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ABSTRAKSI 

 

         Penelitian ini bertujuan untuk meneliti Pengaruh Brand trust dan Brand 

identification terhadap Brand loyalty yang di mediasi oleh Brand satisfaction pada 

produk Shampo Paantene di Kebumen. Populasi dalam penelitian ini adalah 

Pelanggan Shampo Pantene di Kebumen . Teknik pengumpulan data menggunakan 

kuesioner. Analisi data yang digunakan adalah uji instrument validitas dan 

reliabilitas, uji asumsi klasik, uji hipotesis, uji koefisien determinasi, uji korelasi, 

analisis jalur, dan uji sobel. Alat bantu pengolahan data menggunakan SPSS for 

Windows version 25.0. Hasil penelitian menunjukan bahwa: (1) Brand trust 

berpengaruh positif dan signifikan terhadap Brand satisfaction, (2) Brand 

identification berpengaruh positif dan signifikan terhadap Brand satisfaction, (3) 

Brand trust berpengaruh positif dan signifikan terhadap Brand loyalty (4) Brand 

identification berpengaruh positif dan signifikan terhadap Brand loyalty, (5) Brand 

satisfaction berpengaruh positif dan signifikan terhadap Brand loyalty, (6) Brand 

trust berpengaruh positif dan signifikan terhadap Brand loyalty melalui Brand 

satisfaction, (7) Brand identification berpengaruh positif dan signifikan terhadap 

Brand loyalty melalui Brand satisfaction.  

Kata kunci:Brand trust, Brand identification,Brand satisfaction,Brand loyalty, dan 

Shampo Pantene. 
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ABSTRACT 

 

       This research aims to examine the influence of Brand trust and Brand 

identification on Brand loyalty which is mediated by Brand satisfaction on 

Paantene Shampoo products in Kebumen. The population in this research is 

Pantene Shampoo Customers in Kebumen. The data collection technique uses a 

questionnaire. The data analysis used is instrument validity and reliability tests, 

classical assumption tests, hypothesis tests, coefficient of determination tests, 

correlation tests, path analysis, and Sobel tests. Data processing tools use SPSS for 

Windows version 25.0. The research results show that: (1) Brand trust has a 

positive and significant effect on Brand satisfaction, (2) Brand identification has a 

positive and significant effect on Brand satisfaction, (3) Brand trust has a positive 

and significant effect on Brand loyalty (4) Brand identification has a positive effect 

and significant to Brand loyalty, (5) Brand satisfaction has a positive and 

significant effect on Brand loyalty, (6) Brand trust has a positive and significant 

effect on Brand loyalty through Brand satisfaction, (7) Brand identification has a 

positive and significant effect on Brand loyalty through Brand satisfaction . 

 

Keywords: Brand trust, Brand identification, Brand satisfaction, Brand loyalty, and 

Pantene Shampoo. 
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