brand loyalty on Asus smartphone 

in Surabaya. The results of this research can be used to improve company 

in order to strengthen brand loyalty of smartphone Asus. This study is 

causal research. Sampling techniques were used in this research using the 

nonprobability sampling technique with sample collection method using 

purposive sampling approach. The sample that used in this study of 150. 

The tools used to collect data was a questionnaire, which is then processed 

by Structural Equation Model, analysis using LISREL program.  

The results of this study indicate that perceived quality has a 

positive and significant effect on the brand image and brand loyalty. Brand 

image has a positive and significant effect on brand trust and brand loyalty. 

Brand trust has a positive and significant effect on brand loyalty. But 

Perceived quality has a positive and didn’t has significant effect on brand 

loyalty through brand. Then the brand image has a positive and significant 

effect on brand loyalty through brand trust on Asus smartphone in 

Surabaya. 

This study found few significant impact, so this research can be a 

reference for future research. Then, there is not a significant, namely the 

effect of perceived quality on brand loyalty through brand image. So that 

the relationship can be further study of research to further strengthen the 

influence between these variables especially about price. 

 

Keywords: Perceived Quality, Brand Image, Brand Trust, Brand Loyalty 

 


