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Abstract

This study aims to analyze the influence of brand trust and service quality on
brand loyalty through customer satisfaction as an intervening variable at PT Intra
Asia Insurance Medan Branch. The research uses a quantitative approach with a
survey method. Data was obtained through the distribution of questionnaires to
customers of PT Intra Asia Insurance Medan Branch who were selected using the
purposive sampling technique. Data analysis was carried out using Structural
Equation Modeling (SEM) based on Partial Least Squares (SmartPLS). The results
of the study show that brand trust has a positive and significant effect on
customer satisfaction. Service quality also has a positive and significant effect on
customer satisfaction. Furthermore, customer satisfaction has been proven to
have a positive and significant effect on brand loyalty. In addition, brand trust
and service quality have a positive and significant effect on brand loyalty.
Mediation effect testing showed that customer satisfaction was able to mediate
the influence of brand trust and service quality on brand loyalty. Research
findings show that increasing customer trust and service quality are important
factors in increasing customer satisfaction which ultimately encourages the
formation of customer loyalty. The results of the research are expected to be input
for companies in formulating strategies to improve service quality and
strengthen customer trust to maintain customer loyalty.
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INTRODUCTION

Technological developments and globalization have increased competition in
the service industry, including the insurance sector. This condition encourages
companies to continue to increase competitiveness through strategies that are able to
retain customers. In the service industry, customer loyalty (brand loyalty) is an
important asset because loyal customers tend to make repeat purchases, extend the use
of services, and recommend the company to other customers. Conversely, low
customer loyalty can have an impact on declining sales and weakening a company's
competitive position.

PT Intra Asia Insurance Medan Branch is a company engaged in general
insurance services. Despite providing a variety of protection products, the company
still experiences sales fluctuations that indicate there are challenges in retaining
customers. This condition is allegedly related to suboptimal customer loyalty, which is
reflected in the low reuse of products and the limited willingness of customers to
recommend the company's services to other parties.

One of the factors that affect customer loyalty is brand trust. In the insurance
industry, trust plays a very important role because the services provided are intangible
and involve a high level of risk. The results of the pre-survey show that some customers
still doubt the company's credibility, service professionalism, and experience gained
while using PT Intra Asia Insurance's services. This condition shows that the level of
customer trust in the company still needs to be increased.

In addition to brand trust, service quality is also a factor that plays a role in
shaping customer loyalty. Good service quality can increase positive customer
experience, while suboptimal service has the potential to cause dissatisfaction. The
results of observation and pre-survey show that there are still various service
constraints, such as delays in settlement of claims, slow submission of information, and
inconsistencies in the implementation of the term of payment with the provisions of
the policy. These problems indicate that the company's service quality has not fully met
customer expectations.

Low brand trust and service quality are also followed by suboptimal customer
satisfaction levels. Most of the respondents stated that the services received had not
met expectations, so there were still doubts to recommend the company's services to
others. This condition shows that customer satisfaction is suspected to play an
important role in bridging the relationship between brand trust and service quality to
brand loyalty.
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Various previous studies have shown that brand trust and service quality have
an effect on customer satisfaction and brand loyalty. However, the results of the study
regarding the role of customer satisfaction as a mediation variable still show
inconsistencies. Some studies have found that customer satisfaction is able to fully
mediate the relationship, while other studies show partial or even insignificant
mediation. In addition, research that tests these four variables simultaneously in the
context of the general insurance industry in Indonesia is still relatively limited. This
condition shows that there is a research gap that needs to be studied further.

Based on this phenomenon, this study aims to analyze the influence of brand
trust and service quality on brand loyalty through customer satisfaction as an
intervening variable in PT Intra Asia Insurance Medan Branch. The results of the
research are expected to contribute to the development of service marketing studies,
especially in understanding the factors that affect customer loyalty in the insurance
industry, as well as being an input for companies in formulating strategies to improve
service quality and strengthen customer trust.

LITERATURE REVIEW

Marketing is the process by which companies create, offer, and deliver value to
customers to meet their needs and desires and build long-term, mutually beneficial
relationships. According to Kotler and Keller (2019), marketing is a social process that
allows individuals and groups to get what they need through the creation and
exchange of valuable products or services. In the service industry, marketing success is
not only determined by product quality, but also by a company's ability to build good
relationships with customers through trust, service quality, satisfaction, and
loyalty.

Brand trust is a customer's belief that a brand is able to deliver on promises,
deliver benefits as expected, and act consistently and trustworthily. Chaudhuri and
Holbrook define brand trust as the willingness of consumers to rely on a brand's ability
to meet its needs. Meanwhile, Lau and Lee stated that brand trust is formed when
consumers have confidence that the brand will deliver positive results despite the risks
in using the product or service. Therefore, companies need to build reputation,
maintain quality consistency, and maintain integrity in order to gain customer trust.
High trust will strengthen the long-term relationship between the company and
customers and encourage the formation of loyalty.

Service quality is a company's ability to provide services that are able to meet or
even exceed customer expectations. According to Parasuraman et al. (2014), service
quality is measured through five dimensions, namely tangibles, reliability,
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responsiveness, assurance, and empathy. Kotler and Keller (2017) also explained that
service quality is a total of service characteristics that are able to meet customer needs.
In the insurance industry, the quality of service is an important factor because
customers not only judge the products received, but also the experience during the
service process. Fast, accurate, responsive, and professional service will increase
customers' positive perception of the company.

Customer satisfaction is a customer's evaluation of the suitability between
expectations and the performance of the product or service received. Kotler and Keller
(2017) stated that customers will feel satisfied if their perceived performance meets or
exceeds expectations, while performance that is below expectations will cause
dissatisfaction. Customer satisfaction is an indicator of the company's success in
meeting customer needs and contributing to the creation of long-term relationships.
Satisfied customers are more likely to make repeat purchases, give recommendations
to others, and have a lower tendency to move to a competitor company.

Brand loyalty is a customer's commitment to continue using a brand
consistently in the long term even though there are various alternatives available in the
market. According to Solomon (2015), brand loyalty is reflected in repurchase behavior
as a form of conscious decision by consumers to continue to choose the same brand.
Meanwhile, Schiffman and Kanuk (2010) explained that brand loyalty is a consumer's
preference to make repeated purchases of a brand based on the positive experiences
that have been obtained. Customer loyalty provides benefits for companies because it
is able to increase customer retention, reduce marketing costs, and create promotions
through word of mouth.

Various previous studies have shown that brand trust and service quality have
a positive relationship with customer satisfaction and brand loyalty. Aurellia's research
(2024) proves that brand trust has a positive effect on brand loyalty. Septyandari (2023)
showed that service quality has a significant effect on customer satisfaction, while
Aditya (2021) found that customer satisfaction is able to mediate the relationship
between service quality and customer loyalty. However, research on the influence of
brand trust and service quality on brand loyalty through customer satisfaction at PT
Intra Asia Insurance Medan Branch is still limited. Therefore, this research was
conducted to fill the gap while providing empirical evidence to the insurance industry.

Based on the theory and results of previous research, this study proposes the
hypothesis that brand trust and service quality have a positive effect on customer
satisfaction and brand loyalty. In addition, customer satisfaction is suspected to play a
role as an intervening variable that strengthens the influence of brand trust and service
quality on brand loyalty.

The Influence of Brand Trust, Service Quality....

Page 6280


https://issn.perpusnas.go.id/terbit/detail/20210617281787431

Vol. 6 No. 2, 2026, 6277-6288 e-ISSN 2798-0170

RESEARCH METHOD

The type of research used in this study is an associative method with a
quantitative approach. The definition of the associative method is a formulation of
research problems that aims to ask the relationship between two or more variables
(Sugiyono, 2020). Quantitative approach can be interpreted as a research method used
to research on a specific population or sample, data collection using research
instruments, statistical quantitative data analysis, with the aim of testing a hypothesis
that has been established (Sugiyono, 2019).

RESULTS AND DISCUSSION

This study aims to analyze the influence of brand trust and service quality on
brand loyalty through customer satisfaction as an intervening variable at PT Intra Asia
Insurance Medan Branch. Data analysis was carried out using the Structural Equation
Modeling (SEM) method based on Partial Least Squares (PLS) with the help of
SmartPLS software. This method was chosen because it is able to test the relationship
between variables simultaneously, both direct and indirect influences through
mediation variables.

Before conducting hypothesis testing, an evaluation of the measurement model
(outer model) is first carried out to ensure that the indicators used meet the
requirements for validity and reliability. The test results showed that all indicators had
loading factor values that met the convergent validity criteria. In addition, the Average
Variance Extracted (AVE), Composite Reliability, and Cronbach's Alpha values for each
variable have also met the required minimum values. Thus, all constructs in the study
are declared valid and reliable so that they are suitable for use in structural model
analysis.

Furthermore, an evaluation of the structural model (inner model) was carried
out to determine the model's ability to explain the relationship between research
variables. The results of the evaluation showed that the model had a good ability to
explain the variation in customer satisfaction and brand loyalty. This shows that brand
trust and service quality are variables that are able to explain changes in customer
satisfaction and loyalty at PT Intra Asia Insurance Medan Branch.

Hypothesis testing was carried out through the analysis of path coefficient,
tstatistic, and p-value values. The results of the analysis show that brand trust has a
positive and significant effect on customer satisfaction. This means that the higher the
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level of customer trust in the company, the higher the satisfaction felt by the customer.
In addition, service quality has also been proven to have a positive and significant effect
on customer satisfaction, which shows that good service quality can increase
customer satisfaction levels.

The results of the study also show that customer satisfaction has a positive and
significant effect on brand loyalty. These findings indicate that satisfied customers will
be more likely to continue using the company's services, make repeat purchases, and
recommend the company to others. In addition to the indirect influence through
customer satisfaction, this study also proves that brand trust and service quality have
a direct influence on brand loyalty. Thus, customer loyalty is influenced by customer
trust in the company, the quality of service received, and the level of satisfaction felt
while using the company's services.

Mediation effect testing shows that customer satisfaction is able to mediate the
relationship between brand trust and service quality on brand loyalty. These results
show that customer satisfaction is an important mechanism that links trust and service
quality with the formation of customer loyalty. In other words, increasing trust and
service quality not only has a direct impact on loyalty, but also increases loyalty
through the creation of customer satisfaction.

Discussion: The Influence of Brand Trust on Customer Satisfaction

The results of the study show that brand trust has a positive and significant effect
on customer satisfaction. These findings show that customer trust is one of the main
factors in creating satisfaction with the services provided by the company. In the
insurance industry, trust has a very important role because the products offered are
intangible and related to the protection of various risks that customers may face.
Therefore, customers will be satisfied if the company is able to fulfill service promises,
provide information transparently, and show commitment in completing every
obligation in accordance with applicable regulations.

These findings are in line with relational marketing theory which states that trust
is the main foundation in building long-term relationships between companies and
customers. The higher the level of customer trust in the company, the greater the
company's chances of creating customer satisfaction in a sustainable manner.

The Effect of Service Quality on Customer Satisfaction

The results of the study show that service quality has a positive and significant
effect on customer satisfaction. This indicates that the quality of service provided by PT
Intra Asia Insurance Medan Branch has an important role in shaping customers'
positive perceptions of the company. Fast, precise, responsive, and supported by
employee ability to provide solutions to customer needs can improve customer
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experience while using company services.

In the service industry, the quality of service is a very decisive factor because
customers not only assess the final result of the service, but also the entire process of
service received. Therefore, companies need to maintain consistency in service quality
through improving human resource competence, service speed, ease of access to
information, and the ability to handle customer complaints professionally.

The Effect of Customer Satisfaction on Brand Loyalty

The results of the study prove that customer satisfaction has a positive and
significant effect on brand loyalty. These findings suggest that satisfied customers will
have a tendency to stick with the company's products and services in the long run. In
addition to making repeat purchases, satisfied customers also tend to give positive
recommendations to others so that they can help the company acquire new customers
through word-of-mouth communication.

Customer satisfaction is an indicator of the company's success in meeting
customer expectations. If the service received meets or even exceeds expectations,
customers will form a positive perception of the company which ultimately develops
into customer loyalty.

The Influence of Brand Trust on Brand Loyalty

This study also shows that brand trust has a positive effect on brand loyalty.
Customer trust in the company is able to create a strong emotional connection so that
customers feel more confident to continue using the company's services even though
there are various alternatives from competing companies. In the context of the o=
insurance industry, customer loyalty is heavily influenced by the belief that ﬁie g T %
company is able to provide protection according to the promised benefits.

High trust can also reduce customers' perception of risk in using the company's
services. Therefore, companies need to continue to maintain reputation, credibility, and
consistency of service so that customer trust is maintained.

The Influence of Service Quality on Brand Loyalty

The results of the study show that service quality has a positive effect on brand
loyalty. Quality service is able to create a positive experience that encourages customers
to continue using the company's services. Conversely, poor service quality has the
potential to lower customer loyalty levels because customers have a large
selection of other insurance companies that offer similar services.
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Therefore, companies need to continue to evaluate the quality of service through
increasing the speed of the service process, the accuracy of information delivery, the
friendliness of employees, and the ability to provide solutions to customer problems.

The Role of Customer Satisfaction as an Intervening Variable

The results of the mediation effect test showed that customer satisfaction was
able to mediate the influence of brand trust and service quality on brand loyalty. These
findings show that customer loyalty is not only formed by trust and quality of service
directly, but also through the satisfaction that customers feel after using the company's
services.

The higher the level of customer trust in the company and the better the quality
of service provided, the higher the level of customer satisfaction. This satisfaction will
further strengthen the customer's commitment to continue using the company's
services and increase the customer's tendency to recommend the company to other
parties. Thus, customer satisfaction acts as a mechanism that strengthens the
relationship between brand trust, service quality, and brand loyalty.

Overall, the results of this study confirm that the strategy to increase customer
loyalty at PT Intra Asia Insurance Medan Branch not only focuses on improving service
quality, but must also be balanced with efforts to build customer trust through
consistent service, information transparency, and the company's commitment to
meeting customer needs. The combination of trust, service quality, and customer
satisfaction is the main factor in creating sustainable customer loyalty.

CONCLUSION

This study aims to analyze the influence of brand trust and service quality on
brand loyalty through customer satisfaction as an intervening variable at PT Intra Asia
Insurance Medan Branch. The results of the study show that brand trust and service
quality have a positive effect on customer satisfaction. In addition, customer
satisfaction has a positive effect on brand loyalty. This research also proves that brand
trust and service quality have a direct influence on brand loyalty. Furthermore,
customer satisfaction has been proven to be able to mediate the influence of brand trust
and service quality on brand loyalty.

The findings of the study indicate that increasing customer trust and service
quality is an important factor in building customer satisfaction which is ultimately able
to increase customer loyalty. Therefore, PT Intra Asia Insurance Medan Branch needs
to continue to strengthen customer trust through service consistency, information
transparency, and service quality improvement in order to maintain customer loyalty
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in the long term.This research makes an empirical contribution to the development of
service marketing studies, especially regarding the role of customer satisfaction as an
intervening variable in the relationship between brand trust, service quality, and brand
loyalty in the insurance industry.

REFERENCES

Ahmed, R. (2023). Service quality and customer satisfaction in financial services. Journal
of Service Management Studies, 12(2), 155-170.

Ahmed, S., & Abubakar, A. (2023). Customer satisfaction and loyalty in the insurance
sector: Evidence from Asia. Journal of Financial Services Marketing, 28(2), 155-170.

Alharthey, B. (2023). The role of SERVQUAL dimensions in predicting customer
satisfaction: Evidence from service industries. International Journal of Business and
Management, 18(3), 145-158.

Alharthey, B., & Alshurideh, M. (2023). Service quality dimensions and their impact on
customer loyalty in the financial services sector. Journal of Financial Services
Marketing, 28(2), 145-158.

Arief, M., Suyadi, I., & Sunarti. (2017). Pengaruh Kepercayaan Merek Dan Komitmen
Merek Terhadap Loyalitas Merek. Jurnal Administrasi Bisnis (JAB) 1, 44(1), 144-153.

Bahrudin, M., & Zuhro, S. (2016). Pengaruh Kepercayaan dan Kepuasan Pelanggan
Terhadap Loyalitas Pelanggan. BISNIS : Jurnal Bisnis Dan Manajemen Islam,

3(1).

Basri, M., & Sabrina, R. (2024). Responsiveness and empathy as drivers of service
quality in insurance companies. Journal of Insurance and Financial Services, 9(1), 22—
34.

Cahyani, K. S. D., Muljani, N., & Lukito, R. S. H. (2022). Pengaruh Brand Image, Service
Quality Dan Perceived Value Terhadap Brand Loyalty Dengan Customer
Satisfaction Sebagai Variabel Intervening Pada Gojek Di Surabaya. Jurnal Ilmiah
Mahasiswa Manajemen : JUMMA, 11(1), 78-89.

Dewi, L., & Santoso, H. (2024). Determinants of customer loyalty in financial service
companies. Journal of Management and Business Studies, 12(1), 77-90.

Ercis, A., Unal, S., Candan, F. B., & Yildirim, H. (2012). The Effect of Brand
Satisfaction, Trust and Brand Commitment on Loyalty and Repurchase
Intentions.

Procedia - Social and Behavioral Sciences, 58(1), 1395-1404.

Farahni, M., Z, N., & Askar, H. (2025). PENGARUH PROMOSI, KEPERCAYAAN,
DAN KUALITASPELAYANAN TERHADAP KEPUASAN
PELANGGANDALAM PEMBELIAN TIKET PESAWAT PADA CV.

Kaitlin Royana L Purba

Page 6285


https://issn.perpusnas.go.id/terbit/detail/20210617281787431

Vol. 6 No. 2, 2026, 6277-6288 e-ISSN 2798-0170

Artala Buana. Malomo: Jurnal Manajemen Dan Akuntansi, 3(3), 327-336.

Ghozali. (2016). Aplikasi Analisis Multivariete Dengan Program IBM SPSS. Badan Penerbit
Universitas Diponegoro.

Gonzdlez, R.,, & Melé, D. (2021). Service quality, customer satisfaction and brand
loyalty: An empirical investigation in retail services. Journal of Retailing and
Consumer Services, 59.

Griffin, J. (2021). Customer loyalty: How to earn it, how to keep it. Jossey Bass.

Haris, A., Idris, M., & Kallabe, A. (2024). Service quality and customer satisfaction in
the insurance industry. European Journal of Management, 18(1), 77-90.

Hasanah, N., & Wibowo, A. (2022). The role of affective response in building customer
loyalty. Jurnal Ekonomi Dan Bisnis Indonesia, 37(3), 221-234.

Hassan, A., & Shiu, E. M. (2022). The mediating role of customer satisfaction in the
service quality—brand loyalty relationship in the hospitality industry. International
Journal of Hospitality Management, 103.

Idris, T. (2024). Linking service quality and satisfaction in the financial services sector.

International Review of Management Studies, 7(2), 89-104.

Indrasari, M. (2019). PEMASARAN DAN KEPUASAN PELANGGAN. Unitomo Press.

Inggasari, S. M., & Hartati, R. (2022). PENGARUH CELEBRITY ENDORSER, BRAND
IMAGE, DAN BRAND TRUST TERHADAP KEPUTUSAN PEMBELIAN

PRODUK SCARLETT WHITENING. Cakrawangsa Bisnis, 3(1), 1-22.

Irawan, H. (2021). Manajemen Merek & Kepuasan Pelanggan. PT. Nasya Expanding
Management (NEM).

Khan, A., & Rahman, M. (2023). Brand trust as a precursor of customer loyalty in service
industries: A structural equation modeling approach. Journal of Consumer
Behaviour Studies, 14(3), 188-201.

Kotler, P. (2019). Manajemen Pemasaran. Prenhalindo.

Kotler, P., & Keller, L. (2017). Marketing Manajement, 15th Edition. Pearson Hill Inc.

Kundu, S., & Datta, S. K. (2014). Customer Loyalty towards Internet Banking: Some
Survey Evidence for Banks in India. The IUP Journal of Bank Management, 13(4).

Kusuma, Y. S. (2014). Pengaruh Brand Experience Terhadap Brand Loyalty Melalui
Brand Satisfaction Dan Brand Trust Harley Davidson di Surabaya. Jurnal
Manajemen Pemasaran Petra, 2(1), 1-11.

Lau, G, & Lee, S. (1999). Consumers’ Trust in a Brand and the Link to Brand Loyalty.
Journal of Market-Focused Management, 4(1), 341-370.

Lee, J., & Park, S. (2022). Determinants of customer loyalty in the insurance industry:
The mediating role of brand trust. Asian Journal of Business Research, 12(1), 72-90.

Lépez, M., & Alvarez, R. (2023). Determinants of brand trust in insurance companies.

The Influence of Brand Trust, Service Quality....

Page 6286


https://issn.perpusnas.go.id/terbit/detail/20210617281787431

.QEE,

Vol. 6 No. 2, 2026, 6277-6288 e-ISSN 2798-0170

Journal of Financial Services Marketing, 28(1), 12-24.

Lupiyoadi, R. (2013). Manajemen Pemasaran Jasa. Salemba Empat.

Maharani, S., Hidayat, R., & Putri, A. R. (2021). The effect of service quality and facilities
on customer satisfaction: A case study of Islamic banking in Indonesia. Proceedings
of the EAI International Conference on Management and Technology, 1-8.

Mahmoud, M., Ahmed, R., & Nartey, E. (2023). Service experience and satisfaction in
insurance services. International Journal of Consumer Studies, 47(2), 300-312.

Manihuruk, F. E,, Silfani, D., Feby, Y., & Marbun, J. (2023). Analisis Pengaruh Ekspor,
Impor, dan Jumlah Uang Beredar di Indonesia Terhadap Kurs Rupiah/USD.
Jurnal Riset Ilmu Ekonomi, 3(2), 118-129.

Masili, V., Lumanauw, B., & Tielung, M. V. ]. (2022). The Effect Of Service On Customer
Loyalty With Customer Satisfaction As An Intervening Variable At Mentari’s

Store Business In Sea Village, Pineleng District, Minahasa Regency. Jurnal
EMBA, 10(4), 44-55.
https://ejournal.unsrat.ac.id/v3/index.php/emba/article/view/43690

Muhmin, A. H. (2023). Analysis of service quality using SERVQUAL approach. Business
Innovation Journal, 7(2), 120-134.

Mulyono, R. A., & Pasaribu, L. H. (2021). Enrichment: Journal of Management The
Impact of Mobile Service Quality and Brand Image on Customer Loyalty.

Enrichment:  Journal of Management, 12(1), 5.
www.enrichment.iocspublisher.org

Nugroho, A. & Haris, R. (2023). Customer experience and trust development in
Indonesian service firms. Jurnal Manajemen Indonesia, 23(3), 201-212.

Nugroho, P., & Santoso, A. (2023). The role of brand reliability and customer experience
in shaping customer loyalty. Jurnal Manajemen Dan Bisnis Indonesia, 20(3), 215-230.

Parasuraman, A. (2014). The Behaviorial Consequenses of Service Quality. Prentince Hall.

Pereira, D., Giantari, N. G. K., & Sukaatmadja, I. P. G. (2016). Pengaruh ServiceQuality
Terhadap Satisfaction dan Customer Loyalty Koperasi Dadirah di Dili Tomor-
Leste. Ekonomi Dan Bisnis Universitas Udayana, 5(3), 455—488.

Prasetyo, B., & Widjaja, S. (2023). Customer satisfaction metrics and their impact on
service retention. Jurnal Manajemen Dan Bisnis, 10(2), 115-129.

Putri, A. M., & Sumarni, S. (2021). Pengaruh kualitas layanan terhadap loyalitas
pelanggan dengan kepuasan sebagai variabel mediasi pada perusahaan jasa
keuangan. Jurnal Manajemen Bisnis, 9(2), 145-158.

Rachman, R., & Siregar, Y. (2023). Service expectation, satisfaction, and retention in
insurance companies. Jurnal Administrasi Bisnis, 23(1), 10-22.

Kaitlin Royana L Purba

Page 6287


https://issn.perpusnas.go.id/terbit/detail/20210617281787431

Vol. 6 No. 2, 2026, 6277-6288 e-ISSN 2798-0170

Rahimi, R., & Kozak, M. (2024). Service experience consistency and its impact on brand
trust. International Journal of Contemporary Hospitality Management, 36(1), 45— 62.

Rahman, F., & Widyastuti, T. (2020). The mediating role of customer satisfaction on
service quality and customer loyalty in insurance industry. International Journal of
Business and Society, 21(3), 1280-1295.

Rahmawati. (2022). Apa Saja Variabel Penelitian Dalam Bidang Marketing ??? (Panduan
Bagi Peneliti Pemula). Mulawarman University PRESS.

Rangkuti, F. (2021). Analisis SWOT teknik membedah kasus bisnis. Gramedia Pustaka
Utama.

Rossanty. (2018). Consumer Behavior In Era Milennial. LEMBAGA PENELITIAN DAN
PENULISAN ILMIAH AQLL

Santoso, S. A. (2021). Pengaruh Promotion Mix dan Brand Trust Terhadap Keputusan
Pelanggan Indi Home di Wilayah Ciputat. JURNAL ILMIAH FEASIBLE (JIF),

3(1).

Schiffman, L. ., & Kanuk, L. . (2010). Consumer Behaviour (10th ed). Pearson Prentice Hall.
Setiadi, N. J. (2013). Perilaku Konsumen. Kencana Prenada Media Group.

Setiawan, H., & Sayuti, A. (2017). Effects of service quality, trust, and customer
satisfaction on loyalty. Journal of Indonesian Business, 2(1), 45-56.

Sitorus, S. A., Romli, N. A., Tingga, C. P., Sukanteri, N. P, Putri, S. E., Gheta, A. P. K,
Wardhana, A., Nugraha, K. S. W., Hendrayani, E., Susanto, P. C., Primasanti, Y.,
& Ulfah, M. (2022). BRAND MARKETING: THE ART OF BRANDING. CV.MEDIA
SAINS INDONESIA.

Solomon, M. R. (2015). Consumer Behaviour: Buying,having, and Being. Pearson Hill Inc.

Sudaryono. (2016). Manajemen Pemasaran Teori & Implementasi. CV. Andi Offset.

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif R&D. Alfabeta.

Sugiyono. (2020). Metode Penelitian Bisnis (Pendekatan Kuantitatif, Kualitatif, Kombinasi,
dan R&D). Alfabeta.

Tjiptono, F. (2019). Strategi Pemasaran. Andi.

Tjiptono, F., & Chandra, G. (2016). Service, Quality, & Satisfaction. CV Andi Offset.

Wang, Y., & Li, S. (2024). Brand trust and satisfaction in the insurance industry. Asia
Pacific Journal of Marketing and Logistics, 36(6), 420—436.

Zhang, Q., & Chen, L. (2024). Integrity and customer trust in service organisations.
Journal of Consumer Behaviour, 23(1), 74-86.

Page 6288

The Influence of Brand Trust, Service Quality....


https://issn.perpusnas.go.id/terbit/detail/20210617281787431

MJIFM

Vol. 6 No. 2, 2026, 6277-6288

e-ISSN 2798-0170

Kaitlin Royana L Purba

Page 6289


https://issn.perpusnas.go.id/terbit/detail/20210617281787431

