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BAB V 

PENUTUP 

 

5.1  Kesimpulan  

Berdasarkan  hasil penelitian yang telah dijelaskan sebelumnya, berikut adalah 

kesimpulan dari penelitian ini: 

5.1.1 Karakteristik Demografi 

Mayoritas responden berdasarkan jenis kelamin dalam penelitian ini 

adalah laki-laki dengan presentase sebesar 57.9% atau 117 responden. 

Mayoritas responden berdasarkan usia dalam penelitian ini adalah 21 tahun 

sampai 30 tahun dengan presenatse 59,9% atau 121 responden. Mayoritas 

responden berdasarkan rata-rata pendapatan perbulan dalam penelitian ini 

adalah Rp 1.000.001,00 sampai Rp 2.000.000,00 dengan presentase sebesar 

34,7% atau 70 responden. Mayoritas responden berdasarkan pekerjaan dalam 

penelitian ini adalah mahasiswa dengan presentase 58,4% atau 118 

responden. Mayoritas responden berdasarkan seberapa sering menggunakan 

GO-CAR adalah 1 sampai 2 kali dalam seminggu dengan presentase 62,9% 

atau 127 responden.  
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5.1.2  Analisis One Way ANOVA 

1. Berdasarkan jenis kelamin bahwa terdapat perbedaan penilaian 

terhadap Perceived Value pada GO-CAR tetapi tidak terdapat 

perbedaan terhadap Perceived Quality, Customer Satisfaction dan 

Brand Loyalty.     

2. Berdasarkan usia bahwa tidak terdapat perbedaan penilaian terhadap 

Perceived, Perceived Quality, Customer Satisfaction dan Brand 

Loyalty pada GO-CAR   

3. Berdasarkan rata-rata pendapatan perbulan bahwa terdapat 

perbedaan penilaian terhadap Perceived Quality dan Brand Loyalty 

pada GO-CAR tetapi tidak terdapat perbedaan terhadap Perceived 

Value dan Customer Satisfaction. 

4. Berdasarkan pekerjaan bahwa terdapat perbedaan penilaian terhadap 

Perceived Quality dan dan Customer Satisfaction pada GO-CAR 

tetapi tidak terdapat perbedaan terhadap Perceived Value dan Brand 

Loyalty. 

5. Berdasarkan Seberapa sering menggunakan GO-CAR bahwa 

terdapat perbedaan Perceived Quality dan Brand Loyalty pada GO-

CAR tetapi tidak terdapat perbedaan terhadap Perceived Value dan 

Customer Satisfaction 
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5.1.3 Analisis Regresi Linier Berganda  

1. Perceived Value memiliki pengaruh yang signifikan dan positif 

terhadap Customer Satisfaction. Dengan demikian hipotesis 1 (H1) 

yang menyatakan “Perceived Value berpengaruh secara positif 

terhadap Customer Satisfaction” diterima. Artinya semakin tinggi 

Perceived Value akan meningkatkan Customer Satisfaction 

konsumen GO-CAR di yogyakarta. 

2. Perceived Value memiliki pengaruh yang signifikan dan positif 

terhadap Brand Loyalty. Dengan demikian hipotesis 2 (H2) yang 

menyatakan “Perceived Value berpengaruh secara langsung 

terhadap Brand Loyalty” diterima. Artinya semakin tinggi 

Perceived Value akan meningkatkan secara langsung Brand 

Loyalty konsumen GO-CAR di yogyakarta. 

3. Perceived Quality memiliki pengaruh yang signifikan dan positif 

terhadap Customer Satisfaction. Dengan demikian hipotesis 3 (H3) 

yang menyatakan “Perceived Quality berpengaruh secara positif 

terhadap Customer Satisfaction” diterima. Artinya semakin tinggi 

Perceived Quality akan meningkatkan Customer Satisfaction 

konsumen GO-CAR di yogyakarta. 

4. Perceived Quality memiliki pengaruh yang signifikan dan positif 

terhadap Brand Loyalty. Dengan demikian hipotesis 4 (H4) yang 

menyatakan “Perceived Quality berpengaruh secara langsung 

terhadap Brand Loyalty” diterima. Artinya semakin tinggi Perceived 
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Quality akan meningkatkan secara langsung Brand Loyalty 

konsumen GO-CAR di yogyakarta. 

5. Customer satisfaction memiliki pengaruh yang signifikan dan positif 

terhadap Brand Loyalty. Dengan demikian hipotesis 5 (H5) yang 

menyatakan “Customer satisfaction berpengaruh secara positif 

terhadap Brand Loyalty ” diterima. Artinya semakin tinggi Customer 

satisfaction akan meningkatkan Brand Loyalty GO-CAR di 

yogyakarta. Jika dilihat Customer satisfaction sebagai variabel 

pemediasi maka Brand Customer satisfaction berhasil memediasi 

pengaruh tidak langsung dari Perceived Value dan Perceived Quality 

terhadap Brand Loyalty sebagai mediasi komplementer. Yang 

artinya Customer satisfaction sebagai variabel mediasi pelengkap 

dalam memberikan total pengaruh yang lebih besar dibandingkan 

dengan tanpa mediasi. Yang artinya Perceived Value dan Perceived 

Quality dapat mempengaruhi Brand Loyalty secara langsung namun 

akan memberikan dampak yang lebih besar apabila melaui Customer 

satisfaction.  
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5.2  Implikasi Manajerial 

Berdasarkan  hasil penelitian yang didapat, dapat dirumuskan beberapa 

implikasi manajerial sebagai berikut: 

1. Perceived Value memiliki pengaruh yang signifikan dan positif terhadap 

Customer Satisfaction. Perceived Value memiliki peran penting dalam 

mendorong kepuasan konsumen. Untuk mendapatkan kepuasan konsumen 

maka GO-CAR harus mampu menciptakan nilai dengan harapan yang 

sesuai dari yang konsumen inginkan sehingga konsumen akan puas terhadap 

nilai yang diberikan. Selain itu GO-CAR harus memperhatikan kegunaan, 

harga yang pantas dari pengorbanan konsumen agar menciptakan kepuasan 

konsumen. Oleh karena itu GO-CAR harus mampu meningkatkan persepsi 

nilai dimata konsumen agar mampu meningkatkan kepuasan konsumen 

yang lebih tinggi lagi. Perceived Value memiliki pengaruh yang signifikan 

dan positif terhadap Brand Loyalty. Perceived Value memiliki peran penting 

dalam menciptakan loyalitas konsumen secara langsung. Jika persepsi nilai 

dari konsumen berdasarkan pengalaman akan suatu produk atau jasa lebih 

tinggi dibandingkan dengan merek lain maka konsumen akan melakukan 

pembelian ulang terhadap produk atau jasa tersebut. GO-CAR harus mampu 

menciptakan Perceived Value yang lebih tinggi lagi karena akan 

berpengaruh secara langsung terhadap perkembangan Brand Loyalty yang 

dapat meningkatkan fruekuensi dan jumlah pembelian serta menghindari 

perilaku konsumen berpindah menggunakan merek pesaing.  
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2. Perceived Quality memiliki pengaruh yang signifikan dan positif terhadap 

Customer Satisfaction. Perceived Quality memiliki peran penting dalam 

mendorong kepuasan konsumen. Perceived Quality merupakan harapan 

konsumen yang harus dipenuhi oleh GO-CAR untuk memberikan kualitas 

terbaik dan terus ditingkatkan dari waktu ke waktu, karena Perceived 

Quality akan semakin tinggi apabila GO-CAR mampu memenuhi harapan 

dari konsumen. Jika harapan terpenuhi maka konsumen akan puas terhadap 

pelayanan dari GO-CAR. Perceived Quality memiliki pengaruh yang 

signifikan dan positif terhadap Brand Loyalty. Perceived Quality memiliki 

peran penting dalam menciptakan loyalitas konsumen secara langsung. 

Perceived Quality merupakan gambaran konsumen mengenai keseluruhan 

kualitas dan keunggulan suatu produk atau jasa. GO-CAR harus mampu 

menciptakan  Perceived Quality yang tinggi yang mana dapat menjadi 

langkah untuk memperkuat eksistensi, menjadi dasar bagi konsumen untuk 

bersedia membayar dengan harga premium, menjadi rangsangan untuk 

menarik minat konsumen, langkah untuk memperkuat diferensiasi dan juga 

menciptakan pembelian ulang oleh konsumen. Dengan konsumen semakin 

loyal maka maka GO-CAR akan menjadi pilihan pertama dibanding merek 

lain, merekomendasi dan mengatakan hal positif kepada orang lain.  

3. Customer Satisfaction memiliki pengaruh yang signifikan dan positif 

terhadap Brand Loyalty. Customer Satisfaction memiliki peran penting 

dalam mendorong loyalitas merek. GO-CAR harus mampu menciptakan 

kepuasan konsumen apabila ingin mengingkatkan loyalitas merek. 
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Konsumen yang merasa puas dan senang terhadap produk atau jasa yang 

diberikan akan cenderung untuk melakukan pembelian kembali, 

menyebarkan word of mouth yang positif, dan akan melakukan pembelian 

ulang karena pengalaman baik yang dirasakan terhadap produk atau jasa 

tertentu tersebut sesuai dengan harapan konsumen.  

4. Terdapat perbedaan penilaian terhadap Perceived Value berdasarkan jenis 

kelamin dengan nilai rata-rata paling tinggi adalah laki-laki. Maka GO-CAR 

harus dapat meningkatkan penilaian terhadap Perceived Value yang masih 

rendah untuk perempuan sehingga memiliki penilaian yang lebih tinggi lagi 

terhadap Perceived Value konsumen GO-CAR di Yogyakarta. Sedangkan 

untuk Perceived Quality, Customer Satisfaction dan Brand Loyalty 

walaupun tidak terdapat perbedaan yang berarti berdasarkan jenis kelamin 

dan setuju dengan variabel pertanyaan, akan lebih baik jika terus 

dipertahankan dan bahkan terus ditingkatkan demi menciptakan penilaian 

persepsi kualitas, kepuasan konsumen dan loyalitas yang lebih tinggi lagi . 

5. Tidak terdapat perbedaan berdasarkan usia terhadap Perceived Value, 

Perceived Quality, Customer Satisfaction dan Brand Loyalty yang berarti 

berdasarkan usia sudah setuju dan tidak memililiki perbedaan penilaian 

yang besar. Maka GO-CAR harus terus dapat mempertahankan penilaian 

berdasarkan usia terhadap variabel pertanyaan dan bahkan terus dapat 

meningkatkan demi medapatkan penilaian yang lebih tinggi lagi. 

6. Terdapat perbedaan penilaian terhadap Perceived Quality berdasarkan rata-

rata pendapatan perbulan dengan nilai rata-rata paling tinggi adalah Rp. 
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1.000.001,00 sampai Rp. 2.000.000,00 dan Brand Loyalty  berdasarkan rata-

rata pendapatan perbulan dengan nilai rata-rata paling tinggi adalah Rp. 

1.000.001,00 sampai Rp. 2.000.000,00. Maka berdasarkan rata-rata 

pendapatan perbulan, GO-CAR harus mampu meingkatkan penilaian 

terhadap Perceived Quality dan Brand Loyalty yang masih rendah untuk 

rata-rata pendapatan perbulan lainnya. Sedangkan untuk Perceived Value 

dan Customer Satisfaction walaupun tidak terdapat perbedaan yang berarti 

berdasarkan rata-rata pendapatan perbulan dan setuju dengan variabel 

pertanyaan, akan lebih baik jika terus dipertahankan dan bahkan terus 

ditingkatkan demi menciptakan penilaian persepsi nilai dan kepuasan 

konsumen yang lebih tinggi lagi.  

7. Terdapat perbedaan penilaian terhadap Perceived Quality berdasarkan 

pekerjaan dengan nilai rata-rata paling tinggi adalah mahasiswa dan 

Customer Satisfaction berdasarkan pekerjaan dengan nilai rata-rata paling 

tinggi adalah mahasiswa. Maka berdasarkan pekerjaan, GO-CAR harus 

mampu meningkatkan penilaian terhadap Perceived Quality dan Customer 

Satisfaction yang masih rendah untuk pekerjaan lainnya. Sedangkan untuk 

Perceived Value dan Brand Loyalty walaupun tidak terdapat perbedaan 

yang berarti berdasarkan pekerjaan dan setuju dengan variabel pertanyaan, 

akan lebih baik jika terus dipertahankan dan bahkan terus ditingkatkan demi 

menciptakan penilaian persepsi nilai dan persepsi kualitas dan loyalitas 

yang lebih tinggi lagi.  
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8. Terdapat perbedaan penilaian terhadap Perceived Quality berdasarkan 

seberapa sering menggunakan GO-CAR dengan nilai rata-rata paling tinggi 

adalah 3 sampai 4 kali dalam seminggu dan Brand Loyalty berdasarkan 

seberapa sering menggunakan GO-CAR dengan nilai rata-rata paling tinggi 

adalah 3 sampai 4 kali dalam seminggu. Maka berdasarkan seberapa sering 

menggunakan GO-CAR, GO-CAR harus mampu meningkatkan penilaian 

terhadap Perceived Quality dan Brand Loyalty yang masih rendah untuk 

seberapa sering menggunakan GO-CAR lainnya. Sedangkan untuk 

Perceived Value dan Customer Satisfaction walaupun tidak terdapat 

perbedaan yang berarti berdasarkan seberapa sering menggunakan GO-

CAR dan setuju dengan variabel pertanyaan, akan lebih baik jika terus 

dipertahankan dan bahkan terus ditingkatkan demi menciptakan penilaian 

persepsi nilai dan kepuasan konsumen yang lebih tinggi lagi 

 

5.3 Keterbatasan Penelitian dan Saran 

Penelitian ini tidak terlepas dari keterbatasan maupun kelemahan, berikut ini 

merupakan keterbatasan-keterbatasan dalam penelitian, beserta saran untuk 

penelitian masa mendatang: 

1. Penelitian ini hanya memfokuskan pada satu objek saja, yaitu layanan GO-

CAR dari GO-JEK. Penelitian berikutnya dapat menguji layanan lain dari 

GO-JEK atau transportasi online lain. 
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2. Responden dari penelitian ini hanya terfokus pada konsumen GO-CAR 

yang berada di Yogyakarta. Penelitian berikutnya dapat mengeksplorasi 

responden dengan lebih beragam dan berasal dari kota selain kota 

Yogyakarta, dengan sampel yang lebih banyak. 

3. Penelitian ini hanya memfokuskan pada variabel  Perceived Value, 

Perceived Quality, Customer Satisfaction dan Brand Loyalty konsumen 

GO-CAR pada GO-JEK. Penelitian berikutnya dapat menambahkan 

variabel-variabel lain yang mampu menjelaskan Perceived Value, 

Perceived Quality, Customer Satisfaction, Brand Loyalty dan sebagainya. 

4. Pada penelitian Zohaib Ahmed, Muhammad Rizwan, Mukhtar Ahmad, 

Misbahul Haq (2014) “Effect of brand trust and customer satisfaction on 

brand loyalty in Bahawalpur” ada perbedaan bahasa dari penelitian tersebut 

berlangsung, sehingga pada penelitian tersebut responden kurang mengerti 

dengan bahasa yang dipakai. Pada penelitian tersebut peneliti berhasil 

mengatasi masalah dengan mengganti den memahami bahasa yang akan 

dipakai di kuisioner sehingga responden dapat mengerti. Sedangkan pada 

penelitian ini konsumen memahami dengan benar bahasa dan penulisan 

yang dipakai oleh peneliti. Hal ini dibuktikan dengan peneliti menanyakan 

secara langsung mengenai pemahaman dari responden mengenai 

pemahaman terhadap kuisioner. Penelitian berikutnya dapat melihat 

persamaan dari bahasa yang digunakan dan meneliti layanan jasa taksi 

online secara spesifik. 
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dalam kuesioner hanya akan digunakan dalam kepentingan penelitian. Atas 

perhatian dan  partisipasinya, saya ucapkan "Terima Kasih". 
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Bagian 1 

Petunjuk: isilah titik-titik dibawah ini pada pertanyaan atau berilah tanda (X) 

pada pertanyaan pilihan. 

 

1. Jenis Kelamin: 

o Laki-laki 

o Perempuan  

 

2. Usia anda saat ini: 

o < 20 

o 21 – 30   

o 31 – 40  

o 41 – 50  

o > 50 

 

3. Rata-rata pendapatan perbulan : 

o < Rp 1.000.000,00  

o Rp 1.000.001,00 – Rp 2.000.000,00  

o Rp 2.000.001,00 – Rp 3.000.000,00  

o > Rp3.000.000,00 
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4. Pekerjaan : 

o Pelajar  

o Mahasiswa 

o Wiraswasta 

o Pegawai Swasta 

o Pegawai Negeri  

o Ibu Rumah Tangga  

o Lainnya . . . . . . . . 

 

5. Apakah anda pernah menggunakan layanan GO-CAR? 

o Ya  

o Tidak 

 

6. Seberapa sering anda menggunakan layanan GO-CAR? 

o 1-2 kali dalam seminggu 

o 3-4 kali dalam seminggu  

o 5-6 kali dalam seminggu 

o Setiap hari dalam seminggu 
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Bagian 2 

Petunjuk : Isilah kuesioner ini sesuai dengan penilaian anda dengan memberikan 

tanda (P) pada kolom yang tersedia  

Keterangan :  

STS    : Sangat Tidak Setuju  

TS : Tidak Setuju  

N      : Netral  

S    : Setuju  

SS  : Sangat Setuju 

 

Perceived Value 

Kode Pernyataan 
Penilaian 

STS TS N S SS 

PV1 Saya merasa GO-CAR berguna           

PV2 
Saya merasa GO-CAR memiliki harga yang  

terjangkau 
     

PV3 
Saya merasa GO-CAR menawarkan nilai yang 

pantas dari uang yang saya keluarkan 
     

PV4 
Saya merasa layanan dari GO-CAR  bagus dan 

sesuai dengan harganya 
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Perceived Quality 

Kode Pernyataan 
Penilaian 

STS TS N S SS 

PQ1 Saya merasa GO-CAR berkualitas tinggi           

PQ2 
Saya merasa kualitas dari GO-CAR memenuhi 

harapan saya 
     

PQ3 
Saya merasa GO-CAR itu memiliki kualitas 

yang sangat konsisten 
     

PQ4 
Saya merasa GO-CAR menawarkan fitur-fitur 

unggulan  
     

 

Customer Satisfaction 

Kode Pernyataan 
Penilaian 

STS TS N S SS 

CS1 
Secara keseluruhan saya puas dengan 

pengalaman spesifik dengan GO-CAR 
          

CS2 
Saya puas dengan keputusan saya untuk 

menggunakan layanan dari GO-CAR 
     

 

Brand Loyalty 

Kode Pernyataan 
Penilaian 

STS TS N S SS 

BL1 GO-CAR akan menjadi pilihan pertama saya           

BL2 Saya akan setia pada GO-CAR      

BL3 

Saya tidak akan menggunakan layanan dari 

merek lain jika ada pengemudi GO-CAR yang 

tersedia   

     

BL4 
Saya merekomendasikan GO-CAR kepada 

seseorang yang mencari saran saya 
     

BL5 

Saya mendapatkan nilai yang baik untuk uang 

yang telah saya keluarkan ketika menggunakan 

GO-CAR dibandingkan dengan merek lain 

     

BL6 
Saya akan mengatakan hal positif tentang GO-

CAR kepada orang lain 
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Kuisioner Online (Google form) 
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LAMPIRAN 2 

DATA RESPONDEN 
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No. 
Jenis 

Kelamin 

Usia 

anda 

saat ini 

Rata-rata 

pendapatan 

perbulan 

Pekerjaan 

Apakah anda 

pernah 

menggunakan 

layanan GO-

CAR? 

Seberapa 

sering anda 

menggunakan 

layanan GO-

CAR? 

1 1 2 2 2 1 2 

2 2 3 3 6 1 1 

3 2 2 1 2 1 1 

4 1 2 4 4 1 3 

5 2 2 2 2 1 1 

6 1 3 4 5 1 4 

7 2 2 2 2 1 3 

8 1 1 1 1 1 1 

9 1 4 4 5 1 2 

10 1 4 3 3 1 1 

11 2 4 3 4 1 3 

12 1 2 2 2 1 1 

13 1 2 2 3 1 1 

14 1 2 2 2 1 1 

15 2 1 4 1 1 4 

16 1 3 4 4 1 2 

17 2 1 1 1 1 1 

18 2 4 4 3 1 4 

19 2 1 1 1 1 3 

20 1 2 1 2 1 1 

21 1 1 1 2 1 1 

22 2 2 4 4 1 2 

23 2 2 1 2 1 1 

24 2 1 3 2 1 1 
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25 1 1 1 2 1 1 

26 2 2 2 2 1 2 

27 1 2 2 2 1 3 

28 2 2 1 6 1 1 

29 2 1 1 2 1 1 

30 2 2 4 2 1 1 

31 1 2 2 2 1 1 

32 2 1 1 2 1 1 

33 2 2 2 2 1 1 

34 2 2 2 4 1 1 

35 2 2 1 2 1 1 

36 2 1 2 2 1 1 

37 2 2 1 2 1 3 

38 2 2 1 2 1 1 

39 1 2 3 4 1 2 

40 1 2 4 4 1 1 

41 2 2 1 2 1 1 

42 2 2 1 2 1 1 

43 2 1 2 2 1 1 

44 1 2 3 2 1 1 

45 1 3 4 3 1 2 

46 2 3 3 3 1 1 

47 2 2 1 2 1 1 

48 2 2 2 2 1 1 

49 2 2 2 4 1 1 

50 1 2 2 4 1 1 

51 2 2 2 4 1 1 
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52 1 2 2 2 1 1 

53 2 1 1 2 1 1 

54 2 2 1 2 1 1 

55 2 2 1 2 1 1 

56 2 2 2 2 1 1 

57 2 1 2 2 1 1 

58 2 2 2 4 1 1 

59 2 2 2 4 1 1 

60 2 1 1 2 1 1 

61 2 2 2 3 1 1 

62 1 2 2 2 1 1 

63 1 5 3 5 1 3 

64 1 2 4 3 1 1 

65 1 2 3 2 1 1 

66 1 2 2 4 1 1 

67 1 2 3 2 1 2 

68 2 2 3 2 1 2 

69 2 2 3 2 1 2 

70 1 2 4 3 1 2 

71 2 2 4 3 1 2 

72 1 2 3 2 1 3 

73 1 2 3 2 1 2 

74 2 2 3 2 1 2 

75 1 5 3 3 1 2 

76 1 4 4 3 1 1 

77 1 3 3 4 1 1 

78 1 4 3 4 1 1 
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79 1 4 3 4 1 2 

80 2 2 1 2 1 1 

81 1 2 3 4 1 1 

82 1 2 3 3 1 1 

83 1 4 3 4 1 2 

84 2 2 2 2 1 1 

85 1 3 3 4 1 1 

86 1 1 1 2 1 1 

87 2 1 2 2 1 1 

88 1 2 1 2 1 1 

89 2 1 2 2 1 1 

90 2 1 3 2 1 2 

91 2 1 2 2 1 1 

92 2 2 2 2 1 2 

93 1 1 2 2 1 1 

94 1 2 2 2 1 3 

95 2 2 2 2 1 1 

96 2 2 2 2 1 2 

97 2 2 2 2 1 2 

98 2 1 2 2 1 2 

99 2 2 2 2 1 2 

100 2 1 2 2 1 2 

101 1 2 2 2 1 2 

102 1 2 2 2 1 2 

103 1 2 3 2 1 2 

104 1 2 2 2 1 2 

105 1 2 2 2 1 1 
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106 2 2 2 2 1 1 

107 1 2 3 2 1 2 

108 2 2 3 2 1 1 

109 2 2 3 2 1 2 

110 1 2 3 2 1 2 

111 2 1 3 2 1 2 

112 2 2 3 2 1 2 

113 2 2 3 2 1 3 

114 1 2 3 2 1 3 

115 2 1 3 2 1 1 

116 2 2 2 2 1 1 

117 1 3 4 3 1 2 

118 1 4 3 5 1 1 

119 1 5 4 4 1 4 

120 1 3 3 5 1 1 

121 1 4 3 4 1 1 

122 1 4 3 5 1 1 

123 1 5 4 3 1 3 

124 1 4 4 4 1 2 

125 1 3 3 4 1 2 

126 1 3 4 3 1 2 

127 1 3 3 4 1 1 

128 1 4 4 4 1 2 

129 1 4 4 4 1 2 

130 1 3 3 5 1 1 

131 1 4 2 6 1 1 

132 1 4 4 5 1 2 
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133 1 4 4 4 1 1 

134 1 3 3 4 1 1 

135 1 3 3 5 1 1 

136 1 4 3 5 1 2 

137 2 2 1 2 1 1 

138 2 2 1 2 1 1 

139 2 2 1 2 1 1 

140 1 2 1 2 1 1 

141 2 1 2 2 1 1 

142 2 2 2 2 1 1 

143 2 1 1 2 1 1 

144 2 2 1 2 1 1 

145 2 2 2 2 1 1 

146 2 2 2 2 1 1 

147 1 2 4 4 1 1 

148 2 2 2 2 1 1 

149 1 2 1 2 1 1 

150 2 2 2 2 1 1 

151 2 2 2 2 1 1 

152 2 1 1 2 1 1 

153 1 3 3 3 1 2 

154 1 2 3 2 1 2 

155 2 2 3 3 1 1 

156 1 2 3 5 1 1 

157 1 3 3 4 1 1 

158 1 3 4 4 1 1 

159 1 3 3 5 1 1 
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160 1 3 3 5 1 1 

161 1 2 2 2 1 2 

162 1 2 3 4 1 1 

163 1 2 2 2 1 2 

164 1 1 1 1 1 1 

165 1 2 2 2 1 1 

166 1 2 3 2 1 1 

167 1 2 3 3 1 2 

168 2 2 3 2 1 2 

169 1 2 3 4 1 1 

170 1 2 1 2 1 1 

171 1 2 3 2 1 1 

172 2 2 3 2 1 2 

173 2 2 2 2 1 1 

174 1 2 3 2 1 2 

175 1 1 1 2 1 4 

176 1 1 1 2 1 1 

177 1 2 2 4 1 1 

178 1 2 2 2 1 1 

179 1 2 2 2 1 1 

180 1 2 3 4 1 1 

181 1 2 2 2 1 1 

182 1 2 2 2 1 1 

183 1 2 2 2 1 1 

184 1 3 2 2 1 2 

185 1 1 2 1 1 1 

186 2 3 3 3 1 3 
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187 1 4 4 4 1 4 

188 2 2 1 2 1 1 

189 1 2 2 2 1 2 

190 1 3 3 4 1 2 

191 1 2 2 4 1 1 

192 2 2 2 2 1 1 

193 1 2 1 2 1 1 

194 1 1 1 1 1 1 

195 1 2 2 4 1 2 

196 1 2 2 4 1 1 

197 1 3 4 4 1 1 

198 1 1 2 2 1 1 

199 1 2 3 2 1 3 

200 1 1 1 2 1 1 

201 1 2 3 3 1 2 

202 1 2 3 2 1 2 

 

 

No. PV1 PV2 PV3 PV4 PQ1 PQ2 PQ3 PQ4 

1 4 4 5 4 3 4 4 4 

2 4 4 4 3 3 3 2 2 

3 3 4 4 4 4 3 4 5 

4 5 5 5 5 4 3 2 3 

5 5 4 4 3 4 4 5 3 

6 5 5 5 4 4 3 2 3 

7 4 4 4 3 2 2 2 4 

8 4 3 4 4 3 3 3 4 

9 4 4 4 4 3 4 4 4 

10 5 4 5 5 4 5 2 4 

11 4 4 5 4 3 4 3 4 

12 5 5 5 5 5 4 4 4 

13 5 4 4 4 3 3 3 4 
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14 5 5 5 5 5 5 5 5 

15 5 5 5 5 5 5 5 5 

16 5 4 3 4 5 4 1 4 

17 5 4 3 2 4 3 2 2 

18 1 1 1 1 1 1 1 1 

19 2 2 2 2 2 2 2 2 

20 4 4 4 4 3 4 3 3 

21 4 4 4 3 3 4 3 4 

22 4 3 3 3 3 3 2 3 

23 5 4 5 5 4 5 5 5 

24 3 3 3 3 3 3 3 3 

25 5 4 3 3 4 4 4 3 

26 4 3 4 3 4 4 3 3 

27 4 4 4 3 3 3 3 3 

28 4 4 3 4 3 4 4 3 

29 4 1 2 3 2 2 3 2 

30 5 5 5 5 4 5 4 4 

31 5 4 4 4 3 4 3 3 

32 5 3 4 5 5 5 5 5 

33 4 2 3 3 3 3 3 3 

34 4 4 4 4 4 4 4 4 

35 4 4 4 4 3 3 3 3 

36 4 4 4 4 4 4 4 4 

37 5 5 5 5 4 3 3 4 

38 5 4 4 4 4 4 4 4 

39 4 5 4 4 3 5 2 3 

40 4 3 3 3 3 3 4 4 

41 4 3 4 4 4 4 2 2 

42 5 3 3 3 3 3 3 3 

43 5 5 5 5 4 4 4 4 

44 5 5 5 5 3 3 4 3 

45 3 4 4 4 4 4 4 4 

46 3 3 4 4 3 4 4 3 

47 5 4 4 4 4 4 4 4 

48 5 4 4 4 4 5 4 3 

49 4 3 4 4 3 3 3 4 

50 3 4 4 3 3 3 3 3 

51 4 3 3 3 3 3 3 3 

52 5 5 5 5 4 4 4 4 

53 4 3 3 3 3 3 3 3 

54 2 1 3 2 3 3 3 2 
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55 4 4 3 4 4 3 3 3 

56 4 4 3 4 5 5 5 4 

57 5 3 4 4 4 4 4 4 

58 4 4 4 3 3 3 3 3 

59 5 4 3 4 3 4 4 3 

60 3 4 4 3 2 3 2 1 

61 4 3 3 3 3 3 3 3 

62 5 5 5 5 5 5 5 5 

63 4 4 4 4 2 4 2 4 

64 4 4 4 4 3 3 3 3 

65 3 3 3 3 2 3 3 3 

66 5 4 4 4 4 4 4 4 

67 5 5 4 5 5 5 4 4 

68 5 3 4 4 5 3 5 5 

69 5 4 4 4 5 4 5 5 

70 5 4 5 5 4 5 5 5 

71 4 4 4 4 4 4 4 5 

72 5 4 5 4 4 5 4 5 

73 4 5 4 4 4 4 4 5 

74 4 4 4 5 4 4 5 4 

75 4 4 4 4 4 4 2 4 

76 4 4 4 3 3 4 3 3 

77 5 4 4 3 4 4 3 4 

78 4 3 4 4 4 4 4 3 

79 4 4 4 4 4 4 4 4 

80 5 5 4 4 5 4 4 4 

81 5 4 3 5 4 4 4 5 

82 4 4 3 2 2 2 1 1 

83 4 2 2 2 2 3 2 3 

84 4 3 3 3 4 3 3 4 

85 4 3 4 4 3 4 2 2 

86 5 3 3 3 3 3 3 3 

87 5 5 4 4 4 4 4 4 

88 4 4 4 4 4 4 4 4 

89 5 5 5 5 5 5 5 5 

90 5 4 4 5 5 5 5 4 

91 4 5 5 5 4 4 5 5 

92 5 4 5 5 4 5 5 3 

93 5 4 5 5 4 4 4 4 

94 4 4 5 5 4 5 4 4 

95 4 4 4 4 4 4 4 4 
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96 4 3 5 5 4 5 4 5 

97 5 5 4 4 5 4 5 5 

98 4 4 5 5 4 5 5 4 

99 5 4 5 5 5 4 5 4 

100 5 4 5 4 5 4 4 4 

101 5 4 4 5 5 4 5 4 

102 4 5 4 5 5 4 5 5 

103 5 4 5 5 5 5 4 4 

104 5 4 5 5 5 4 5 4 

105 5 4 5 5 4 4 5 5 

106 5 4 4 5 4 4 5 5 

107 5 4 4 4 4 4 4 5 

108 4 3 4 4 3 5 3 5 

109 5 4 5 3 4 4 5 3 

110 5 4 5 5 4 5 4 4 

111 5 4 3 4 5 4 3 4 

112 4 5 5 5 5 5 5 5 

113 5 5 4 5 4 5 5 5 

114 5 4 5 5 3 5 4 4 

115 5 5 5 5 4 4 4 4 

116 4 4 4 4 4 4 3 3 

117 4 4 4 4 2 4 2 4 

118 4 3 3 3 3 4 2 4 

119 4 4 4 4 4 4 2 3 

120 4 4 4 4 2 4 2 2 

121 4 4 4 3 3 4 2 4 

122 4 4 4 2 4 4 2 2 

123 4 5 5 5 4 4 3 4 

124 4 4 4 3 3 4 3 4 

125 4 4 4 4 2 4 2 4 

126 4 4 4 4 4 4 4 4 

127 4 4 4 4 4 4 3 5 

128 4 4 4 3 3 4 4 3 

129 5 4 4 4 4 4 2 4 

130 4 4 4 4 4 4 2 3 

131 4 4 5 4 4 4 4 4 

132 4 4 4 4 3 4 2 4 

133 4 4 4 4 3 4 3 4 

134 4 4 4 3 4 4 3 3 

135 4 4 4 4 2 4 2 3 

136 5 3 4 4 4 4 4 3 
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137 4 4 3 3 3 3 3 4 

138 3 4 4 4 4 4 4 4 

139 5 5 5 5 4 4 4 3 

140 5 5 5 5 5 5 5 4 

141 3 2 2 3 3 3 3 3 

142 4 4 3 3 3 4 4 4 

143 2 3 3 2 2 3 2 2 

144 5 3 3 4 4 4 3 5 

145 4 2 3 2 3 3 3 4 

146 4 4 4 5 4 4 4 4 

147 5 5 5 5 5 5 5 5 

148 4 4 4 4 3 3 3 3 

149 5 5 5 5 4 5 4 4 

150 4 3 3 3 3 3 3 3 

151 5 5 5 5 5 5 3 3 

152 3 4 4 4 5 4 4 4 

153 4 4 4 4 4 4 4 3 

154 4 4 4 4 3 4 2 4 

155 4 4 4 4 3 4 3 3 

156 4 3 3 3 3 2 2 3 

157 4 4 4 3 3 4 4 3 

158 4 4 4 4 4 4 4 4 

159 4 3 4 4 4 4 3 4 

160 4 4 4 5 4 4 4 3 

161 4 4 4 4 4 4 4 4 

162 4 4 4 3 3 4 2 3 

163 4 2 4 2 2 4 2 3 

164 4 3 4 3 3 4 3 4 

165 4 4 4 5 4 5 4 4 

166 4 4 4 4 4 4 2 2 

167 4 2 5 4 2 4 2 2 

168 5 3 3 4 3 3 3 4 

169 4 3 3 3 3 4 3 3 

170 4 5 4 5 5 4 5 5 

171 4 4 4 4 4 4 4 4 

172 5 5 4 4 4 4 4 4 

173 4 3 3 3 4 3 4 5 

174 4 4 4 4 3 4 3 4 

175 5 3 3 3 3 3 3 3 

176 4 5 4 3 3 3 3 3 

177 5 4 4 3 3 4 3 4 
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178 4 3 4 3 4 4 3 4 

179 4 4 4 3 4 4 2 2 

180 4 4 3 3 3 3 2 2 

181 4 4 4 4 4 4 4 4 

182 5 5 4 4 3 4 4 4 

183 5 5 5 5 5 5 5 5 

184 5 5 5 5 5 5 5 4 

185 5 4 5 4 5 4 5 4 

186 4 4 4 5 5 4 5 4 

187 4 5 4 5 4 5 4 5 

188 4 3 3 4 3 3 3 3 

189 5 4 4 4 4 5 3 4 

190 4 3 4 3 2 3 2 3 

191 5 4 4 4 3 4 4 4 

192 4 4 4 4 4 4 3 4 

193 4 3 4 3 4 3 3 3 

194 5 3 4 4 5 4 2 4 

195 5 4 5 4 4 5 3 5 

196 4 4 4 5 5 5 4 4 

197 5 4 5 5 4 5 3 5 

198 4 2 4 4 2 4 2 4 

199 5 4 4 3 3 5 2 5 

200 5 3 4 5 4 4 4 4 

201 5 3 4 4 3 4 4 4 

202 4 5 5 5 4 5 5 4 

 

No. CS1 CS2 BL1 BL2 BL3 BL4 BL5 BL6 

1 4 4 4 4 4 4 4 4 

2 4 4 4 3 4 3 3 2 

3 4 4 4 3 4 4 4 4 

4 5 4 3 2 3 3 3 5 

5 5 5 5 3 2 5 4 5 

6 4 4 4 2 4 3 4 3 

7 3 3 4 2 4 3 4 3 

8 3 4 4 3 4 3 4 3 

9 4 4 4 4 4 4 5 4 

10 4 3 4 4 4 4 4 4 

11 4 4 4 4 4 4 4 4 

12 5 5 5 5 4 5 5 5 

13 4 4 4 3 3 4 3 4 
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14 5 5 5 5 5 5 5 5 

15 5 5 5 5 5 5 5 5 

16 4 3 2 1 1 5 2 5 

17 5 3 3 2 4 5 3 5 

18 1 1 1 1 1 1 1 1 

19 2 2 2 2 2 2 2 2 

20 4 4 3 3 3 3 3 4 

21 4 4 3 3 3 4 4 4 

22 4 4 3 3 2 2 3 3 

23 5 5 4 5 5 5 5 5 

24 3 3 2 2 2 2 3 3 

25 5 5 5 5 5 5 5 5 

26 3 3 2 2 1 2 3 4 

27 3 4 3 3 3 3 3 3 

28 4 4 4 3 4 4 4 4 

29 3 3 2 2 2 2 2 2 

30 5 5 5 5 4 4 4 4 

31 4 4 5 4 5 5 4 4 

32 5 5 4 4 5 4 4 4 

33 4 3 2 2 2 3 3 3 

34 4 4 4 3 3 4 4 4 

35 3 3 2 2 1 2 3 3 

36 4 4 4 4 4 4 4 4 

37 4 5 4 3 4 4 4 4 

38 4 4 4 3 3 4 4 4 

39 4 4 4 3 3 3 4 3 

40 4 4 3 3 3 3 3 3 

41 4 3 3 3 2 2 2 3 

42 4 4 3 3 2 3 3 3 

43 4 5 3 3 4 4 4 4 

44 3 3 3 3 3 3 3 4 

45 4 3 4 4 4 4 4 4 

46 4 4 3 4 4 4 4 4 

47 5 4 5 4 2 5 5 4 

48 4 4 4 4 4 5 4 5 

49 4 4 3 3 2 3 3 3 

50 3 3 3 2 2 3 2 3 

51 3 3 4 3 2 4 2 4 

52 4 4 4 4 4 4 4 4 

53 3 4 3 3 4 4 4 3 

54 2 2 2 3 2 2 2 2 
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55 5 5 4 3 2 3 2 3 

56 5 5 4 4 2 5 4 4 

57 4 4 3 3 3 3 3 3 

58 4 4 4 3 4 4 4 4 

59 4 4 2 2 2 3 3 3 

60 3 3 2 1 1 1 3 3 

61 3 3 3 2 2 3 3 3 

62 5 5 4 3 3 5 2 5 

63 2 4 4 3 4 3 4 3 

64 3 3 3 3 3 3 3 3 

65 3 3 3 3 3 3 2 3 

66 4 4 4 3 3 4 3 4 

67 5 4 4 4 4 4 5 4 

68 5 4 5 5 4 3 5 5 

69 5 4 4 4 5 4 5 5 

70 4 5 5 5 5 4 5 5 

71 4 4 5 4 5 4 4 4 

72 4 5 4 4 4 4 4 4 

73 4 4 4 4 4 4 5 4 

74 5 4 5 4 4 4 4 4 

75 3 4 4 4 4 4 3 4 

76 3 4 3 3 3 3 4 3 

77 4 4 4 4 4 4 4 3 

78 5 5 4 4 4 4 3 4 

79 4 4 4 4 4 4 4 4 

80 4 4 4 5 4 4 5 4 

81 4 5 4 4 5 5 5 4 

82 1 1 1 1 1 2 2 3 

83 3 3 4 3 3 3 3 3 

84 4 4 4 3 3 4 3 3 

85 4 4 4 3 3 4 4 4 

86 4 4 3 3 2 3 3 3 

87 4 4 4 4 3 4 4 4 

88 4 4 3 3 3 4 4 4 

89 5 5 5 5 5 5 5 5 

90 5 5 4 4 4 5 4 4 

91 5 4 5 5 5 5 5 4 

92 5 4 5 5 5 5 5 5 

93 5 4 4 5 5 5 4 4 

94 5 4 5 5 4 5 5 4 

95 4 4 3 3 3 4 4 4 



 

 

122 
 

96 5 4 5 4 4 5 4 5 

97 5 4 5 5 4 5 5 5 

98 5 5 4 5 4 5 5 5 

99 5 4 4 5 4 5 4 5 

100 5 5 5 4 4 4 5 4 

101 5 4 5 4 5 4 4 4 

102 5 4 5 4 5 4 5 4 

103 5 4 4 4 5 5 5 5 

104 5 4 5 5 4 5 4 5 

105 4 5 4 4 5 5 5 5 

106 5 5 4 5 4 4 5 5 

107 4 3 4 3 4 5 5 4 

108 5 4 3 4 5 5 4 4 

109 5 5 4 5 3 5 4 4 

110 5 4 5 4 3 4 5 4 

111 5 4 4 3 5 5 5 5 

112 3 4 3 4 5 5 5 4 

113 4 5 5 4 5 5 4 5 

114 5 4 5 5 4 4 4 5 

115 4 4 4 4 3 3 3 4 

116 4 4 3 3 2 3 3 3 

117 4 4 4 3 4 4 4 3 

118 4 4 4 3 3 3 3 3 

119 4 5 4 4 4 4 4 4 

120 3 4 4 3 3 4 4 3 

121 3 4 4 3 3 4 4 3 

122 3 3 4 2 2 4 4 3 

123 4 4 4 4 4 4 4 4 

124 5 4 4 4 4 4 4 3 

125 3 4 4 3 4 4 4 3 

126 4 4 4 4 4 4 4 4 

127 4 4 4 4 4 4 4 4 

128 4 4 4 3 4 4 4 3 

129 4 4 4 4 4 4 4 3 

130 3 4 4 3 3 4 4 3 

131 4 4 4 4 4 4 4 3 

132 4 4 4 3 4 4 4 4 

133 4 4 4 4 4 4 3 3 

134 4 4 4 3 4 4 3 3 

135 4 4 3 3 4 4 3 3 

136 4 4 4 4 4 4 4 4 



 

 

123 
 

137 4 3 3 4 3 3 3 3 

138 4 4 5 4 5 5 4 4 

139 4 4 3 3 3 2 3 3 

140 5 5 3 3 2 3 2 4 

141 3 3 3 3 2 3 3 3 

142 4 4 4 3 4 3 3 4 

143 3 3 3 3 2 2 2 2 

144 4 5 5 2 2 4 5 2 

145 3 3 3 3 2 3 3 3 

146 4 4 3 3 3 3 3 3 

147 5 5 5 5 5 5 5 5 

148 3 4 3 3 2 4 2 3 

149 4 4 4 3 4 4 4 4 

150 4 4 2 2 1 2 3 3 

151 5 5 5 5 5 5 5 3 

152 4 4 2 2 2 2 2 2 

153 4 4 4 4 4 4 4 4 

154 3 4 4 4 4 4 4 3 

155 4 4 3 3 3 3 3 3 

156 3 4 4 2 1 5 2 3 

157 3 4 5 3 4 3 4 3 

158 4 4 4 5 4 4 4 4 

159 4 4 4 3 4 4 4 4 

160 4 4 4 4 3 4 4 4 

161 4 4 4 4 4 4 4 4 

162 3 3 4 3 3 3 3 3 

163 3 3 4 3 3 3 3 3 

164 4 3 4 3 3 4 3 3 

165 4 4 5 5 4 4 4 4 

166 4 4 4 3 4 3 4 3 

167 3 3 4 2 3 2 3 2 

168 4 4 4 3 2 4 3 4 

169 3 3 4 3 2 3 4 3 

170 4 5 5 5 5 5 5 4 

171 4 4 3 3 3 3 3 4 

172 4 4 4 4 4 4 4 4 

173 5 5 3 3 3 3 3 3 

174 3 4 4 3 4 3 4 3 

175 3 4 4 4 4 4 3 3 

176 4 4 3 2 2 3 3 3 

177 4 4 4 3 4 3 4 3 
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178 3 3 4 3 2 3 4 3 

179 3 3 4 3 4 3 4 3 

180 2 3 4 3 2 3 3 3 

181 5 4 4 4 4 4 4 4 

182 4 4 4 4 4 4 4 4 

183 5 5 5 5 5 5 5 5 

184 5 5 5 5 5 5 5 5 

185 5 5 5 4 5 5 4 5 

186 5 4 4 4 4 5 5 5 

187 5 4 4 5 4 5 4 5 

188 3 3 3 3 4 3 3 3 

189 4 4 4 4 4 4 4 4 

190 3 3 4 2 2 3 3 3 

191 3 4 4 3 4 4 4 3 

192 4 4 4 4 4 4 5 4 

193 3 3 4 3 3 3 3 3 

194 4 4 4 3 3 3 4 3 

195 3 4 5 4 4 4 4 4 

196 4 5 5 5 4 4 5 4 

197 5 5 5 4 4 4 5 4 

198 3 3 4 3 2 3 4 3 

199 3 4 4 3 3 4 4 3 

200 4 4 4 3 4 3 4 3 

201 3 4 4 4 3 3 4 4 

202 5 5 5 4 4 5 5 5 
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LAMPIRAN 3 

Hasil Uji Validitas  
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Uji Validitas Perceived Value  

 

Correlations 

  PV1 PV2 PV3 PV4 TotalPV 

PV1 Pearson Correlation 1 .738** .662** .663** .848** 

Sig. (2-tailed)  .000 .000 .000 .000 

N 30 30 30 30 30 

PV2 Pearson Correlation .738** 1 .832** .716** .917** 

Sig. (2-tailed) .000  .000 .000 .000 

N 30 30 30 30 30 

PV3 Pearson Correlation .662** .832** 1 .821** .928** 

Sig. (2-tailed) .000 .000  .000 .000 

N 30 30 30 30 30 

PV4 Pearson Correlation .663** .716** .821** 1 .894** 

Sig. (2-tailed) .000 .000 .000  .000 

N 30 30 30 30 30 

TotalPV Pearson Correlation .848** .917** .928** .894** 1 

Sig. (2-tailed) .000 .000 .000 .000  

N 30 30 30 30 30 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Uji Validitas Perceived Quality 

Correlations 

  PQ1 PQ2 PQ3 PQ4 TotalPQ 

PQ1 Pearson Correlation 1 .742** .421* .577** .803** 

Sig. (2-tailed)  .000 .021 .001 .000 

N 30 30 30 30 30 

PQ2 Pearson Correlation .742** 1 .634** .682** .907** 

Sig. (2-tailed) .000  .000 .000 .000 

N 30 30 30 30 30 

PQ3 Pearson Correlation .421* .634** 1 .584** .804** 

Sig. (2-tailed) .021 .000  .001 .000 

N 30 30 30 30 30 

PQ4 Pearson Correlation .577** .682** .584** 1 .844** 

Sig. (2-tailed) .001 .000 .001  .000 

N 30 30 30 30 30 

TotalPQ Pearson Correlation .803** .907** .804** .844** 1 

Sig. (2-tailed) .000 .000 .000 .000  

N 30 30 30 30 30 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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Uji Validitas Customer Satisfaction 

Correlations 

  CS1 CS2 TotalCS 

CS1 Pearson Correlation 1 .839** .960** 

Sig. (2-tailed)  .000 .000 

N 30 30 30 

CS2 Pearson Correlation .839** 1 .958** 

Sig. (2-tailed) .000  .000 

N 30 30 30 

TotalCS Pearson Correlation .960** .958** 1 

Sig. (2-tailed) .000 .000  

N 30 30 30 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Uji Validitas Brand Loyalty 

Correlations 

  BL1 BL2 BL3 BL4 BL5 BL6 TotalBL 

BL1 Pearson Correlation 1 .809** .807** .720** .867** .553** .915** 

Sig. (2-tailed)  .000 .000 .000 .000 .002 .000 

N 30 30 30 30 30 30 30 

BL2 Pearson Correlation .809** 1 .759** .620** .831** .509** .875** 

Sig. (2-tailed) .000  .000 .000 .000 .004 .000 

N 30 30 30 30 30 30 30 

BL3 Pearson Correlation .807** .759** 1 .611** .822** .415* .854** 

Sig. (2-tailed) .000 .000  .000 .000 .023 .000 

N 30 30 30 30 30 30 30 

BL4 Pearson Correlation .720** .620** .611** 1 .692** .856** .864** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 

N 30 30 30 30 30 30 30 

BL5 Pearson Correlation .867** .831** .822** .692** 1 .625** .929** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 

N 30 30 30 30 30 30 30 

BL6 Pearson Correlation .553** .509** .415* .856** .625** 1 .757** 

Sig. (2-tailed) .002 .004 .023 .000 .000  .000 

N 30 30 30 30 30 30 30 

TotalBL Pearson Correlation .915** .875** .854** .864** .929** .757** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  

N 30 30 30 30 30 30 30 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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LAMPIRAN 4 

Hasil Uji Reliabilitas 
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Uji Reliabilitas Perceived Value 

Case Processing Summary 

  N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized 

Items N of Items 

.919 .919 4 

 

 

Uji Reliabilitas Perceived Quality 

Case Processing Summary 

  N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 
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Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized 

Items N of Items 

.857 .861 4 

 

 

Uji Reliabiltas Customer Satisfaction 

Case Processing Summary 

  N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized 

Items N of Items 

.912 .913 2 
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Uji Reliabilitas Brand Loyalty 

Case Processing Summary 

  N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized 

Items N of Items 

.932 .933 6 
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LAMPIRAN 5 

Hasil Analisis Deskriptif 
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Jenis_kelamin 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Laki-laki 117 57.9 57.9 57.9 

Perempuan 85 42.1 42.1 100.0 

Total 202 100.0 100.0  

 

 

Usia 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid < 20 34 16.8 16.8 16.8 

21 – 30 121 59.9 59.9 76.7 

31 – 40 24 11.9 11.9 88.6 

41 – 50 19 9.4 9.4 98.0 

> 50 4 2.0 2.0 100.0 

Total 202 100.0 100.0  

 

 

Pendapatan_perbulan 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid < Rp 1.000.000,00 40 19.8 19.8 19.8 

Rp 1.000.001,00 – Rp 

2.000.000,00 

70 34.7 34.7 54.5 

Rp 2.000.001,00 – Rp 

3.000.000,00 

65 32.2 32.2 86.6 

> Rp3.000.000,00 27 13.4 13.4 100.0 

Total 202 100.0 100.0  
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Pekerjaan 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Pelajar 7 3.5 3.5 3.5 

Mahasiswa 118 58.4 58.4 61.9 

Wiraswasta 20 9.9 9.9 71.8 

Pegawai Swasta 41 20.3 20.3 92.1 

Pegawai Negeri 13 6.4 6.4 98.5 

Ibu Rumah Tangga 3 1.5 1.5 100.0 

Total 202 100.0 100.0  

 

 

Pernah_menggunakan_layanan_GOCAR 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Ya 202 100.0 100.0 100.0 

 

 

Seberapa_sering_menggunakan_layanan_GOCAR 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1-2 kali dalam seminggu 127 62.9 62.9 62.9 

3-4 kali dalam seminggu 55 27.2 27.2 90.1 

5-6 kali dalam seminggu 14 6.9 6.9 97.0 

Setiap hari dalam seminggu 6 3.0 3.0 100.0 

Total 202 100.0 100.0  
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LAMPIRAN 6 

Hasil Regresi Linier Berganda  
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Pengaruh Perceived Value dan Perceived Quality terhadap Customer 

Stisfaction 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .797a .635 .631 .42587 

a. Predictors: (Constant), Perceived_Quality, Perceived_Value 

 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 62.800 2 31.400 173.128 .000a 

Residual 36.092 199 .181   

Total 98.892 201    

a. Predictors: (Constant), Perceived_Quality, Perceived_Value 

b. Dependent Variable: Customer_Satisfaction 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .686 .195  3.527 .001 

Perceived_Value .295 .070 .266 4.244 .000 

Perceived_Quality .566 .061 .581 9.270 .000 

a. Dependent Variable: Customer_Satisfaction 
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Pengaruh Perceived Value, Perceived Quality dan Customer Stisfaction 

terhadap Brand Loyalty 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .820a .672 .667 .43852 

a. Predictors: (Constant), Customer_Satisfcation, Perceived_Value, 

Perceived_Quality 

 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 77.923 3 25.974 135.076 .000a 

Residual 38.075 198 .192   

Total 115.998 201    

a. Predictors: (Constant), Customer_Satisfcation, Perceived_Value, Perceived_Quality 

b. Dependent Variable: Brand_Loyalty 

 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 77.923 3 25.974 135.076 .000a 

Residual 38.075 198 .192   

Total 115.998 201    

a. Predictors: (Constant), Customer_Satisfcation, Perceived_Value, Perceived_Quality 

b. Dependent Variable: Brand_Loyalty 
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LAMPIRAN 7 

Hasil Analisis One Way ANOVA 
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Jenis Kelamin 

Descriptives 

  
N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 
Minimum Maximum 

  Lower Bound Upper Bound 

Perceived_Value 

Laki-laki 117 4.1090 .51527 .04764 4.0146 4.2033 2.50 5.00 

Perempuan 85 3.9029 .75108 .08147 3.7409 4.0649 1.00 5.00 

Total 202 4.0223 .63196 .04446 3.9346 4.1100 1.00 5.00 

Perceived_Quality 

Laki-laki 117 3.6645 .66644 .06161 3.5425 3.7866 1.50 5.00 

Perempuan 85 3.6971 .79160 .08586 3.5263 3.8678 1.00 5.00 

Total 202 3.6782 .72004 .05066 3.5783 3.7781 1.00 5.00 

Customer_Satisfaction 

Laki-laki 117 3.9188 .64979 .06007 3.7998 4.0378 1.00 5.00 

Perempuan 85 4.0118 .76756 .08325 3.8462 4.1773 1.00 5.00 

Total 202 3.9579 .70143 .04935 3.8606 4.0552 1.00 5.00 

Brand_Loyalty 

Laki-laki 117 3.7550 .63108 .05834 3.6394 3.8705 1.67 5.00 

Perempuan 85 3.5529 .89834 .09744 3.3592 3.7467 1.00 5.00 

Total 202 3.6700 .75967 .05345 3.5646 3.7754 1.00 5.00 

 

ANOVA 

  Sum of Squares df Mean Square F Sig. 

Perceived_Value 

Between Groups 2.090 1 2.090 5.346 .022 

Within Groups 78.185 200 .391   

Total 80.275 201    

Perceived_Quality 

Between Groups .052 1 .052 .100 .752 

Within Groups 104.157 200 .521   

Total 104.209 201    

Customer_Satisfaction 

Between Groups .425 1 .425 .864 .354 

Within Groups 98.467 200 .492   

Total 98.892 201    

Brand_Loyalty 

Between Groups 2.010 1 2.010 3.526 .062 

Within Groups 113.988 200 .570   

Total 115.998 201    

 



 

 

142 
 

Usia 
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 Rata-rata Pendapatan Perbulan 

ANOVA 

  Sum of Squares df Mean Square F Sig. 

Perceived_Value 

Between Groups 2.970 4 .743 1.892 .113 

Within Groups 77.304 197 .392   

Total 80.275 201    

Perceived_Quality 

Between Groups 4.077 4 1.019 2.005 .095 

Within Groups 100.132 197 .508   

Total 104.209 201    

Customer_Satisfaction 

Between Groups 1.070 4 .268 .539 .707 

Within Groups 97.822 197 .497   

Total 98.892 201    

Brand_Loyalty 

Between Groups .867 4 .217 .371 .829 

Within Groups 115.131 197 .584   

Total 115.998 201    

 

 

Descriptives 

  

N Mean Std. Deviation Std. Error 

95% Confidence Interval for 

Mean 

Minimum Maximum   Lower Bound Upper Bound 

Perceived_Value < Rp 1.000.000,00 40 3.8000 .70982 .11223 3.5730 4.0270 2.00 5.00 

Rp 1.000.001,00 – Rp 

2.000.000,00 

70 4.1357 .59995 .07171 3.9927 4.2788 2.50 5.00 

Rp 2.000.001,00 – Rp 

3.000.000,00 

65 4.0115 .50084 .06212 3.8874 4.1356 2.50 5.00 

> Rp3.000.000,00 27 4.0833 .80264 .15447 3.7658 4.4008 1.00 5.00 

Total 202 4.0223 .63196 .04446 3.9346 4.1100 1.00 5.00 

Perceived_Quality < Rp 1.000.000,00 40 3.4875 .74453 .11772 3.2494 3.7256 2.00 5.00 

Rp 1.000.001,00 – Rp 

2.000.000,00 

70 3.8964 .62626 .07485 3.7471 4.0458 2.50 5.00 

Rp 2.000.001,00 – Rp 

3.000.000,00 

65 3.5808 .71686 .08892 3.4031 3.7584 1.50 5.00 

> Rp3.000.000,00 27 3.6296 .81267 .15640 3.3081 3.9511 1.00 5.00 

Total 202 3.6782 .72004 .05066 3.5783 3.7781 1.00 5.00 

Customer_Satisfaction < Rp 1.000.000,00 40 3.8500 .72678 .11491 3.6176 4.0824 2.00 5.00 

Rp 1.000.001,00 – Rp 

2.000.000,00 

70 4.1071 .64770 .07741 3.9527 4.2616 3.00 5.00 

Rp 2.000.001,00 – Rp 

3.000.000,00 

65 3.8308 .68623 .08512 3.6607 4.0008 1.00 5.00 

> Rp3.000.000,00 27 4.0370 .78356 .15080 3.7271 4.3470 1.00 5.00 

Total 202 3.9579 .70143 .04935 3.8606 4.0552 1.00 5.00 

Brand_Loyalty < Rp 1.000.000,00 40 3.3042 .82075 .12977 3.0417 3.5667 1.83 5.00 

Rp 1.000.001,00 – Rp 

2.000.000,00 

70 3.8262 .77160 .09222 3.6422 4.0102 2.17 5.00 

Rp 2.000.001,00 – Rp 

3.000.000,00 

65 3.6949 .59917 .07432 3.5464 3.8433 1.67 4.67 

> Rp3.000.000,00 27 3.7469 .84146 .16194 3.4140 4.0798 1.00 5.00 

Total 202 3.6700 .75967 .05345 3.5646 3.7754 1.00 5.00 
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Pekerjaan 

ANOVA 

  Sum of Squares df Mean Square F Sig. 

Perceived_Value Between Groups 2.985 3 .995 2.549 .057 

Within Groups 77.290 198 .390   

Total 80.275 201    

Perceived_Quality Between Groups 5.469 3 1.823 3.656 .013 

Within Groups 98.740 198 .499   

Total 104.209 201    

Customer_Satisfaction Between Groups 3.244 3 1.081 2.239 .085 

Within Groups 95.648 198 .483   

Total 98.892 201    

Brand_Loyalty Between Groups 7.261 3 2.420 4.407 .005 

Within Groups 108.737 198 .549   

Total 115.998 201    

 

Descriptives 

  

N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum   Lower Bound Upper Bound 

Perceived_Value Pelajar 7 3.7500 .94648 .35774 2.8746 4.6254 2.00 5.00 

Mahasiswa 118 4.1165 .64689 .05955 3.9986 4.2345 2.00 5.00 

Wiraswasta 20 3.8500 .79223 .17715 3.4792 4.2208 1.00 4.75 

Pegawai Swasta 41 3.9268 .47842 .07472 3.7758 4.0778 2.50 5.00 

Pegawai Negeri 13 3.9038 .40232 .11158 3.6607 4.1470 3.25 4.75 

Ibu Rumah Tangga 3 3.9167 .28868 .16667 3.1996 4.6338 3.75 4.25 

Total 202 4.0223 .63196 .04446 3.9346 4.1100 1.00 5.00 

Perceived_Quality Pelajar 7 3.5357 1.01477 .38355 2.5972 4.4742 2.00 5.00 

Mahasiswa 118 3.8623 .68297 .06287 3.7378 3.9868 2.00 5.00 

Wiraswasta 20 3.3625 .90857 .20316 2.9373 3.7877 1.00 4.75 

Pegawai Swasta 41 3.5061 .57687 .09009 3.3240 3.6882 2.50 5.00 

Pegawai Negeri 13 3.1923 .45819 .12708 2.9154 3.4692 2.50 3.75 

Ibu Rumah Tangga 3 3.3333 .76376 .44096 1.4360 5.2306 2.50 4.00 

Total 202 3.6782 .72004 .05066 3.5783 3.7781 1.00 5.00 

Customer_Satisfaction Pelajar 7 3.8571 1.02933 .38905 2.9052 4.8091 2.00 5.00 

Mahasiswa 118 4.0932 .66650 .06136 3.9717 4.2147 2.00 5.00 

Wiraswasta 20 3.4750 .95249 .21298 3.0292 3.9208 1.00 4.50 

Pegawai Swasta 41 3.8902 .58643 .09159 3.7051 4.0753 2.50 5.00 

Pegawai Negeri 13 3.7308 .38813 .10765 3.4962 3.9653 3.00 4.00 

Ibu Rumah Tangga 3 4.0000 .00000 .00000 4.0000 4.0000 4.00 4.00 

Total 202 3.9579 .70143 .04935 3.8606 4.0552 1.00 5.00 

Brand_Loyalty Pelajar 7 3.6429 .98333 .37166 2.7334 4.5523 2.00 5.00 

Mahasiswa 118 3.7500 .80530 .07413 3.6032 3.8968 1.83 5.00 

Wiraswasta 20 3.4667 .93440 .20894 3.0294 3.9040 1.00 4.83 

Pegawai Swasta 41 3.5894 .58345 .09112 3.4053 3.7736 2.50 5.00 

Pegawai Negeri 13 3.5385 .37978 .10533 3.3090 3.7680 2.83 4.17 

Ibu Rumah Tangga 3 3.6111 .38490 .22222 2.6550 4.5673 3.17 3.83 

Total 202 3.6700 .75967 .05345 3.5646 3.7754 1.00 5.00 
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Seberapa sering menggunakan layanan GO-CAR 

 

 

ANOVA 

  Sum of Squares df Mean Square F Sig. 

Perceived_Value Between Groups 2.750 5 .550 1.391 .229 

Within Groups 77.525 196 .396   

Total 80.275 201    

Perceived_Quality Between Groups 10.775 5 2.155 4.520 .001 

Within Groups 93.435 196 .477   

Total 104.209 201    

Customer_Satisfaction Between Groups 7.759 5 1.552 3.338 .006 

Within Groups 91.133 196 .465   

Total 98.892 201    

Brand_Loyalty Between Groups 2.089 5 .418 .719 .610 

Within Groups 113.909 196 .581   

Total 115.998 201    

 

Descriptives 

  

N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum   Lower Bound Upper Bound 

Perceived_Value 1-2 kali dalam seminggu 127 3.9508 .61240 .05434 3.8432 4.0583 2.00 5.00 

3-4 kali dalam seminggu 55 4.1591 .46984 .06335 4.0321 4.2861 2.50 5.00 

5-6 kali dalam seminggu 14 4.2321 .76877 .20546 3.7883 4.6760 2.00 5.00 

Setiap hari dalam seminggu 6 3.7917 1.46984 .60006 2.2492 5.3342 1.00 5.00 

Total 202 4.0223 .63196 .04446 3.9346 4.1100 1.00 5.00 

Perceived_Quality 1-2 kali dalam seminggu 127 3.6063 .68031 .06037 3.4868 3.7258 1.50 5.00 

3-4 kali dalam seminggu 55 3.9136 .65124 .08781 3.7376 4.0897 2.50 5.00 

5-6 kali dalam seminggu 14 3.5714 .80520 .21520 3.1065 4.0363 2.00 4.75 

Setiap hari dalam seminggu 6 3.2917 1.40015 .57161 1.8223 4.7610 1.00 5.00 

Total 202 3.6782 .72004 .05066 3.5783 3.7781 1.00 5.00 

Customer_Satisfaction 1-2 kali dalam seminggu 127 3.9252 .70170 .06227 3.8020 4.0484 1.00 5.00 

3-4 kali dalam seminggu 55 4.0727 .56452 .07612 3.9201 4.2253 3.00 5.00 

5-6 kali dalam seminggu 14 3.8929 .78883 .21082 3.4374 4.3483 2.00 4.50 

Setiap hari dalam seminggu 6 3.7500 1.44049 .58808 2.2383 5.2617 1.00 5.00 

Total 202 3.9579 .70143 .04935 3.8606 4.0552 1.00 5.00 

Brand_Loyalty 1-2 kali dalam seminggu 127 3.5236 .74734 .06632 3.3924 3.6549 1.67 5.00 

3-4 kali dalam seminggu 55 3.9939 .60770 .08194 3.8297 4.1582 2.33 5.00 

5-6 kali dalam seminggu 14 3.7619 .74740 .19975 3.3304 4.1934 2.00 4.67 

Setiap hari dalam seminggu 6 3.5833 1.39742 .57049 2.1168 5.0498 1.00 5.00 

Total 202 3.6700 .75967 .05345 3.5646 3.7754 1.00 5.00 
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ANOVA 

  Sum of Squares df Mean Square F Sig. 

Perceived_Value Between Groups 2.614 3 .871 2.222 .087 

Within Groups 77.660 198 .392   

Total 80.275 201    

Perceived_Quality Between Groups 4.761 3 1.587 3.160 .026 

Within Groups 99.448 198 .502   

Total 104.209 201    

Customer_Satisfaction Between Groups 1.180 3 .393 .797 .497 

Within Groups 97.713 198 .493   

Total 98.892 201    

Brand_Loyalty Between Groups 8.656 3 2.885 5.322 .002 

Within Groups 107.342 198 .542   

Total 115.998 201    
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Abstract 

Brand Loyalty is the only tool for any company to survive in a severe competition. Brand 

helps in creating relationship between consumer and producer. In this research we study and 

investigated the effect of service quality, perceived quality, perceived value, brand trust and 

customer satisfaction on brand loyalty. The service quality, perceived quality and value were 

determined to be input variables; brand trust and customer satisfaction were determined to be 

intervening variables; and brand loyalty was determined to be the output variable. Conceptual 

model was designed to explain the factors on brand loyalty. Our study based on a 

self-administered survey that was conducted in Bahawalpur setting. Data were collected from 

the randomly selected 150 Hewlett Packard product consumers. Our study results provide a 

better understanding about brand loyalty among customers for companies to analyse and part 

played by each element in the progress of brand loyalty. Moreover it highlights the crucial 

role played by affective elements. 

Keywords: Brand loyalty, brand trust, customer satisfaction 
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Introduction  

Brand is an important subject which creates positive image in eyes of customers to make 

itself different from the competitors(kotler,2004).Today in the age of globalization internet is 

now spreading in the world quickly as compared in the past due to this the competition 

among the products are more severe to survive. This makes brand more important and uplift 

at high level. In the world of marketing and other businesses brand is growing up as an issue 

and become more important at international level. In the intensive competition to make the 

customers loyal to brand marketing strategies help to create positive image. An organization 

can determine its success by the degree of their brand rather than to build a new plant or 

technical innovation. Loyal customers even at toughest times purchase the product offering at 

high rate. 

In the process of product choice by the customers brand plays an important role. The mean of 

this process is to create a link between the producer and consumer to provide them the 

functions that are promised by the product to meet his or her expectations. That’s why 

customers consider brand in the product selection process when they intend to purchase. If 

customers aware more about the role and importance of brand they would be more loyal to 

the brand product. This creates a strong link between brand and loyalty about that brand. 

Brand loyalty concept is complicated and not one dimensional (Ha, 2005).The existence of 

the loyalty to brand is possible when customers feels that the product has right characteristics 

according to the quality and price of the product. 

Brands are the asset of organizations. They interlink consumer and the company that build 

customers trust and loyalty to the brand. So that this loyalty brings greater market share when 

the product is purchase by the customers loyal to the brand (Assael 1998). Brands are 

considered as the more important assets of the company that make customers loyal and have 

value for the end consumer. Thus the brand helps customers in purchase decision making. 

Furthermore brand creates a relationship with the customers either the relation is positive by 

continuing the brand or negative by moving to the other brand. 

The committed consumers purchase the brand repeatedly. The preference of a person is 

affected by the behaviour of consumer that resulted in brand loyalty. There is a consistency in 

buying a product from the preferred brand class at any price. Different marketing steps are 

taken by the companies to make the customers loyal. They used different programmes to 

attract the customers. In return they get the customers loyal to them and talked about the 

brand among friends positively. This positive word of mouth is very effective for the 

company that helps them in gaining the great market share. 

The understanding about the needs and wants of the customers is important but majority of 

the companies failed to do it. The power of the customers of understanding about the 

products in present day is more as compared in the past. In this result customers remain 

unsatisfied. Thus not only credibility but loyalty of the brand is also affected directly and 

indirectly by this dissatisfaction of customers. In the beginning point, customer’s satisfaction 

is built if the customer has full confidence or trust on the brand. If brand fails to fulfil 

promises customer will move to the competitor brand product. 
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The research scholars have now complete understanding about brand loyalty that is of great 

advantage for the companies from past few years. There are many studies about focus on 

advantages of customer loyalty to the brand andtheir strength to attain great outcomes (Oliver, 

1999; Russell-Bennett et al., 2007).From the practical point of view, in order to enhance the 

brand experience it’s important to know how loyalty to the specific brand can be reinforced.in 

this observation loyalty of customer shows a wider role and connect the company, its 

employees and shareholders with the final consumer of the product. Similarly brand is a main 

mean to understand the consumer brand link. 

Every of the firm want to attract the customers and they would have the high brand feeling 

about the product. For this purpose customer satisfaction is necessary factor that can move 

the customers towards it. From this point of view if the customers will satisfy with their 

specific brand they would make repeat purchases and show commitment. Not only 

satisfaction various other factors affect the brand loyalty of consumer include trust, quality 

perceived value, equity. These factors are helpful in creating the multidimensional construct 

of brand loyalty. In this research we are studying the variables including service quality, 

perceived quality, perceived value, customer satisfaction, brand trust and their effect of brand 

loyalty. These determinants are designed to know the effects on brand loyalty. 

The loyal customers of specific brand probably willing to pay any price for the product 

(Jacoby and Chestnut 1998; Pessemier1959 ; Reicheld 1996).All this is due to the 

communication of the brand, trust of the customer and better service quality offered by the 

brand make consumer attractive to use it. Companies achieve the great share in market if 

loyal consumers purchase the brand constantly (Assael 1998). Moreover loyal consumers 

have a perfect image in their sights to use the product repeatedly overtime (Upshaw 

1995).Higher brand performance results and customer brand association may builds brand 

trust and loyalty that was a result of better communication and great service quality. Thus the 

loyalty to this brand can be understand through trustworthiness, service quality and perceived 

quality. 

 

Literature review 

2.1 Brand loyalty 

A situation in which consumer purchase and uses the brands of their trust as compare to brand 

that they don’t trust. In this way consumer shows a commitment to that brand. Brand loyalty 

can be measured through positive word of mouth, satisfaction of customer, brand trust, 

sensitivity of price etc. A degree in which consumer consistently purchases the brand 

available in the product category. The loyalty to the specific brand of consumer will remain 

unchanged if the brand is as long available (Rizwan et al., 2013). Today’s customer has more 

power of understanding about the brand and they will buy the brand from specific product 

category if they feel that the product has right characteristics, quality and price. Moreover 

they don’t move towards other suppliers to purchase the product. Also if the other brands are 

available at low prices having higher quality, consumers will remain loyal to their specific 
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brand. 

If the company wants to achieve the profitability and compete with their rival products brand 

loyalty is condition for it (Aaker, 1995, 1997; Reichheld, Markey, and Hopton, 

2000).Companies offer many brands to their customers but unfortunately not every brand 

attracts the customers. Only few brands give company higher loyalty customers. Marketing 

strategies are the heart of company to build a customer brand relationship; particularly in 

intensive competition by reducing the product disparity (Fournier and Yao, 1997).From the 

literature point of view brand loyalty in marketing has now great importance from last few 

decades (Howard and Sheth 1969). 

Due to the better perceived quality or positive image of brand the loyal consumers prefer to 

purchase the specific brand but not for the price (Chaudri, 1999). Through the attributes and 

good quality habit brand can be identified (Jacoby and Kyner, 1973).In general the customer 

level of satisfaction can be identified either the brand fulfil their expectations or not through 

the means of brand loyalty (Bloemer and Kasper, 1995; Ballester and Aleman, 2001). The 

performance of the brand is recognized by higher customer’s loyalty. 

 

2.2 Brand trust 

It is a promise of brand with their customers to fulfil their expectations. Brand trust is an 

important item that helps customer loyal to the brand. Without the trust on brand customer 

can’t enter in loyalty set. To build a trust it’s important for the Consumer to take and asses the 

information from the product. Companies can build emotional trust if they can prove that the 

brand is only for the customers and meet their expectations (e.g. brand is trustworthiness and 

friendly for the family use).Consistent brand demonstrate this specific behaviour. 

The customers trust on specified brand functions and willingness to purchase the brand from 

the product class (Moormal et al 1993). The vagueness in the situation can be diminishes by 

the trust through which customer can rely on the specific trusted brand product. Brand loyalty 

is a result of brand trust or promises that build the highly valued connections Morgan and 

Hunt 1994, Chaudhuri and Holbrook, 2001).Some scholars defined commitment as "an 

enduring desire to maintain a valued relationship" (Moorman, Zaltman, and Deshpande 

1992).So promises are the cause of constant on going and retaining a relationship build 

between company and consumer. 

H1: Brand trust positively correlated with brand loyalty   

 

2.3 Service quality 

Service quality can be defined as the observation of customer about service items that include 

quality of physical atmosphere, resulted quality, and interfaced quality. Furthermore these 

service items can also be estimated on the basis of detailed dimensions of quality, awareness, 

consistency and promises. In addition to this, service quality contains the exchange of 
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relationships between salesperson and the purchasers. Due to the better services provided 

customer wants to avail the services at shop. This resulted in the extensive coordination 

between salesperson and consumer. 

Service quality can be defined as the divergence between customer image about the service 

presentation and his/her expectations for services. Service quality is an essential item in 

building the brand trust and defined in other words as the decisions that are resultant from 

estimation process in which customers differentiate the service provided to them and the 

services they perceived   (Parasuraman et al, 1988) Gronroos (1984). 

The customer’s decision about the whole performance of the service product ( Zeithaml 

1988). If the quality experienced by the customer is according to the quality they expect 

about the brand this resulted in a better service and perceived quality Gronroos (1988). The 

model of service quality that got fame was presented by Parasuraman et al. (1985, 1988). 

There is a major effect of service quality on the loyalty of customer (Bolton and Drew 1991). 

Some scholars suggested that only those elements have major effect on brand loyalty that is 

not intangible but gives response (Kayaman and Arasli 2007). The quality perceived by the 

customer and their satisfaction level the indirect link among brand loyalty and service quality 

can be defined (Chitty et al., 2007). 

In service organizations they must have to facilitate the customer with their consistent and 

best service qualities that can make them at the top in the competition of services provided. 

The point to keep in mind while in competition is to provide customers with their consistent 

and best products, loyalty of customers with brand and mitigating cost (Rusta, 2008). 

Practical research also clearly defined the relationship between the service quality, brand trust 

and loyalty of customers towards the brand. The behaviour of the customer and intention 

towards the services and its multidimensional structure was proposed by the scholar 

(Zeithaml et at. 1996). Positive word of mouth, intention of customers towards the brand, 

sensitivity in price and behaviours of complaining about it are the main four measurements 

that completely described the multidimensional framework. 

H2: Service quality is positively correlated with brand trust 

 

2.4 Customer satisfaction 

It can be defined as the degree to which customers are happy with the use of products that are 

provided to them by the companies. To achieve the level of satisfaction companies must have 

to keep in mind the needs and wants of customers and supply them outstanding products and 

services. Any business can move on to the upper level of advantage by achieving customer 

satisfaction in intensive competitive market. It is a feeling of any consumer post purchases 

and uses of the product, regardless that product and services meet the expectations or not. 

Originally customers make their expectation and perception about the brand product by 

means of positive word of mouth from the friends and family, the selling and promotion 

activities by using the market strategies. If the customers found unsatisfied from the product 
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and services it is possibility that they can tell others about such practice. 

It is commonly used in studies. Basically satisfaction is a speedy or quick experience of the 

customers after using the product through which the overall satisfaction can be assessed (Lam, 

et al, 2004; Tian, 1998; Yang, 2004; Li and Vogelsong, 2003). Various studies tells that the 

loyalty is affected by the satisfaction through the satisfaction level we can predict the 

purchase intentions and behaviour of consumer towards the brand product (Eggert, A. 

&Ulaga, 2002). In making a decision to purchase the product past experiences of using that 

product affects the intention of consumer decision process. 

From the past few decades many marketers and research scholars define customer satisfaction. 

In the words of (Oliver 1997) satisfaction is defined as “the summary psychological state 

resulting when the emotion surrounding disconfirmed expectation is coupled with prior 

feelings about the customer experience”. 

Practical studies illustrate that satisfaction is the predecessor of brand loyalty, intention to 

rebuy the product and behavior of brand towards its customers (Oliver, 1980; Pritchard et al., 

1999; Russell- Bennett et al., 2007). Brand loyalty can increased by the satisfaction of 

customer and repeat the purchase of the same product services (LaBarbera and Mazursky, 

1983). In the research repurchase and consumption of the product leads to the two phases of 

loyalty that are as, loyalty to purchase and loyalty towards attitude or behavior through which 

it can be determined either consumers will purchase those services or move to other that are 

more preferable (Bennett, Härtel, and McColl- Kennedy, 2005; Chaudhuri and Holbrook, 

2001).Thus, the following hypothesis is arrived:   

H3: Customer Satisfaction will be positively correlated with brand loyalty 

 

2.5 Perceived brand quality 

The customer’s perception about the product and services quality. It is the perception of the 

customer created by the companies through the advertising publicities, and other social media 

intend to purchase the product. In general it is the feeling of customer about product quality 

and its features provided to them such a performance and reliability of the product. The 

promises made by the brand product to meet the expectations of the customers (Zenithal, 

1988). Basically there are two phases of the quality objective and perceived quality. 

According to, Zeithaml (1988) objective quality has no validity and valuations of the quality. 

Furthermore from this point of view perceived quality is significant among them which are 

also a second phase or part of the quality. The customer valuations for the product quality and 

services either product meets the expectations (Olsen, 2002).  It is a relative concept that can 

change the people’s experiences and expectations of that product brand. Some researchers 

and practitioners had considered the relation of perceived quality and satisfaction by Olsen 

(2002), Darsono and Junaedi (2006). There are many models presented by the, Cronin and 

Taylor (1992) to examine the link of perceived quality and satisfaction. Through Some 

practical researches it is also found that there is a supportive link between perceived quality 

and satisfaction Lee and Back (2008). In some other quality studies this link has been 
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described (Brady and Robertson, 2001; Fornell, 1992; Tse and Wilton, 1988) According to 

Gotlieb et al.’s (1994) there is a consistent relation between perceived quality and customer 

satisfaction. If the link of perceived quality and satisfaction become consistent then it is best 

for the brand loyalty. Thus perceived quality has positive effect on brand satisfaction. 

Perceived quality has also an effect on the brand trust which suggested by many researchers 

Corritore et al., (2003). Through this result it is generally came to knew that there is a 

positive effect of perceived quality on brand trust. The following hypothesis are developed 

from the literature 

H4: perceived quality is positively correlated with customer satisfaction 

H5: perceived quality is positively correlated with brand trust 

 

2.6 Perceived brand value 

Perceived brand value is defined as the value of product according to its price in the mind of 

customers. Customer doesn’t know the cost incurred on the products. Customer just internally 

after using the product can analyse through feelings that either the price of the product is 

more than it’s worth or not. This is the point that makes customer willing to pay for the 

product or not. So in such situation manufacturers or producers apply marketing strategies to 

create high value of the product and services in the eyes of customer. 

It also tells the post purchase intentions and feelings of the customers about the product worth. 

Furthermore customers then create an image of product in mind positive or may be negative. 

(Hellier et al., 2003) suggested that it’s an observation of customers that the advantages are 

provided to them are according to price or they satisfy from that product or not. When 

customer purchases a product he/she wants to get more value than its cost this is the level of 

satisfaction and expectations of customers for product. 

There is association between perceived value and satisfaction suggested by Cronin et al. 

(2000). Moreover the outcomes told that a significant relationship is between perceived value 

and satisfaction. The value of product in eyes of customer would be high if customer gets 

more satisfaction from the specific brand product. 

Some scholars studied that there is significant relationship between perceived value and 

brand trust Chaudhuri and Holbrook (2001). Product value in eyes of customer would 

increase if the trust of customer on brand is high. Thus the hypotheses we get from a 

literature are as follows: 

H6: Perceived value is positively correlated with customer satisfaction.  

H7: Perceived value is positively correlated with brand trust 

 

Research Methodology 

The nature of current study is descriptive that explains the whole phenomenon. Descriptive 
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research can be explained as to describing something, some phenomenon or any specific 

situation. In Descriptive research we explain the phenomena or situation not any type of 

interpretation occurs in the descriptive research (Creswell.1994). The first purpose of the 

descriptive research is verification of the developed hypotheses that reflect the current 

situation. This practical and descriptive study shows the reliability of the questionnaire. 

 

Sample/Data 

A sample of 150 Hewlett Packard product users were randomly selected, for this purpose the 

study based and developed through conducting self-administered questionnaires. The data 

was collected from Bahawalpur City and consumers were asked to participate in this research 

to collect the information about brand loyalty. The current study utilizes a technique that is 

convenience sampling. It is a sampling technique in which data or relevant information is 

collected from the sample/units of the study that are conveniently available (Zikmund, 1997). 

 

Questionnaire and Scales 

There are two major purposes of the survey instrument: first to investigate the relationship of 

different variables in foundation of brand loyalty and secondary, to gather the information 

about the respondents of different characteristics that can be used to understand the variations 

in different classes. 

The survey of the study contains two sections. Section 1 contains individual specific and 

demographic variables. This section tells the respondents gender, age, income, education and 

status. 

While Section 2 include the variables that are under study. These variables include perceived 

value, brand loyalty, brand trust, customer satisfaction, perceived quality and service quality. 

The base of this section is on the past literature and already builds and used questionnaires 

(Table 1) 

The scales under this study were taken from previous literature and published studies. First 

variables contain 4 items and these scales were taken from ((Mathwick et al. 2001; Petrick 

2002; Sweeney and Soutar 2001)) ; Second variable contains 6 items these measures were 

taken from (Algesheimer, Uptal and Herrmann, 2005; Fullerton, 2005; Third variable 

contains 5 items and these scales were taken fromMatzler it al, (2008). Chanduhuri and 

Holbrook, (2001) ; Fourth variable contains 4 items and these scales are adopted from Yoo et 

al (2000) ;Fifth variable has only just 2 items which were taken fromRagunathan and Irwin 

(2001) ;Sixth or last variable contains 5 items and these were adopted from (Brady and 

Cronin, 2001; Parasuraman et al, 1988; Terblanche and Boshoff, 2001).  
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Table 1: Scales of the study 

No Variables Items Reference 

1 Perceived value 1. The product itself is worthy.  

2. This brand is reasonably priced.  

3. This brand offers value for the money. 

4.This brand is a good product for the 

price 

 

((Mathwick et al. 

2001; Petrick 2002; 

Sweeney and Soutar 

2001)) 

2 Brand loyalty 1. This brand would be my first choice. 

2. I consider myself to be loyal to this 

brand 

3. I will not buy other brands if the same 

product is available at the store. 

4. I recommend this brand to someone 

who seeks my   advice 

5. I get good value for my money. 

6. I say positive things about this brand 

to other people. 

 

 

(Algesheimer, Uptal 

and Herrmann, 2005; 

Fullerton, 2005; 

3 Brand trust 1. I trust on this brand. 

2.I rely on this brand 

3.This is an honest brand 

4. This brand meets my expectations 

5. This brand is safe. 

Matzler it al, (2008). 

Chanduhuri and 

Holbrook,(2001) 

4 Perceived quality 1. This brand is of high quality. 

2.It is likely that the brand is very high 

quality 

3. It is likely that brand is of very 

Yoo et al (2000) 
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consistent quality. 

4. It is likely that the brand offer 

excellent features. 

5 Customer 

satisfaction 

1.Overall I am satisfied with specific 

experience with the brand 

2.I am satisfied with my decision to 

purchase from this brand 

Ragunathan and 

Irwin(2001) 

6 Service quality 1.This brand provides superior service 

2.This brand offers excellent service 

3.I have always excellent experience 

when I use this brand 

4.I feel good about what this brand offers 

to its customers 

5.This brand has fair system for the 

handling of complaints 

(Brady and Cronin, 

2001; Parasuraman et 

al, 1988; Terblanche 

and Boshoff, 2001) 

Procedure 

The questionnaire was distributed among 170 respondents for collection of data in 

Bahawalpur. From the above mentioned criteria the respondents were selected for this 

purpose. From the starting point or before giving the questionnaire the purpose of the 

research and study was described to them so that they can easily fill up the questionnaire with 

appropriate response answers. After the collection of data 150 questionnaires were selected 

and rest of the questionnaires were not including in the research due to invalid and 

incomplete questionnaires. The setting of the variables were according to the five point Likert 

scale (1= strongly agree, 2= agree; 3= neutral, 4= disagree; 5=strongly disagree). Data was 

coded in SPSS programme. To view the results regression analysis was used. 

Reliability Analysis 

In this study of brand loyalty questionnaire we use 26 items in measurement of 6 variables 

and we came to know that the items in this study are more reliable than standard and 

suggested value 0.50 by Nunnally (1970) and 0.60 by Moss et al. (1998).So these 26 items 

shows that all these are reliable and valid to measure the opinions of consumers towards 

brand loyalty. Reliability of items are shown in (Table 2) 
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Table 2: Reliability of Measurements Instrument 

Scales Items Cronbach Alpha 

Perceived Value 

Brand Loyalty 

Brand Trust 

Customer Satisfaction 

Perceived Quality 

Service Quality 

              4 

              6 

              5 

              2 

              4 

              5  

                  0.525 

                  0.721 

                  0.633 

                  0.595 

                  0.629 

                  0.617 

 

Hypothesis Testing 

Description of the Respondents 

The respondents personal and demographic collected information such as gender, age, 

income, education and status are given in the following constructed table (Table 3) 

 

Table 3: Description of the Respondents 

 Category Frequency Percentage 

Variable    

Gender Male 

Female 

135 

15 

90 

10 

Age   15-20 years 

  20-25 years 

  25-30 years 

41 

107 

2 

27.3 

71.3 

1.3 

Income Below 15000 

15000-25000 

25000-35000 

35000-45000 

103 

34 

10 

2 

68.7 

22.7 

6.7 

1.3 
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Above 50000 

 

1 0.7 

Education Matriculation 

       Inter 

    Bachelor 

     Master 

    Ms/MPhil 

 

3 

8 

114 

16 

9 

2 

5.3 

76 

10.7 

6 

Status      Student 

    Employed 

 

149 

1 

99.3 

0.7 

 

Hypothesis Testing 

Service quality, perceived quality, perceived value and brand trust 

In order to understand the model of brand loyalty regression results show that there is 

significant positive relationship between service quality and brand trust with (β=.304) and 

(p<0.01). This means that service quality helps more than 30% to create brand trust among 

customers. Our study validates the hypothesis H2. 

The regression analysis of the study shows that there is a positive significant relationship 

between perceived quality and brand trust with (β=.362) and (p<0.01). Through this result we 

came to know that perceived quality contribute more than 36% to create brand trust. From 

this result we can say that our study supported the hypothesis H5. 

Furthermore the relationship between perceived value and brand trust is significant and 

positive with (β=.146) and (p<0.05). According to this regression analysis result we came to 

know that perceived value contribute more than14% in creating brand trust among customers. 

So this result gives validation in favour of hypothesis H7. 

 

Perceived quality, perceived value and customer satisfaction 

Regression analysis of our research shows that there is a positive and significant relationship 

between perceived quality and customer satisfaction with (β=.389) and (p<0.01). This 

outcome tells that perceived quality contribute more than 38% in customer satisfaction. 

Hypothesis H4 authenticates through this regression outcome. So a relationship between 
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perceived quality and customer satisfaction is found. 

Based on the regression results we examine that there is insignificant relationship between 

perceived value and customer satisfaction with (β=.073) and (p>0.05). Younger respondents 

were focused mainly in this research and they were observed to the high perceived value with 

relative product if mainly sample consist of adults then results could be different about the 

relation of perceived value and customer satisfaction. So, we conclude that there is no 

significant relationship between perceived value and customer satisfaction. From this 

outcome hypothesis H6 is rejected. 

 

Brand trust, Customer satisfaction and brand loyalty 

According to the research study the variables investigated and have a significant positive 

relationship between brand trust and brand loyalty. Moreover brand trust has a positive effect 

on brand loyalty with (β=.510) and (p<0.01). This represents that brand trust contribute 51% 

to brand loyalty. So, this regression analysis shows that brand trust has positive impact on 

brand loyalty and which authenticate the hypothesis H1. 

Regression outcome tells that there is positive significant relationship between customer 

satisfaction and brand loyalty with (β=.132) and (p<0.05). This means that customer 

satisfaction helps more than 13% in building brand loyalty. On the basis of this result we can 

say that there is a relationship between customer satisfaction and brand loyalty which is 

significant and positive from the regression analysis. This research verify hypothesis H3. 

 

Table 4: Regression Analysis results 

Hypothesis Model variables    S.E β  C.R significance

P 

Results 

H1 brand-loy brand-t  .087 .510 6.495 *** Supported 

H2 brand-t                   

ser-qua  

 

.080 

 

.304 

 

3.978 *** Supported 

H3 brand-loycus-sat  .076 .132 1.682 .015 Supported 

H4 

 

cus-sat   per-qua   

 

.086 .389 4.697 *** Supported 

H5 brand-tper-qua .073 .362 4.771 *** Supported 
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H6 

 

 

Cus-sat                   

per-val 

 

.099 .073 .932 .353 Not 

Supported 

H7 brand-t                   

per-val 

.073 .146 2.186 .030 Supported 

 

Discussion 

The purpose of this study is to examine the factors affecting brand loyalty. According to the 

results of study we came to know the loyalty for brand among customers in Bahawalpur for 

Hewlett Packard products. The multidimensional construct of brand loyalty basically contains 

five factors; perceived quality, value, service quality, band trust and customer satisfaction. 

Previous researches found the significant effect of brand trust on loyalty of customers. From 

the study, outcome tells that brand trust is the most important factor on brand loyalty having 

the regression weight 0.510 (p<0.01). A highly significant positive relationship is found 

between brand trust and brand loyalty. This result illustrates that promises of the product with 

the customers are fulfilled in return a trust on brand creates which is beneficial for the 

company in making loyal customers. Brand loyalty is a result of brand trust or promises that 

build the highly valued connections with consumers Morgan and Hunt 1994, Chaudhuri and 

Holbrook, 2001).Customer satisfaction is found to be another very important aspect that also 

has significant effect on brand loyalty with regression weight to be 0.132 (p, 0.015). To make 

customers loyal Companies keep the needs and wants of the customers in mind to satisfy and 

facilitate them by their best products and services. The study affirmatively proved by this 

consequence that Brand loyalty can increased by the satisfaction of customer and repeat the 

purchase of the same product services (LaBarbera and Mazursky, 1983). From the 

investigation of study Purchase intentions and decision making of the customers are affected 

by their satisfaction level. 

Service quality, perceived quality and value have a significant positive effect on intervening 

variables. These inputs can bring changes in customers positively to make them loyal or 

negatively by losing them. From the study of (Olsen, 2002) the customer valuations for the 

product quality and services either product meets the expectations. In predicting brand loyalty 

the link of customer satisfaction and perceived quality is found significant from the 

regression result of analysis to be (β=.389) and (p<0.01). From the results we can say that 

perceived quality has a positive effect in loyalty of customers. Quality wise perception 

created in minds that help them in creating satisfaction level to increase which then lead the 

consumers to brand loyalty. 

Prior studies examine the relationship between brand trust and perceived quality. This result 

was also found to be consistent by Corritore et al., (2003). Regression analysis with (β=.362) 
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and (p<0.01) as perceive quality is the antecedent of brand loyalty it supports our study that it 

effects the customers loyalty and trust. Our research tells and supports in form of positive 

significant relationship with brand trust that leads customer to loyalty of that brand. From the 

past proved studies researchers and practitioners found that there is a major effect of service 

quality on the loyalty of customer (Bolton and Drew 1991). Thefinding of this study also 

affirms by Parasuraman et al (1988) that service quality has positive effect on brand trust. 

Our study mentions a strong role of service quality in creating a profile of loyal customers 

with the regression weight being (β=.304) and (p<0.01). Quality of the service give benefits 

not only to customers but more to the company in make themselves a market king so better 

service quality provides company with great market share. Our study gives a favour in this 

relationship of service quality and brand trust. 

Perceived value is found to be another important factor that affects the brand trust in building 

brand loyalty. Basically it is the Customer evaluation of product according to the price. Some 

scholars studied that there is positive significant relationship between perceived value and 

brand trust Chaudhuri and Holbrook (2001). Our result is found to be consistent with it and 

gives the regression weight of (β=.146) and (p<0.05). Our study conclusions support that 

perceived value helps a lot in the foundation of brand trust that take customer towards loyalty. 

Earlier researches affirms perceived value to be significant with customer satisfaction but our 

study investigates and discover the insignificant relationship between perceived value and 

customer satisfaction by regression analysis having weight (β=.073) and (p>0.05).Younger 

respondents were focused mainly in this research and they were observed to the high 

perceived value with relative product if mainly sample consist of adults then results could be 

different for this relation. 

This research indicates some advices for the companies to follow for the foundation of brand 

loyalty. Companies must have to focus on the promotion means like media and advertising 

etc. but have to represent the actual picture of the product and stop in avoiding of the 

statements on that they can’t justify. Any company in the world If want to be successful, they 

should have to give numerous and affective details to their customer so that they buy their 

services and products. By this manner companies can get complete loyalty. Lastly, this paper 

recommended the ways of developing brand loyalty for the companies. 

Limitations and future research 

As like other projects researches, our study also has certain restricted boundaries that may 

possibly provide other promising paths for further exploration. In this research we study and 

investigated the effect of service quality, perceived quality, perceived value, brand trust and 

customer satisfaction on brand loyalty. This study was focused mainly to undergraduate and 

graduate students. Among these students loyalty towards Hewlett Packard brand products 

were examined or observed. From the found results brand trust and customer satisfaction has 

highest effect on brand loyalty. For additional explorations, the elements effective on the 

growth of trust and customer satisfaction are recommended to examine in future. Furthermore, 

consider the different product while investigating brand loyalty among customers because 

loyalty consequences may show discrepancy dependent on product variation. Likewise, youth 
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outlooks towards loyalty may possibly vary from adults. For that reason, future researches are 

needed to examine the affective factors on loyalty in standings of altered consumer sets. 

Various respondents had complications to understand the items given in questionnaire 

because in Pakistan natural language is Urdu. To resolve this dispute, by building a 

questionnaire in native language for understanding of respondents, usage of substitute words 

or reshaping the item questions may be very beneficial for future research. For the detailed 

investigation of brand loyalty among customers added more items in the study. In addition, to 

understand the detailed concept of customer-brand relationship further processes of service 

quality, perceived value and perceived quality could be investigated for the enhanced 

conclusions. Regardless with the significance of this conception, according to (Chaudhuri and 

Holbrook, 2001) the dimensions of brand loyalty have not grown in promotion works. Thus 

the outcomes or upshots of this investigation would be used or treated with attentiveness and 

carefulness. The investigation would be strong and accurate by enhancing the size of sample 

composed of the respondents to be taken from other geographical zones. 
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