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tekadmu, jalan hidup mu hanya milikmu sendiri, rasakan nikmatnya hidupmu hari 
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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Image dan 

Product Quality terhadap Brand Loyalty yang dimediasi Brand Trust. Penelitian ini 

berfokus pada konsumen yang pernah membeli dan mengonsumsi AQUA di 

Kabupaten Banyumas. Metode penelitian yang digunakan adalah kuantitatif dengan 

pendekatan deskriptif dan kausal. Data dikumpulkan melalui kuesioner yang 

disebarkan kepada 100 responden konsumen AQUA di Kabupaten Banyumas yang 

dipilih menggunakan teknik non-probability sampling. Analisis data dilakukan 

dengan analisis jalur (path analysis) dengan bantuan perangkat lunak SPSS 27 for 

windows. Hasil penelitian menunjukkan bahwa: (1) Brand Image berpengaruh 

signifikan terhadap Brand Trust. (2) Product Quality berpengaruh signifikan 

terhadap Brand Trust. (3) Brand Image berpengaruh signifikan terhadap Brand 

Loyalty. (4) Product Quality tidak berpengaruh signifikan secara langsung terhadap 

Brand Loyalty. (5) Brand Trust berpengaruh signifikan terhadap Brand Loyalty. (6) 

Brand Image berpengaruh signifikan terhadap Brand Loyalty melalui Brand Trust. 

(7) Product Quality berpengaruh signifikan terhadap Brand Loyalty melalui Brand 

Trust. 

Kata Kunci: Brand Image, Product Quality, Brand Trust, Brand Loyalty, AQUA.  
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ABSTRACT 

 

This research aims to analyze the effect of Brand Image and Product Quality 

on Brand Loyalty mediated by Brand Trust. This research focuses on consumers 

who have purchased and consumed AQUA in Banyumas Regency. The research 

method used is quantitative with a descriptive and causal approach. Data were 

collected through questionnaires distributed to 100 AQUA consumer respondents 

in Banyumas Regency, selected using non-probability sampling techniques. Data 

analysis was performed using path analysis with the assistance of SPSS 27 for 

Windows software. The results of the study indicate that: (1) Brand Image has a 

significant effect on Brand Trust. (2) Product Quality has a significant effect on 

Brand Trust. (3) Brand Image has a significant effect on Brand Loyalty. (4) Product 

Quality does not have a significant direct effect on Brand Loyalty. (5) Brand Trust 

has a significant effect on Brand Loyalty. (6) Brand Image has a significant effect 

on Brand Loyalty through Brand Trust. (7) Product Quality has a significant effect 

on Brand Loyalty through Brand Trust. 

Keywords: Brand Image, Product Quality, Brand Trust, Brand Loyalty, AQUA 
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