BAB V PENUTUP

5.1 Kesimpulan
Berdasarkan hasil analisis data yang diperoleh dalam penelitian ini dan telah
dijelaskan di bab IV, dengan demikian kesimpulan yang diperoleh pada penelitian ini
adalah:
5.1.1 Pengaruh Persepsi Kualitas Merek terhadap Loyalitas Merek
Penelitian tentang pengaruh persepsi kualitas merek terhadap loyalitas
merek Fore Coffee menunjukkan hasil yang tidak signifikan, yang secara ilmiah
mengindikasikan bahwa variabel persepsi kualitas merek tidak memiliki
korelasi langsung yang kuat dengan tingkat loyalitas konsumen. Dalam konteks
teoritis, temuan ini menjelaskan bahwa konstruk loyalitas merek bersifat
multidimensional dan tidak dapat dijelaskan hanya melalui persepsi kualitas
merek semata, melainkan melibatkan faktor kompleks seperti pengalaman
konsumen, nilai emosional, dan konteks sosial. Analisis statistik
mengungkapkan bahwa konsumen Fore Coffee membangun loyalitas melalui
mekanisme yang lebih dinamis dan personal, di mana kualitas produk hanyalah
salah satu dari berbagai pertimbangan dalam membentuk hubungan

berkelanjutan dengan merek.

5.1.2 Pengaruh Kesadaran Merek terhadap Loyalitas Merek

Hasil penelitian ini menunjukkan bahwa kesadaran merek memiliki
pengaruh signifikan dan positif terhadap loyalitas merek pada Fore Coffee.
Secara statistik, temuan ini mengindikasikan bahwa semakin tinggi tingkat
kesadaran konsumen terhadap merek Fore Coffee, maka semakin kuat pula
loyalitas mereka kepada merek tersebut. Hal ini dapat terjadi karena kesadaran
merek merupakan fondasi awal yang membangun hubungan emosional dan
kognitif antara konsumen dengan suatu produk atau layanan. Dalam konteks

Fore Coffee, peningkatan kesadaran merek melalui strategi pemasaran yang
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efektif, seperti media sosial, kampanye iklan, dan pengalaman pelanggan yang
konsisten, telah berhasil menciptakan persepsi positif di benak konsumen.
Ketika konsumen memiliki pengetahuan yang mendalam tentang merek, fitur
produk, nilai unik, dan positioning Fore Coffee di pasar kopi, mereka
cenderung mengembangkan ikatan psikologis yang lebih kuat.

5.1.3 Pengaruh Kepercayaan Merek terhadap Loyalitas Merek

Dalam konteks pemasaran modern, kepercayaan merek memiliki
peranan strategis yang sangat penting dalam membangun dan mempertahankan
loyalitas konsumen. Penelitian ini mengungkapkan bahwa variabel
kepercayaan merek memiliki pengaruh signifikan dan positif terhadap loyalitas
merek Fore Coffee. Temuan penelitian menunjukkan bahwa semakin tinggi
tingkat kepercayaan konsumen terhadap merek Fore Coffee, maka akan
semakin kuat pula loyalitas mereka dalam menggunakan produk tersebut.
Secara statistik, hubungan signifikan dan positif ini mengindikasikan bahwa
setiap peningkatan kepercayaan konsumen terhadap merek akan berbanding
lurus dengan peningkatan loyalitas mereka. Artinya, ketika konsumen merasa
yakin dan percaya terhadap kualitas, kredibilitas, dan janji merek Fore Coffee,
mereka cenderung akan terus melakukan pembelian berulang dan

merekomendasikan merek tersebut kepada orang lain.

5.1.4 Pengaruh Persepsi Kualitas Merek terhadap Kepercayaan Merek

Berdasarkan hasil penelitian, ditemukan bahwa persepsi kualitas merek
memiliki pengaruh yang signifikan dan positif terhadap kepercayaan merek
pada Fore Coffee. Hal ini mengindikasikan bahwa semakin tinggi persepsi
konsumen terhadap kualitas merek Fore Coffee, maka semakin kuat pula
tingkat kepercayaan mereka terhadap merek tersebut. Secara statistik,
hubungan antara persepsi kualitas dan kepercayaan merek menunjukkan
korelasi yang erat, di mana setiap peningkatan persepsi kualitas produk akan

diikuti oleh peningkatan kepercayaan konsumen.
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Temuan penelitian ini mendukung teori bahwa persepsi kualitas merek
merupakan faktor kunci dalam membangun kepercayaan konsumen. Konsumen
Fore Coffee yang merasakan kualitas produk yang unggul, pelayanan yang baik,
dan konsistensi dalam pemenuhan janji merek, cenderung mengembangkan
kepercayaan yang lebih mendalam terhadap merek tersebut. Dengan demikian,
strategi peningkatan kualitas produk dan pengalaman konsumen dapat menjadi
instrumen efektif dalam memperkuat ikatan emosional dan rasional antara Fore

Coffee dan para pelanggannya.

5.1.5 Pengaruh Kesadaran Merek terhadap Kepercayaan Merek

Hasil penelitian menunjukkan bahwa kesadaran merek memiliki
pengaruh signifikan dan positif terhadap kepercayaan merek pada Fore Coffee.
Secara statistik, temuan ini mengindikasikan bahwa semakin tinggi tingkat
kesadaran konsumen terhadap merek Fore Coffee, maka akan semakin
meningkat pula tingkat kepercayaan mereka pada merek tersebut. Hal ini dapat
dipahami sebagai proses psikologis di mana konsumen yang familiar dan
memiliki pengetahuan mendalam tentang suatu merek cenderung akan
membangun persepsi positif dan kepercayaan yang kuat.

Dalam konteks Fore Coffee, kesadaran merek yang kuat tercermin
melalui kemampuan konsumen mengenali logo, memahami nilai-nilai merek,
dan mengasosiasikan merek dengan kualitas produk kopi yang konsisten.
Ketika konsumen secara berulang mengalami pengalaman positif dan
memperoleh informasi yang kredibel tentang Fore Coffee, mereka akan
mengembangkan kepercayaan yang semakin mendalam. Proses ini
menunjukkan bahwa kesadaran merek bukan sekadar pengenalan visual,
melainkan juga pembentukan ikatan emosional dan rasional yang berkelanjutan

antara konsumen dan merek.
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5.1.6 Pengaruh Kepercayaan Merek memediasi Persepsi Kualitas Merek
terhadap Loyalitas Merek
Hasil analisis membuktikan bahwa kepercayaan merek berperan
sebagai mediator penuh (indirect only mediation) dalam hubungan antara
persepsi kualitas merek dan loyalitas merek pada Fore Coffee. Temuan ini
mengindikasikan bahwa persepsi kualitas merek tidak secara langsung
mempengaruhi loyalitas merek, melainkan harus melalui pembentukan
kepercayaan merek terlebih dahulu. Ketika konsumen memiliki persepsi
kualitas yang positif terhadap kualitas produk dan layanan Fore Coffee, hal ini
akan membangun kepercayaan terhadap merek, yang pada gilirannya
mendorong terbentuknya loyalitas merek yang kuat. Dengan demikian, untuk
meningkatkan loyalitas konsumen, Fore Coffee perlu memfokuskan strateginya
pada penguatan kualitas yang dapat dirasakan konsumen sembari membangun
kepercayaan merek sebagai jembatan menuju terciptanya loyalitas merek yang

berkelanjutan.

5.1.7 Pengaruh Kepercayaan Merek memediasi Kesadaran Merek terhadap
Loyalitas Merek
Berdasarkan hasil analisis penelitian, dapat disimpulkan bahwa
kepercayaan merek berperan secara efektif sebagai variabel mediasi dalam
hubungan antara kesadaran merek dan loyalitas merek pada Fore Coffee,
dengan pola mediasi (complementary mediation) yang mengindikasikan bahwa
baik pengaruh langsung maupun tidak langsung memiliki arah positif dan
signifikan. Temuan ini mengungkapkan bahwa semakin tinggi kesadaran
merek konsumen terhadap Fore Coffee, maka akan semakin meningkat pula
kepercayaan merek yang pada gilirannya berkontribusi pada penguatan
loyalitas merek. Hal ini menunjukkan bahwa upaya Fore Coffee dalam
membangun kesadaran merek tidak hanya secara langsung mempengaruhi

loyalitas merek, tetapi juga diperkuat melalui pembentukan kepercayaan merek
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yang solid, menciptakan suatu mekanisme penguatan loyalitas yang

berkelanjutan.

5.2 Implikasi Manajerial

Berdasarkan kesimpulan di atas, berikut adalah beberapa implikasi

manajerial yang tepat untuk penelitian ini:

1.

Implikasi praktis dari penelitian ini adalah Fore Coffee perlu
mengeksplorasi dan memahami variabel-variabel alternatif yang lebih
berpengaruh dalam membangun loyalitas pelanggan, serta merancang
strategi pemasaran yang lebih komprehensif yang tidak hanya
mengandalkan persepsi kualitas merek sebagai satu-satunya pendekatan
untuk meningkatkan kesetiaan konsumen.

Strategi pengembangan kesadaran merek menjadi kunci penting dalam
membangun kepercayaan konsumen. Fore Coffee perlu merancang
komunikasi pemasaran yang komprehensif untuk meningkatkan
pengenalan merek melalui berbagai saluran, seperti media sosial, iklan
digital, dan kegiatan pemasaran langsung. Dengan meningkatkan
visibilitas dan reputasi merek, Fore Coffee dapat memperkuat persepsi
positif konsumen, yang pada gilirannya akan mendorong peningkatan
kepercayaan dan loyalitas pelanggan. Pendekatan strategis ini tidak
hanya akan memperluas basis konsumen, tetapi juga menciptakan
ikatan emosional yang lebih kuat antara merek dan konsumen.
Implikasi manajerial yang dapat dikembangkan oleh Fore Coffee adalah
membangun strategi pemasaran yang berkelanjutan dengan fokus pada
pembentukan kepercayaan konsumen. Hal ini dapat dilakukan melalui
konsistensi kualitas produk, pelayanan prima, keterbukaan komunikasi,
dan memenuhi janji merek secara berkala. Pendekatan sistematis dalam
membangun kredibilitas merek akan mendorong persepsi positif
konsumen, yang selanjutnya dapat meningkatkan loyalitas dan retensi

pelanggan dalam jangka panjang. Strategi ini tidak hanya memperkuat
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posisi kompetitif Fore Coffee di pasar kopi, tetapi juga menciptakan

ikatan emosional yang lebih mendalam dengan konsumen.

5.3 Keterbatasan Penelitian
Berdasarkan hasil penelitian yang dilakukan, penelitian ini memiliki
beberapa keterbatasan yang bisa menjadi bahan pertimbangan untuk penelitian
selanjutnya. Keterbatasan penelitian ini adalah sebagai berikut:

1. Hasil statistik mengungkapkan bahwa konsumen Fore Coffee
membangun loyalitas melalui mekanisme yang lebih dinamis dan
personal, di mana kualitas produk hanyalah salah satu dari berbagai
pertimbangan dalam membentuk hubungan berkelanjutan dengan
merek. Perilaku loyalitas konsumen Fore Coffee terbentuk melalui
interaksi kompleks berbagai faktor, seperti pengalaman konsumen di
gerai (service scape), kenyamanan lokasi, kecepatan layanan, dan
interaksi dengan staf. Aspek digital seperti kemudahan penggunaan
aplikasi mobile, program rewards yang menarik, dan konsistensi
pengalaman omnichannel juga berperan signifikan dalam membentuk
loyalitas.

2. Penelitian ini dilakukan dalam konteks industri coffee shop yang
spesifik, sehingga temuan yang dihasilkan memiliki keterbatasan dalam
penerapannya. Hasil penelitian ini tidak sepenuhnya dapat
digeneralisasikan ke industri lain atau kategori produk yang berbeda,
mengingat adanya karakteristik khusus dalam industri coffee shop yang
memengaruhi pola konsumsi dan perilaku pelanggan.

3. Kuesioner mengenai kualitas merek dalam penelitian ini hanya berfokus
pada aspek kualitas produk, seperti rasa, konsistensi, dan pengalaman
pelanggan sehingga tidak secara keseluruhan membahas dimensi

kualitas merek.
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5.4 Saran Penelitian
Berdasarkan hasil dari keterbatasan dari penelitian yang telah dilakukan,
saran yang dapat diusulkan oleh penulis adalah sebagai berikut:

1. Pada Penelitian selanjutnya bisa memperdalam tentang peran
komunitas dalam membentuk loyalitas merek, termasuk analisis
efektivitas program membership dan dampaknya terhadap customer
lifetime value. Dan juga perlu dilakukan penelitian lebih lanjut
mengenai efektivitas integrasi pengalaman offline dan online Fore
Coffee, termasuk evaluasi dampak aplikasi mobile dan program digital
engagement terhadap loyalitas konsumen.

2. Sebagai saran untuk penelitian selanjutnya, direkomendasikan untuk
memperluas konteks studi ini ke industri lain atau kategori produk
berbeda untuk menguji apakah temuan yang sama berlaku secara lebih
luas. Menggunakan sampel yang lebih bervariasi, baik dari segi
demografis maupun wilayah geografis.

3. Penelitian selanjutnya dapat memperluas cakupan dimensi kualitas
merek, seperti perceived value, service quality, atau after-sales service,
untuk memahami bagaimana aspek-aspek ini memengaruhi loyalitas

dan kepercayaan konsumen.
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Adapun kriteria yang harus dipenuhi:

1. Mengetahui Produk Fore Coffee.
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waktu 1 Tahun terakhir.
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sehingga akan dijaga kerahasiaannya dan tidak disalahgunakan untuk kepentingan
yang lain.
Apabila ada pertanyaan, silahkan menghubungi:
E-mail: Siagiand25@gmail.com
Atas kesediaan Anda dalam membantu mengisi kuesioner penelitian ini, saya ucapkan
terima kasih dan God Bless You!
Bagian I: Pertanyaan Filter
1. Apakah Anda mengetahui Fore Coffee?
a. Ya
b. Tidak

2. Apakah Anda membeli produk Fore Coffee lebih dari 2 kali dalam

1 tahun ini?
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a. Ya
b. Tidak

Bagian I1: Butir Pertanyaan

Pertanyaan

Alternatif Jawaban

STS

TS

STS

S

STS

Persepsi Kualitas

Saya percaya minuman yang dibuat
oleh Fore Coffee mengunakan bahan
baku yang berkualitas

Saya yakin proses pembuatan
minuman Fore Coffee dijamin bersih

dan aman

Minuman Fore Coffee memiliki
kualitas yang dapat bersaing di

pasaran coffee shop

Minuman Fore Coffee di setiap gerai
memiliki rasa dan cara penyajian yang

konsisten

Rasa minuman yang disajikan tidak

pernah mengecewakan saya

Pertanyaan

Alternatif Jawaban

STS

TS

N

S

SS

Kesadaran Merek

Ketika saya memikirkan coffee shop,
Fore Coffee termasuk dalam daftar

yang terlintas di pikiran saya
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Ketika diberi pilihan antara Fore
Coffee dan produk Coffee lainnya,

saya akan memilih Fore Coffee

Saya dengan mudah mengenali gerai
Fore Coffee saat berjalan di mal atau

pusat perbelanjaan

Saya mengenali Fore Coffee hanya
dengan melihat kemasan produk

mereka

Pertanyaan

Alternatif Jawaban

STS

TS

N

S

SS

Kepercayaan Merek

Fore Coffee menyediakan minuman
dengan kualitas terbaik untuk para

pelanggannya

Saya yakin bahwa Fore Coffee akan
terus berupaya meningkatkan produk

dan layanannya

Fore Coffee berusaha untuk
mendengar kritik dan saran dari

pelanggan

Kualitas dan rasa Fore Coffee dapat
diandalkan dibandingkan dengan

merek lain yang serupa

Fore Coffee memiliki reputasi yang
baik dibandingkan dengan merek lain

Pertanyaan

Alternatif Jawaban
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STS

TS

SS

Loyalitas Merek

Fore Coffee adalah salah satu pilihan

utama saya

Saya akan melakukan pembelian pada

Fore Coffee lagi di kemudian hari

Saya akan mengajak teman dan
keluarga untuk memilih Fore Coffee

dibanding minuman lain

Saya akan mencoba produk baru Fore
Coffee

Bagian I11: Profil Responden

1. Jenis Kelamin

a.
b.

2. Usia

o o T ®

e.

Laki — Laki

Perempuan

<17 Tahun
28 — 43 tahun
44 — 59 tahun
60 — 78 tahun
>78 tahun

3. Pendidikan Terakhir

a.
b.

d.

€.

Sekolah Dasar

Sekolah Menengah Pertama
Sekolah Menengah Atas
Diploma

Sarjana

4.  Pendapatan dalam satu bulan

a.

< Rp 1.000.000
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b. Rp 1.000.001 - Rp 3.000.000

C.

Rp 3.000.001 - Rp 6.000.000

d. >Rp 6.000.000

5.  Pekerjaan

a.
b.

C.

Pelajar/Mahasiswa
Karyawan Swasta
Pegawai Negeri
Wirausaha

Lainnya
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Data Profil Responden

Apakah Apakah Anda
Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih . Usia Pekerjaan Pendidikan P
. . Kelamin bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
Karyawan .
Ya Ya Perempuan | 28 — 43 tahun Swasta Sarjana > Rp 6.000.000
. . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Lainnya Sarjana 3.000.000
Karyawan . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Swasta Sarjana 3.000.000
Ty, Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki 12 =27 tahun Mahasiswa Atas 3.000.000
Ya Ya Perempuan | 1227 tahun | oldar/ Sekolah Menengah <Rp 1.000.000
Mahasiswa Atas
Pelajar / . Rp 3.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 6.000.000
Ya Ya Perempuan | 12 — 27 tahun Kgryawan Sarjana > Rp 6.000.000
wasta
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
S Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12— Z6%@000 0o cicwa Atas 3.000.000
o Pelajar / Sekolah Menengah Rp 3.000.001 - Rp
Ya Ya Laki-laki | 12 - 27%8hUR |\ 0o ciowa Atas 6.000.000
; . Rp 1.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun Lainnya Sarjana 3.000.000
Karyawan . Rp 3.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Swasta Sarjana 6.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
a Ya PRS2 — 20 Bl Mahasiswa Atas 3.000.000
Ya Ya Laki-laki | 28 — 43 tahun Lainnya Sarjana > Rp 6.000.000
/ . Rp 3.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Lainnya Sarjana 6.000.000
Karyawan . Rp 3.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Swasta Sarjana 6.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
i Karyawan . Rp 3.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Swasta Sarjana 6.000.000
S Pelajar / . Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
L Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 =27 1tahun |\ ahasiswa Atas 3,000.000
S Pelajar / Sekolah Menengah Rp 3.000.001 - Rp
Ya Ya Laki-laki | 28 — 43 tahun Mahasiswa Atas 6.000.000
ot Karyawan . Rp 3.000.001 - Rp
Ya Ya Laki-laki | 28 — 43 tahun Swasta Sarjana 6.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12— 27tahun | \yoasiswa Atas 3.000.000
Ya Ya Laki-laki | 28 — 43 tahun | Pegawai Negeri Sarjana > Rp 6.000.000
Ya Ya Laki-laki | 28 — 43 tahun Wirausaha Sarjana > Rp 6.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
e Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
a Ya HlLgR [ 22— 2r il Mahasiswa Atas 3.000.000
i Karyawan . Rp 3.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Swasta Sarjana 6.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Ya Ya Laki-laki |28 43tahun | aryawan Sarjana > Rp 6.000.000
Swasta
Ya Ya Perempuan | 12 — 27 tahun Pelajgr/ Sarjana < Rp 1.000.000
Mahasiswa
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12—271ahun | \1ahasiswa Atas 3.000.000
Pelajar/ Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12— 271ahun | \poasiswa Atas 3.000.000
Karyawan . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Swasta Sarjana 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya REISINRYAIT | 12 - 2Rl Mahasiswa Atas 3.000.000
oL Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
S Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 -271ahun | \1ahasiswa Atas 3.000.000
Ya Ya Perempuan | 12 — 27 tahun Pelajgr/ Sekolah Menengah > Rp 6.000.000
Mahasiswa Atas
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
va va Laki-laki | 12— 27tahun | -eldar/ Sarjana < Rp 1.000.000
Mahasiswa
Karyawan . Rp 3.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun Swasta Sarjana 6.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Ya Ya Perempuan | 12 — 27 tahun Wirausaha Sarjana > Rp 6.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
S Pelajar / Sekolah Menengah
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Pertama > Rp 6.000.000
Ya Ya Laki-laki | 12— 27 tahun |  K@ryawan Sarjana > Rp 6.000.000
Swasta
Ya Ya Perempuan | 12 — 27 tahun Pelajgr/ Sckolah Menengah < Rp 1.000.000
Mahasiswa Atas
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 - 2480 Mahasiswa Atas 3.000.000
Ya Ya Perempuan | 12 — 27 tahun Pelajgr/ Sarjana < Rp 1.000.000
Mahasiswa
Ya Ya Perempuan | 12 — 27 tahun Pelajz_ir/ Sarjana < Rp 1.000.000
Mahasiswa
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12— 27 tahun Mahasiswa Atas 3.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
e Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
a Ya HlLgR [ 22— 2r il Mahasiswa Atas 3.000.000
A Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Pelajar / .
Ya Ya Perempuan | 12 — 27 tahun . Sarjana < Rp 1.000.000
Mahasiswa
va va Laki-laki | 12 - 27tahun | Foalar/ Diploma < Rp 1.000.000
Mahasiswa
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12—271ahun | \1ahasiswa Atas 3.000.000
Pelajar/ Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12— 271ahun | \poasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya REISINRYAIT | 12 - 2Rl Mahasiswa Atas 3.000.000
Ya Ya Perempuan | 12 — 27 tahun Pelajgr/ Sarjana < Rp 1.000.000
Mahasiswa
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya FEIEHE | 42— 27 E Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Ya Ya Perempuan | 12 — 27 tahun | Feiaar/ gek@lEh Menengah < Rp 1.000.000
Mahasiswa Atas
Ya Ya Perempuan | 12 — 27 tahun Pelajgr/ g Menengah < Rp 1.000.000
Mahasiswa Atas
va va Lakilaki |12 27tahun|  olar/ o Sekolah Menengah < Rp 1.000.000
Mahasiswa Atas
Ya Ya Perempuan | 12 — 27 tahun Pelajar / Sekplgh Menengah < Rp 1.000.000
Mahasiswa Atas
Pelajar / Sekolah Menengah Rp 3.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 6.000.000
Karyawan . Rp 1.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun Swasta Sarjana 3.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Ya Ya Perempuan | 12 — 27 tahun Lainnya Sarjana > Rp 6.000.000
Ya Ya Perempuan | 12 — 27 tahun Lainnya Sarjana < Rp 1.000.000
Ya Ya Perempuan | 12 — 27 tahun Pelajgr/ Sarjana > Rp 6.000.000
Mahasiswa
Ya Ya Laki-laki | 28 — 43 tahun Wirausaha Sarjana > Rp 6.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
a Ya PRS2 — 20 Bl Mahasiswa Atas 3.000.000
A Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Karyawan . Rp 3.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun Swasta Sarjana 6.000.000
Karyawan . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Swasta Sarjana 3.000.000
Ya Ya Perempuan | 28 — 43 tahun Kg\rl?l/::;/:n Sarjana > Rp 6.000.000
s Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12=271ahun | \1ahasiswa Atas 3,000.000
Pelajar/ Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12— 271ahun | \poasiswa Atas 3.000.000
Ya Ya Laki-laki | 28 — 43 tahun Wirausaha Sarjana > Rp 6.000.000
Pelajar / Sekolah Menengah Rp 3.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 6.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Ya Ya Perempuan | 44 — 59 tahun Kgryawan Sarjana > Rp 6.000.000
wasta
o Karyawan . Rp 1.000.001 - Rp
Ya Ya Laki-laki | 28 — 43 tahun Swasta Diploma 3.000.000
. Pelajar / . Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Ya Ya Laki-laki | 44 — 59 tahun Wirausaha Diploma > Rp 6.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
p . . . Rp 3.000.001 - Rp
Ya Ya Laki-laki | 60 — 78 tahun | Pegawai Negeri Sarjana 6.000.000
Pelajar / . Rp 3.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun Mahasiswa Sarjana 6.000.000
o Pelajar / . Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Diploma 3.000.000
Ya Ya Laki-laki | 44 —59tahun |  Karyawan Diploma > Rp 6.000.000
Swasta
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Ya Ya Laki-laki | 12 27 tahun RELHEIg) Sekolah Dasar < Rp 1.000.000
Mahasiswa
: Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 44 — 59 tahun Wirausaha Atas 3.000.000
o . . . Rp 3.000.001 - Rp
Ya Ya Laki-laki | 44 — 59 tahun | Pegawai Negeri Diploma 6.000.000
Ya Ya Perempuan | 12 — 27 tahun Pelaj?r/ Sarjana < Rp 1.000.000
Mahasiswa
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Karyawan . Rp 3.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun Swasta Sarjana 6.000.000
o Karyawan . Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Swasta Diploma 3.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
Ya Ya Perempuan | 44 — 59 tahun | Pegawai Negeri Sarjana > Rp 6.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya PEQUAEL =2 Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12— 27tahun | \poasiswa Atas 3.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Pelajar / .
Ya Ya Perempuan | 12 — 27 tahun X Sarjana < Rp 1.000.000
Mahasiswa
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
S Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya va Laki-laki | 12 =27 tahun | \rapasiswa Atas 3,000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12— 271ahun | \pohasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
_— : . Rp 3.000.001 - Rp
Ya Ya Laki-laki | 28 — 43 tahun Wirausaha Sarjana 6.000.000
o . . Rp 3.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Lainnya Diploma 6.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Ya Ya Perempuan | 12 — 27 tahun PEIaJ?r/ Sarjana > Rp 6.000.000
Mahasiswa
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
Ya Ya Perempuan | 12— 27 tahun |, ellar/ Sekolah Menengah < Rp 1.000.000
Mahasiswa Atas
Karyawan . Rp 3.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun Swasta Sarjana 6.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Ya Ya Laki-laki | 28 — 43 tahun Wirausaha Sarjana > Rp 6.000.000
. . | Rp 3.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun | Pegawai Negeri Diploma 6.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun T Sarjana 3.000.000
Ya Ya Perempuan | 12 — 27 tahun Lainnya Sarjana < Rp 1.000.000
Ya Ya Perempuan | 12 — 27 tahun PEIaJZ.”/ Sarjana < Rp 1.000.000
Mahasiswa
Ya Ya Perempuan | 12— 27 tahun | . Felaar/ pekolah Menengah > Rp 6.000.000
Mahasiswa Atas
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 - 2l Mahasiswa Atas 3.000.000
Ya Ya Laki-laki | 12— 27tahun |  K@ryawan Sarjana > Rp 6.000.000
Swasta
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
S Pelajar / . Rp 3.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Sarjana 6.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
p : . Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Wirausaha Diploma 3.000.000
A Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya e Perempuan | 12 —27tahun |- \yahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Karyawan . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Swasta Sarjana 3.000.000
Ya Ya Laki-laki | 12— 27tahun | -oidar/ Sekolah Menengah < Rp 1.000.000
Mahasiswa Atas
Ya Ya Perempuan | 12 — 27 tahun Pelaj".ir/ prgah Menengah < Rp 1.000.000
Mahasiswa Atas
Ya Ya Laki-laki | 28— 43 tahun | fayawan Sarjana > Rp 6.000.000
Swasta
Ya Ya Laki-laki | 4459 tahun | aryawan Diploma > Rp 6.000.000
Swasta
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Ya Ya Laki-laki |12 27tahun|  -eldlar/ Sarjana > Rp 6.000.000
Mahasiswa
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
Ya Ya Perempuan | 12 — 27 tahun Pelajz_;lr/ Sekolah Menengah < Rp 1.000.000
Mahasiswa Atas
A Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Karyawan . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Swasta Sarjana 3.000.000
Karyawan . Rp 3.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Swasta Sarjana 6.000.000
W Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Karyawan . Rp 3.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun Swasta Sarjana 6.000.000
Pelajar / . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Diploma 3.000.000
Ya Ya Laki-laki | 28— 43tahun |  [aryawan Sarjana > Rp 6.000.000
Swasta
. . . Rp 3.000.001 - Rp
Ya Ya Perempuan | 28 — 43 tahun | Pegawai Negeri Sarjana 6.000.000
Karyawan . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Swasta Sarjana 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 -271ahun | \1ahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
Ya Ya Perempuan | 12 — 27 tahun Pelajz_;lr/ Sekolah Menengah < Rp 1.000.000
Mahasiswa Atas
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Ya Ya Perempuan | 12 — 27 tahun PEIaJ".’"/ Sarjana > Rp 6.000.000
Mahasiswa
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
va Ya Perempuan | 12—-271ahun |\ osiswa Atas 3.000.000
Ya Ya Perempuan | 12 — 27 tahun Pelajz_;lr/ Sarjana < Rp 1.000.000
Mahasiswa
Ya Ya Perempuan | 12 - 27tahun | odar/ Sekolah Menengah > Rp 6.000.000
Mahasiswa Atas
oL Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Cllelak™ | 12 - 2Vl Mahasiswa Atas 3.000.000
oL Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12=271ahun | s ahasiswa Atas 3.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
va va Laki-laki | 12 -27tahun | Feldiar/ | Sekolah Menengah < Rp 1.000.000
Mahasiswa Atas
A Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas < Rp 1.000.000
Pelajar / .
Ya Ya Perempuan | 12 — 27 tahun . Sarjana < Rp 1.000.000
Mahasiswa
W Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
N Pelajar / .
Ya Ya Laki-laki | 12 — 27 tahun X Sarjana < Rp 1.000.000
Mahasiswa
— Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 =271ahun | 1 ahasiswa Atas 3.000.000
oL Pelajar / Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Sekolah Dasar 3.000.000
Ya Ya Perempuan | 12 — 27 tahun Wirausaha Diploma > Rp 6.000.000
i Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 - 200 Mahasiswa Atas 3.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 =27 1ahun | \yapasiswa Atas 3.000.000
Ya Ya Laki-laki | 12 — 27 tahun Pelajar / Sarjana > Rp 6.000.000
Mahasiswa
Ya Ya Laki-laki | 28 - 43tahun | "SYAWAN Sarjana > Rp 6.000.000
wasta

96




Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
Ya Ya Laki-laki | 28— 43 tahun |  Kayawan Sarjana > Rp 6.000.000
Swasta
Ya Ya Laki-laki | 28 —43tahun |  Karyawan Sarjana > Rp 6.000.000
Swasta
Ya Ya Laki-laki | 28 — 43 tahun Kgrya‘”a” Sarjana > Rp 6.000.000
wasta
Ya Ya Laki-laki | 28 —43tahun |  Karyawan Sarjana > Rp 6.000.000
Swasta
Ya Ya Laki-laki | 28 — 43 tahun Kgrya‘”a” Sarjana > Rp 6.000.000
wasta
Ya Ya Laki-laki | 28 ~43tahun | faryawan Sarjana > Rp 6.000.000
Swasta
Ya Ya Laki-laki | 28 — 43 tahun Kgrya""a” Sarjana > Rp 6.000.000
wasta
Ya Ya Laki-laki | 28— 43tahun |  Karyawan Sarjana > Rp 6.000.000
Swasta
Ya Ya Laki-laki | 12 — 27 tahun Kgryawa” Sarjana > Rp 6.000.000
wasta
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
. Pelajar / . Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Mahasiswa Atas 3.000.000
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Apakah

Apakah Anda

Anda membeli produk Jenis Pendapatan dalam satu
mengetahui | Fore Coffee lebih Kelamin Usia Pekerjaan Pendidikan P bulan
Fore dari 2 kali dalam 1
Coffee? tahun ini?
e Pelajar / . Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Sarjana 3.000.000
. . Rp 1.000.001 - Rp
Ya Ya Perempuan | 12 — 27 tahun Lainnya Sarjana 3.000.000
o Pelajar / Sekolah Menengah Rp 1.000.001 - Rp
Ya Ya Laki-laki | 12 — 27 tahun Mahasiswa Atas 3.000.000
Ya Ya Perempuan | 12 — 27 tahun PEIaJ".’Ir/ EoeRl Menengah < Rp 1.000.000
Mahasiswa Atas
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Hasil Pengisian Kuisioner
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Hasil Olah Data SmartPLS 3

Loyalitas LTM4
- Kepercayaan Merek
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Outer Loading

ltem

Kepercayaan
Merek

Kesadaran
Merek

Loyalitas
Merek

Persepsi Kualitas
Merek

KNM1

0.824

KNM2

0.826

KNM3

0.832

KNM4

0.825

KNM5

0.769

KRM1

0.816

KRM2

0.798

KRM3

0.630

KRM4

0.677

LTM1

0.879

LTM2

0.815

LTM3

0.868

LTM4

0.827

PKM1

0.812

PKM?2

0.801

PKM3

0.811

PKM4

0.796

PKM5

0.812

(AVERAGE VARIANCE EXTRACTED)

AVE

Average Variance Extracted

Merek

Variabel (AVE)
Kepercayaan Merek 0.665
Kesadaran Merek 0.539
Loyalitas Merek 0.719
Persepsi Kualitas 0.650
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Cross Loadings

ltem Kepercayaan Kesadaran Loyalitas Persepsi Kualitas
Merek Merek Merek Merek
KNM1 0.824 0.631 0.619 0.726
KNM2 0.826 0.608 0.603 0.657
KNM3 0.832 0.593 0.599 0.652
KNM4 0.825 0.615 0.613 0.621
KNM5 0.769 0.595 0.569 0.562
KRM1 0.582 0.816 0.675 0.600
KRM2 0.621 0.798 0.692 0.566
KRM3 0.386 0.630 0.397 0.410
KRM4 0.569 0.677 0.449 0.551
LTM1 0.605 0.693 0.879 0.541
LTM2 0.644 0.629 0.815 0.595
LTM3 0.668 0.696 0.868 0.607
LTMA4 0.579 0.608 0.827 0.523
PKM1 0.635 0.599 0.537 0.812
PKM2 0.621 0.611 0.525 0.801
PKM3 0.625 0.575 0.551 0.811
PKM4 0.657 0.582 0.542 0.796
PKM5 0.652 0.579 0.541 0.812
Fornell-Larcker Criterion
Kepercayaan Kesadaran Loyalitas Persepsi Kualitas
Merek Merek Merek Merek
Kepercayaan

F?\/Iere)l; 0.816
Kesadaran

Merek 0.746 0.734

Loyalitas Merek 0.737 0.776 0.848
Persepsi
Kualitas Merek 0.791 0.731 0.669 0.806
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Composite Reliability

. . Composite
Variabel Cronbach's Alpha Reliability
Kepercayaan Merek 0.874 0.908
Kesadaran Merek 0.717 0.822
Loyalitas Merek 0.869 0.911
Persepsi Kualitas
Merek 0.865 0.903
R-Square
. R Square
Variabel R Square Adjusted
Kepercayaan
Merek 0.687 0.684
Loyalitas Merek 0.659 0.654
Q-Square
Variabel Q2 predict
Kepercayaan
Merek i
Loyalitas Merek 0.614
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Model Struktural Bootstrapping

PR

PERMZ

PR3

FRhid

PEME

KRM1

FRETTY
KRMZ e

T naes
- i0.220

KR4

Path Coefficient

Original | Sample | Standard T Statistics p
Sample Mean | Deviation
(o‘)) ) | (GTOEY) | (O/STDEV]) | Values
Kepercayaa”,\';’('fr';ekk =>Loyalitas | 35, | (375 | 0077 4.320 0.000
Kesadaran Merek_ -> 0360 | 0363 | 0.083 4.342 0.000
Kepercayaan Merek
NEsEOETE Ml\ﬁgﬁ‘;z >Loyalitas | 495 | (494 | 0079 6.289 0.000
Persepsi Kualitas Merek -> 0528 | 0525 | 0.088 6.023 0.000
Kepercayaan Merek
Refisepsiistialitasivicriecs= 0044 | 0.052 | 0069 0.635 0.526

Loyalitas Merek
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Spesific Indirect Effect

Sample

Standard

Original Mean | Deviation T Statistics P
Sample (O) (M) | (STDEV) (|O/STDEV]) | Values
Kesadaran Merek_ ->
Kepercayaan Merek -> 0.120 0.120 0.044 2.734 0.006
Loyalitas Merek
Persepsi Kualitas Merek ->
Kepercayaan Merek -> 0.176 0.170 0.046 3.851 0.000

Loyalitas Merek
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ABSTRACT

Building and managing consumer brand relationships to foster Brand Loyalty is a
challenge for marketers. As Biscuit manufacturing is a major industry in Sri Lanka, it is
essential to investigate the behavior of consumer brand relationships. Furthermore,
identifying the influencing ability of Perceived Quality on Brand Loyalty is an emergent
need in the biscuit industry in Sri Lanka since there is a growing trend of investments in
quality improvements without investigating the effectiveness in terms of Brand Loyalty.
By referring to relevant literature and accepted theories, the conceptual framework of this
research is developed in order to examine the influence of Perceived Quality and Brand
Awareness on Brand Loyalty. The research also examined the mediating effect of Brand
Trust on the relationship between Perceived Quality and Brand Lovalty, as well as the
relationship between Brand Awareness and Brand Loyalty. This research follows the
deductive approach and cross-sectional time horizon. The study was carried out under
quantitative strategy through survey method by using a structured questionnaire.
Subsequent to the assurance of validity and reliability measures of the scale through the
pilot study, 389 respondents contributed to the final data collection. The data were
analyzed by using the multiple regression method. The results indicate that there is no
significant positive influence of Perceived Quality on Brand Loyalty, while there is a
significant positive influence of Brand Awareness on Brand Loyalty. Similarly, there is a
significant positive influence of Brand Trust on Brand Loyalty. In addition, the results
emphasize that there is a full mediation effect of Brand Trust on the impact of Perceived
Quality on Brand Loyalty, while it engages in the impact of Brand Awareness on Brand
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Loyalty as a partial mediation. This research contributes to the literature on consumer-
brand relationships with empirical evidence from Sri Lanka. Further, this study provides
direction for marketers in the Biscuit Industry to enhance Brand Loyalty to become
competitive in the market.

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

Copyright: This 15 an open-access article disirbuted under the Creauve Commons Attribution
License 4.0, which permits unrestricted use, distribution, and reproduction in any medium, prov ided
the original work is properly cited

1. INTRODUCTION

In Sri Lanka, FMCG reached US $3 billion in 2018, at a compound annual growth
rate of 10%. The FMCG sector plays a vital role in Sri Lanka's economic status by
contributing 30% to GDP and around 20% to the overall employment in Sri Lanka
(NDB Securities Research Report 2017). Therefore. the FMCG sector requires
rigorous studies on the ways and means of strategies to upgrade the market share
within the dynamic business entity. While being the largest business sector in Sri
Lanka, FMCG consists of ditferent product categories. The biscuit industry occupies
a special place by standing at the top of the first 10 FMCG brands in Sri Lanka
(KANTAR/LMRB Report-2017). Even globally, the biscuit market is identified as
one of the fastest growing sectors in the FMCG category. as it reached USD 106
billion in 2020 and is expected to reach a CAGR of 4.97% during 2021-2026 (Source:
Mordor Intelligence Research Report). In the South Asian region, Sri Lanka is
highlighted as the highest biscuit consumption country, reporting 4kg per capita. In
comparison, India reports 2.1kg, even being the most populated country in South Asia
(Source: Mintel). The Sri Lankan biscuit industry is a fast-growing industry that
obtains a 2.4% growth rate, which is beneficial and sustainable growth for the leading
players in the industry, even though there is head-to-head competition. To survive in
this dynamic business environment, marketers must look for strategies to compete in
the market. In order to increase sales revenue, marketers should make consumers

purchase their products rather than their competitors’, As a marketing strategy,
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Loyalty is a way of expressing customer satisfaction towards a brand in the long run
(Delgado-Ballester & Munuera-Aleman, 2001). Moreover, strong brand loyalty
reduces unpredictability in highly competitive markets (Fournier and Yao, 1997).
Hence, there is an apparent need to investigate competitive marketing strategies that

are brand loyalty oriented.

Previous researchers have examined the Brand Loyalty of biscuit consumers in
different contexts. (Devi & Kavitha, 2014: Gomathi & Kothandapani, 2017; Katole,
2018; Rajarajeswari, 2017: Sakthivel, 2019). However, Brand Loyalty patterns of
consumers are different based on different geographical locations, demographics, and
cultural and socio-economic factors (Katole, 2018). But being the highest per capita
biscuit consumer in the South Asian region, there are no published studies conducted
to investigate the Brand Loyalty pattern of biscuit consumers in Sri Lanka.
Furthermore, previous studies highlighted the need to study the impact of Perceived
Quality on Brand Loyalty in Asian countries (Katole, 2018; Kieu, 2016). The findings
of this research will disclose the dimensions which effectively enhance Brand Loyalty

among Sri Lankan consumers.

Moreover, most of the published studies support the brand equity model proposed by
Aaker (1991) by providing evidence for a significant positive relationship between
Perceived Quality on Brand Loyalty (Alhaddad, 2015: Andrvazh, Shohani, Tamimi,
Diyaleh & Alnasere, 2016; Chen and Tseng, 2014; Falahat, Chaun & Kai, 2018). But
contrary to the Aaker’s model, several studies have empirically proved that there is
no significant influence of Perceived Quality on Brand Loyalty (Kieu, 2016; Listiana,
2015; Rahmatulloh, Yasri & Abror, 2018). The results of this research provide
empirical evidence for this theoretical argument. Therefore, this research would be
beneficial for theorists and researchers to fill the knowledge gaps in the

aforementioned area.

In the Sri Lankan biscuit industry, manufacturers invest a significant amount of funds

in quality improvements and huge emphasis on achieving quality awards and
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Loyalty is a way of expressing customer satisfaction towards a brand in the long run
(Delgado-Ballester & Munuera-Aleman, 2001). Moreover, strong brand loyalty
reduces unpredictability in highly competitive markets (Fournier and Yao, 1997).
Hence, there is an apparent need to investigate competitive marketing strategies that

are brand loyalty oriented.

Previous researchers have examined the Brand Loyalty of biscuit consumers in
different contexts. (Devi & Kavitha, 2014: Gomathi & Kothandapani, 2017; Katole,
2018; Rajarajeswari, 2017: Sakthivel, 2019). However, Brand Loyalty patterns of
consumers are different based on different geographical locations, demographics, and
cultural and socio-economic factors (Katole, 2018). But being the highest per capita
biscuit consumer in the South Asian region, there are no published studies conducted
to investigate the Brand Loyalty pattern of biscuit consumers in Sri Lanka.
Furthermore, previous studies highlighted the need to study the impact of Perceived
Quality on Brand Loyalty in Asian countries (Katole, 2018; Kieu, 2016). The findings
of this research will disclose the dimensions which effectively enhance Brand Loyalty

among Sri Lankan consumers.

Moreover, most of the published studies support the brand equity model proposed by
Aaker (1991) by providing evidence for a significant positive relationship between
Perceived Quality on Brand Loyalty (Alhaddad, 2015: Andrvazh, Shohani, Tamimi,
Diyaleh & Alnasere, 2016; Chen and Tseng, 2014; Falahat, Chaun & Kai, 2018). But
contrary to the Aaker’s model, several studies have empirically proved that there is
no significant influence of Perceived Quality on Brand Loyalty (Kieu, 2016; Listiana,
2015; Rahmatulloh, Yasri & Abror, 2018). The results of this research provide
empirical evidence for this theoretical argument. Therefore, this research would be
beneficial for theorists and researchers to fill the knowledge gaps in the

aforementioned area.

In the Sri Lankan biscuit industry, manufacturers invest a significant amount of funds

in quality improvements and huge emphasis on achieving quality awards and
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cerfifications. However, the sales outcomes do not reflect the efforts that have been
made by the organizations. Therefore, there are practice issues in Brand Awareness
and Perceived Quality, which do not support to get the expected results in Brand
Loyalty according to the Brand Equity theory. Hence, this study contributes to the
knowledge for practice to fill the practice gap prevailing in the industry, which shows

contradictory results from the theory.
2. LITERATURE REVIEW

The concept of this study is rooted in Brand Equity theory. Aaker (1991) introduced
a brand equity model with five pillars, namely brand awareness, perceived quality,
brand association, brand loyalty, and other brand assets. In consort with Aaker’s
concept. Kevin Lane Keller introduced a model for Customer-Based Brand Equity
(CBBE) as a four-step pyramid. Keller defines CBBE as the differential impact of
brand knowledge on consumer behavior towards a brand (Keller, 1993). Considering
all the antecedents. Brand Loyalty acts as the main determinant of Brand Equity
(Aaker, 1991; Atilgan, Aksoy & Akinci, 2005; Kim, Kim & An, 2003; Piaralal &
Mei, 2015). At the same time. Brand Loyalty is identified as an essential factor for
profit generation in cost-effective and sustainable companies (Limpasirisuwan &
Donkwa, 2017: Moisescu & Allen, 2010; Molinillo, Ekinci & Japutra, 2017; Vera &
Trujillo, 2017). Therefore, it has become an emergent requirement in the current
marketing arena to investigate the factors effecting Brand Loyalty (Fortes, Milan,
Eberle and Toni, 2019). Aaker (1991) has proposed that perceived quality, brand
awareness and brand association are found to be significant with regard to the impact
on brand loyalty. However, several previous studies have empirically investigated
and concluded that brand association has a significantly weak influence on the
performance of consumer brand loyalty, whereas perceived quality and brand
awareness play a prominent role in brand loyalty behavior (Atilgan, Aksoy & Akinci,
2005; Selms, 2013). Therefore, the framework of this study is designed to consider

the effect of Perceived Quality and Brand Awareness on Brand Loyalty.
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Quality of a product or service has become a vital element in customers' purchasing
decisions (Santy & Atika, 2020). Accordingly, many companies worldwide have
converted customer-driven quality into a strategic weapon (Jalilvand, Samiei &
Mahdavinia, 2011). Perceived Quality is defined as the customer’s perception of the
overall quality of a product or service (Aaker, 1991). Also, it is known as an
embedded benefit of the product. Considering previous studies, it is notable that
customers build up their own quality parameters in their minds after the first
consumption of a particular product or brand. Moreover, they establish the level of
quality of the experienced brand in their mind, and they recall it during their next
consumption. However, there is an argument for the existence of two Lypes of quality,
such as objective quality and subjective quality (Brunso. Bredahl. Grunert and
Scholderer, 2005). Objective quality refers to the technical superiority of a product,
while subjective quality implies the consumer’s judgment about the superiority of a
product. As its name suggests, perceived quality is the ideological quality according
to the customer. Nevertheless, it might differ from the objective quality (Zeithaml,
1988). According to most other research studies, objective quality is based on
technically experimented results that are consistent regardless of who conducts the
experiment, whereas perceived quality can be evaluated by consumers based on their
own purchase experience (Chi, Yeh, & Yang, 2009). Customer satisfaction is also
considered a critical component when being competitive in the market (Lin & Wang,
2006). In the current world, consumers pay more attention on quality perspectives
rather than price variations (Kumar & Lakshmibala, 2019). Therefore, the consumer
quality parameters assist in developing consumer satisfaction (Igan, Kassim, Al-
Swidi, Harun & Shamsus, 2013). Previous researchers have practically examined and
stated that there is a consistent relationship between customer satisfaction and
perceived quality (Lee & Back, 2008). Similarly, previous literature suggests that
customer satistaction is the way of necessity to build up brand loyalty in the consumer
mind (Bontis, Booker & Serenko, 2007). Hence, the ultimate achievement of

customer satisfaction is brand loyalty.
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Simplification of Brand Loyalty can be explained as how much a consumer is willing
to pay more for a brand than its competitors’ products, which have similar features
(Aaker, 1996). Brand Loyalty was initially considered as a uni-dimensional concept
and later identified as a variable consisting of two dimensions, such as Attitudinal
Loyalty and Behavioral Loyalty (Kuikka & Laukkanen, 2012). Attitudinal loyalty can
be defined as the consumer attitude that is driven by a psychological commitment
towards the brand (Odin, Odin & Valette-Florence, 2001; Quester & Lim, 2003),
while Behavioral Loyalty is presented as the observable outcome of Attitudinal
Loyalty. Attitudinal Loyalty initiates through comparing brand features or quality
parameters with their competitors and leads to a strong brand relationship (Rundle-
Thiele & Bennette 2001). Accordingly, there are empirical evidence that proves a
significant positive relationship between perceived quality and consumer brand
loyalty (Falahat, Chuan & Kai, 2018: Bin, Kassim, lgau & Al-Swidi, 2013; Saleem,
Rahman & Umar, 2015). Based on the previous findings, it is reasonably assumed
that Perceived Quality has a significant positive influence on Brand Loyalty.

Therefore, the research hypothesizes:
H1i: There is a significant positive influence of Perceived Quality on Brand Lovalty

Brand Awareness is the strength of a brand’s presence in consumers’ minds (Jalilvand
etal., 2011). According to Aaker (1991), Brand Awareness is the ability of a potential
buyer to recognize or recall a brand, which effects on perception and attitudes of the
customer. It emphasizes that the way of reflecting the brand in consumer’s mind is
determined by Brand Awareness. However, Aaker (1996) presents the measurements
of Brand Awareness according to the different ways a consumer remembers a brand.
It varies in terms of brand recognition (whether the consumer has ever been exposed
to the brand), recall (whether the consumer remembers the brand in the product class),
top-of-mind (the first brand remembered), and dominant (the only brand
remembered) (Kayaman & Arasli, 2007). But empirically, it is proven that brand

recognition and brand recall are prominent among the four elements (Chi et al., 2009).
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Therefore, marketers use repeated advertisements as a strategy to retrieve brands in

consumer’s mind to influence consumer behavior (Berger & Mitchell, 1989).

Devoid of Brand Awareness, it is impossible to achieve profit goals (Haung &
Sarigollu, 2012). Most of the time. consumers tend to purchase familiar and reputed
brands in the market. The initial step of making a brand familiar to consumers is
Brand Awareness (Patil, 2017). However, the ulimate goal of marketers is to achieve
Brand Loyalty (Asgarpour, Hamid, Mousavi & Jamshidi, 2013) because a loyal
consumer is an asset to a brand. At the same time, empirical investigations have
determined that Brand Awareness is a crucial variable to influence Brand Loyalty
(Altaf, Tgbal, Mokhtar & Sial, 2017; Eslami, 2020). Similarly, there is practical
evidence from past studies that there is a significant positive relationship between
Brand Awareness and Brand Loyalty (Chinomona & Maziriri, 2017; Zhao, Tong, Li,
Ma & Wang, 2017). Therefore. according to the above findings, the research
hypothesizes:

H2: There is a significant positive influence of Brand Awareness on Brand Loyalty

Previous studies have defined two main dimensions of brand trust, as cognitive-based
and affective-based in nature. Cognitive-based influence originates through objective
information and provides a strong positive relationship with Brand Loyalty as the
decisional process is undergone rationally. Affective-based influence is considered to
be subjective, and it needs a considerable time period to form a bond (Zur, Leckie &
Webster, 2012). AL the same time, Brand Loyalty is considered the key dimension of
Brand Equity (Aaker, 1991; Atlgan et al., 2005; Kim et al., 2003; Piaralal & Mei,
2015). Brand Loyalty is a long-term task that needs to be achieved by companies with
a proper approach to consumers. To develop Brand Loyalty, Brand Trust is identified
as a successful strategic tool. Further, it creates a highly valued interactive
relationship with the brand, which gradually leads to enhanced Brand Loyalty
(Laroche, Habibi & Richard. 2013; Lee, Moon, Kim & Yi, 2015). Therefore, both

academics and practitioners have determined that Brand Trust is an emergent
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requirement to build Brand Loyalty (Matzler, Grabner-Krauter & Bidmon, 2008).
Previous scholars have examined the behavior of Brand Trust and Brand Loyalty
under different contexts and concluded that Brand Trust has a highly significant
positive impact on Brand Loyalty (Ahmed, Rizwan, Ahmad & Haq. 2014; Alwi et
al., 2016; Gecti & Zengin, 2013: Lam & Shankar, 2014). Further, it states that Brand
Trust is a willing payback in return by consumers for the honest promises kept by
companies. Therefore, based on the above empirical findings, the research

hypothesizes:
H3: There is a significant positive influence of Brand Trust on Brand Loyalty

The foremost intention in the marketing discipline is the construction of a powerful
bond between the consumer and the brand. To build a successful bond, Brand Trust
acts as the main constituent (Delgado-Ballester, 2003). Brand trust is defined as the
secure fecling delivered to the customer while interactions occur with the brand
through developing the perception of brand reliability and responsibility (Delgado-
Ballester et al., 2003). Brand trust evolves through brand experience (Soh, Reid &
King, 2009). When the consumer is involved with brand experience, it develops brand
identity in the consumer's mind (Sahin, Kitapci, Altindag and Gok, 2017).
Simultancously, Brand Trust develops by forming a cognitive structure in the
consumer’s mind conjoining the information received and the brand experience
(Dwyer, Schurr & Oh, 1987). Marketers use this strongly structured formation of
Brand Trust as a weapon against brand crises to retain customers (Shin, Casidy, Yoon
& Yoon, 2016). During this brand erisis, consumers who are interested in product
information tend to seek the same product with higher perceived quality. Hence. they
built their trust based on the quality aspects of the product. Eventually, the perceived
quality leads for the development of brand trust in consumers (Rahmatulloh et al.,
2018). Therefore, it is apparent to determine the strong impact of Perceived Quality
on Brand Trust. Furthermore, several past studies have proved a strong positive

influence of Perceived Quality on Brand Trust (Ahmed, Ahmad & Haq. 2014; Ercis,
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Unal, Candan & Yildrum; 2012; Rahmatullo et al., 2018). By considering the above

findings, the research hypothesizes:
H4: There is a significant positive influence of Perceived Quality on Brand Trust

Brand trust is a key variable that impacts consumer attachment to the brand (Sivarajah
& Sritharan, 2014). In order to attach to the brand, the consumer needs to be familiar
with the brand attributes. Familiarity and confidence can be built up in consumers’
minds by creating positive attitudes and feelings towards the brand (Laroche, Kim &
Zhou, 1996; Low & Lamb, 2000). The perpetual method used for decades to create
positive attitudes and feelings towards a brand among consumers is Brand Awareness
(Aaker, 1996). Specially, the method is effective for low-involvement goods such as
FMCG products (Huang & Sarigollu, 2012). The reputation and familiarity of a brand
develop trust within consumers, who seek risk aversion (Matzler, Krauter &
Bidmoon, 2008). Therefore, the interrelationship between Brand Trust and Brand
Awareness is an important element in brand relationships. Supporting this logic,
empirical evidence from previous literature demonstrates a positive impact of Brand
Awareness on Brand Trust (Xingyuan, Li & Wei, 2010). Therefore, based on the

above discussion, the research hypothesizes:
H5: There is a significant positive influence of Brand Awareness on Brand Trust

According to past studies, many authors used Brand Love and Brand Trust as
mediators related to brand relationship studies (Huang, 2017; Sihombing, 2019).
However, Brand Love is identified as a component generated through Brand Trust
(Zhang, Peng. Peng, Zang, Ren & Chen, 2020). Based on the recommendations of
previous literature, Brand Trust plays an effective mediation role in Brand Loyalty
with relerence to brand relationship performance (Aurier & Lanauze, 2012; Kieu,
2016: Yasin & Shamim, 2013; Huang & Jian, as cited by Zhang, et al.. 2020). In most
circumstances, brand trust is generated due to the actions of other variables such as
perceived quality, brand awareness, brand association, brand experience and so forth

(Alwi et al., 2016; Dwyer et al., 1987). Therefore, Brand Trust inherently visualizes
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as a mediator in Brand Equity concept. Similarly, empirical studies have
demonstrated that Brand Trust falls at the center of all brand relationships (Hess,
Story & Danes, 2011: Valta, 2013). According to previous findings, it is reasonably
assumed that Brand Trust has a strong mediating effect on the relationship between

Perceived Quality and Brand Loyalty. Therefore, the research hypothesizes:
H6: Brand trust positively mediates the impact of Perceived Quality on Brand Loyalty

Consequently, Brand Trust is identified as a prominent mediator between brand
related variables. Supporting to this rationale, many exploratory research studies have
proved the successful performance of Brand Trust in similar contexts (Huang, 2017,
Lassoued & Hobbs, 2015; Phan & Ghantous, 2013). Therefore, based on the previous

findings, the research hypothesizes:

H7: Brand Trust positively mediates the impact of Brand Awareness on Brand

Loyalty

According to the above discussion, the conceptual framework of this study is

designed as follows (Figure 1).

Figure 1: Conceptual framework of the study
H1

Perceived Quality

Brlm!r Awlranus T

H2
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3. METHODOLOGY

The conceptual framework of this study is designed with the assistance of previous
empirical research findings. There are seven hypotheses supporting the conceptual
framework pertaining to the effect of Perceive Quality, Brand Awareness, and Brand
Trust on Brand Loyalty and the relationship between these constructs. The philosophy
of this research is positivism (Saunders, 2009). And the research design follows the
deductive approach combined with the quantitative strategy. Primary data collection
was carried out through the survey method. A structured questionnaire is used as the
research instrument and it was prepared by reviewing prior research articles, which
have empirically investigated the behavior of the same variables in diverse contexts.
The operationalization of variables is tabulated below (Table 1). The study utilized a

seven-point Likert scale ranging from “strongly disagree™ to “strongly agree.”

A pilot study was carried out using 54 respondents prior to conducting the final data
collection. The data was gathered through manual distribution of the questionnaire
and an online method using Google forms. During the data collection, it was noted
that the maximum time spent by a respondent to fill up the questionnaire was eight
minutes. The collected data was used to test the validity and reliability of the
questionnaire. The Cronbach's alpha coefficient was used to estimate the internal
consistency and reliability of measures (Malhotra & Birks, 1999). 1t is considered
that Cronbach's alpha value greater than (.7 is reliable. According to the reliability
test in the pilot study, all the variables obtained greater than 0.7. Validity is also
desired to be measured to ascertain the suitability of the scale to represent the
constructs and to test the conceptualized relationships (Svensson & Emerita, 2011).
During the pilot study of this research, four types of validity were tested. The face
validity was tested by distributing the questionnaire manually and taking the
respondents’ feedback on time about the understandability of the language used, the
structure of the questionnaire, etc. Based on the feedback, a few questions were

simplified before the final data collection.
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Table 1: Variable Operationalization Table

Variable Code Ttem/ Measures Source
Perceived Quality PQI High quality
The overall perception Dwivedi, 2015
of consumers about PQ2 Excellent product
brilliance and quality characteristics (Cited by 197 articles,
of products or services including  Harrigan,
in compared with the o Evers. Miles and
rivalry offerings P Bolinility Daly, 2017: Leckie.
(Aaker, 1991: Al- Nyadzay & Johnson,
Hawary, 2013; 2016; Thakur, 2016)
Chahal & Bala, 2012;
Mishra, 2014: Kumar | PQ4 Consistent quality
& Lakshmibala,
2019)
BAIl Awareness on brand Severi & Ling, 2013
Brand Awareness (Obtain 123 citations
BA2 Brand recognition shudemg Jung Pacy
Strength of a brand’s Moorhouse & Kwon,
presence in the 2020 Poerwadi,
consumer’s mind, BA Branal O Suyanto, Hidayat &
(Aaker, 1996; Davis, o gy -tcation Mustafa, 2019)
Golicic & Marquardt.
2008; Jet_liivemd et al., o Recall of product
2T i gymanetals characteristics
2010:)
BAS Brand recall
Brand Loyalty BLI Loyalty towards brand | Delgado-Ballester,
A constructive 2011
mindset towards the .. . ‘
brand, that leads to BL2 Wllhflgness for price (Cited by 112 articles
true commitment and premimms

including Asano,
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constant purchase of

Cheng, Rhodes &

the brand over time BL3 Reach for brand Lok, 2019; Herjanto,
(Aaker, 1991: Back & 2019)
Parks, 2003; Quester
& Lim, 2003; Zins, LA 2, .
2001) ecommendation
BT Level nf‘cxpccmnon
accomplishment
BT2 Confidence in the brand
name
Brand Trust
The feeling of security BT3 Disappointments toward
held by the consumer & the brand
in his interactions with
the brand that _’S based \ Satisfaction towards Delgado-Ballester,
on the perception that | BT4 brand ol
the brand is reliable s g
i (Cited by 211 articles
and responsible for the nclidiug
consumer BT5 Honesty and sincerity -
(Bibiind, 2017 Res, Treiblmaier, 2013)
Qin & Ma, 2019; Yy
Delgado-Ballester, BT6 Rilisned
2003; Upamannyu &
Rajput, 2017},
BT7 Brand C()I'I'I!'I‘Ii.ll'l.'ltil'lll 0
consumer satisfaction
BTS Compensation for

imperfections

Several experts in the same field of research, reviewed the questionnaire to ensure the

content validity of the survey before the data collection. Criterion validity defines as

the consistency between scales tested within different groups of people or within

different time periods, which have the same theoretical definitions (Svensson &
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Emerita, 2011). It gives confidence that individuals in different groups or within
different time frames perceive and interpret the test materials in the same way
(Waege. 1996). Construct validity, the fourth validity type. is further subdivided into
discriminant validity and convergent validity. Through Exploratory Factor Analysis
(EFA), the discriminant and convergent validity of each scale are evaluated. Kaiser-
Meyer-Olkin measure (KMO) and Bartlett’s test of the Sphericity were carried out
for sampling adequacy. The KMO value greater than 0.5 is considered as the sample
is adequate, while Bartlett’s test for Sphericity is less than 0.001 (P< 0.001) is
considered significant (Goni et al., 2020). The convergent validity test results give
KMO values greater than 0.5, while the significant value of Bartlett's Test of
Sphericity gives less than (.05 for all the variables. Thus, the results confirm that the
questionnaire is qualified for the final data collection according to the validity and
reliability measurements. Thus, the questionnaire for final data collection is
comprised of similar questions used for the pilot study, with several improvements

considering comprehensibility for respondents.

This research focused on biscuit consumers in Sri Lanka. By considering the
decision-making ability, the target population is comprised of all the people in Sri
Lanka above the age of 5 years. Thercfore, the total number is estimated as
19,811,000 considering the mid-year population in 2018 by excluding the kids below
five years (Source: Department of Census & Statistics Report-2020). The sample size
is determined by using the Morgan table to accomplish 95% confidence level with
5% margin of error, In this research, the target population is spread out all over Sri
Lanka. Therefore, it is difficult to conduct probability sampling technique. For the
feasibility of data collection, the research was conducted by using convenient
sampling method that belongs to the non-probability sampling technique. The final
data analysis was carried out by using Statistical Package for Social Sciences (SPSS)
version 23. 389 responses were considered for the final data analysis in this study.
Multiple regression analytical method was used to check the direct relationships

between variables. The Sobel test method was used to check the indirect effect of
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independent variables on dependent variable. The study used both descriptive and

inferential statistics to analyze the data.

4. DATA ANALYSIS

The final data analysis comprised 389 responses from different geographical
locations in Sri Lanka. Prior to the final data analysis. it was discovered that there
was no missing data and data omissions were not needed. In addition, the presence of
outliers might disturb the smoothness of the normal distribution of the data set.
However, those outliers are a sign of healthy scientific progress using a natural data
set, which produces novel theoretical insights (Bailey, 2018). Accordingly. this study
used the data set lor statistical analysis by including outliers while ensuring the

normal distribution.,

Initially, the sample of 389 responses was analyzed according to their demographic
characteristics. The sample profile analytics are important to determine the
population in order to generalize the results, and it assures that the sample is a
representative group of the desired population. Considering the demographic
characteristics, it is noted that gender is equally distributed in the sample, representing
50.4% of males and 49.6% of females. And the majority of the respondents are from
the age group 21- 30 vears, which signifies 52.2%. The least reported age group is
05-10 years. Similarly, the educational levels are normally distributed among
respondents by reporting the majority levels as Bachelor's Degree and undergraduate
students, while representing the lowest number of respondents in schooling and other
educational qualifications. The nominal categorizations of occupation of respondents
reveal that the majority equally belong to students, government employee and private
employee categories. And a considerably small amount divided into self-employee,
businessman and other. Correspondingly, an equal distribution of income levels is
reported in the data set. However, because there were a significant number of
undergraduate students in the sample between the ages of 21 and 30, a considerable

portion was occupied by dependents. Considering the residential districts of
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respondents, the majority were reported from Colombo district, contributing 49.9%

of the responses.

Reliability test was conducted to assure the internal consistency and homogencity of
the data set. Alpha coefficient method (Cronbach Alpha) is the widely used method
to measure reliability. The Cronbach Alpha value of a scale ranges from () to 1, while
the acceptable level of reliability measures indicates by a = 0.7 (Durairatnam, Chong
& Jusoh, 2020). The measurement of the scale's reliability is reasonable to attain the
intended efficacy of a data survey. It guarantees greater statistical power by revealing
the highest internal consistency of the items (Mapanga, Miruka & Mavetera, 2018).
Each variable studied in this research was measured for Cronbach Alpha values and
obtained values greater than 0.7. Therefore, it was considered that the scale used in
this research is highly reliable. Validity of the data was tested by KMO value and
Bartlett's test of Sphericity. The results indicate that the sample of the survey is
adequate with respect to all four variables. All four KMO values were greater than
0.5 (KMO=0.5), and all the Bartlett’s test of Sphericity values were less than 0001
(P< 0.001).

4.1. Descriptive Analysis of variables

Table 2: Descriptive Statistics on Perceived Quality

Item Code Mean Standard
Deviation

High quality PQI1 5.6787 1.29912

Excellent  product PQ2 5.2905 1.40523

characteristics

Reliability PQ3 5.5167 1.31324

Consistent quality PQ4 5.5861 1.24392

Source: SPSS Analyzed Daia 2020/2021

Table 3: Descriptive Statistics on Brand Awareness

Item Code Mean Standard
Deviation
Awareness on brand BAl 5.4653 1.54885
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Brund recognition BA2 5.5630 1.445817
Brand identification BA3 5.6067 1.37243
Recall of product BA4 5.6350 1.37556
characteristics
Brand recall BAS 5.5604 1.55801

Source: SPSS Analvzed Data 2020/2021

Table 4: Descriptive Statistics on Brand Lovalty

Item Code Mean Standard
Deviation

Loyalty towards BLI 4.9229 1.62906

brand

Willingness for the BL2 4.7866 1.64292

price premiums

Reach for the brand BL3 4.4447 1.82060

Recommendation BL4 5.3162 1.48888

Source: SPSS Analyzed Data 2020/2021

Table 5: Descriptive Statistics on Brand Trust

Item Code Mean Standard
Deviation

Level of expectation BT1 5.3470 1.30636

accomplishment

Confidence in the brand name BT2 54396 1.37525

Disappointments towards the BT3 5.1388 149613

brand

Satisfaction toward the brand BT4 5.3548 1.32292

Honesty and sincerity BTS 5.2802 1.27471

Reliance BT6 5.3933 1.33241

Brand commitment to consumer  BT7 5.2031 1.35745

satisfaction

Compensation for imperfections  BTS8 49974 1.44039

Source: SPSS Anafyzed Data 2020/2021

There are several assumptions to be accomplished by a sample to conduct a

parametric test under statistical analysis for accurate interpretation. This study used
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the test skewness and kurtosis to prove the normal distribution of the data set.
Skewness can be defined as an asymmetry in a statistical distribution. The acceptable
values for skewness range between (-3) to 43 (Griffin & Steinbrecher, 2013).
Similarly. Kurtosis is referred to the height of the peak of the distribution curve.
Kurtosis value that talls between +10 and (-10) is recommended for acceptable rage
(Griffin & Steinbrecher, 2013). The skewness and kurtosis of each variable in this
study revealed that all the values are laid between the range. Further, the test of
linearity, P-P plots, and histograms for regression standardized residuals and

homoscedasticity visualized that the data set fulfills all the assumptions.

Another effect that hinders the proper analysis of independent and dependent
variables is Multicollinearity (high correlation between independent variables).
Multicollinearity can be determined by the Correlation Coefficient value and the
Variance Inflation Factor (VIF). According to previous literature, the favorable
values for VIF are less than 5 (VIF<5) (Ringle, Sarstedt, Mitchell & Gudergan, 2018),
while the tolerance is greater than 0.1 (Kim, 2019). As all the VIF values of main
constructs were below 5 and the tolerance of each variable was greater than 0.1, the
results denote that there was no multicollinearity among the above constructs in the
dataset. In addition to VIF value, correlation coefficient less than 0.80 (R?< 0.80)
proves the unavailability of multicollinearity in the dataset (Kim, 2019). By referring
to the correlation coefficient values presented below in Table 6, confidently

concluded that there is no multicollinearity within the dataset.

Table &: Pearson Correlation between main constructs

Brand Perceived Brand Brand
Loyalty Quality Awareness Trust
(BL) (PQ) (BA) (BT)

Brand Loyalty (BL) 1
Perceived Quality (PQ)  0.637+% 1

Brand Awareness (BA)  0.634%% 0.660+* 1

Brand Trust (BT) (.784%% 0.751%# 0.731%* 1
#* Correlation is significant at the 0.01 level (2-tailed)
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Source: SPSS Analyzed Datg 2020/2027
4.2. Test of Hypotheses

The multiple Linear Regression method was used in this study to analyze the direct
relationship between dependent and independent variables. In the multiple regression
model, the p-value less than 0.05 (p<0.05) indicates (at 95% confidence level) that
the significant influence of the independent variable on the dependent variable, while
the Standardized coefficient of Beta value demonstrates the amount of magnitude
change in the dependent variable when one unit change in the independent variable.
Further, it emphasizes that whether there is a positive or negative impact exists by the

+ or (-) sign of the Standardized coefficient of Beta value.

The Sobel test was used to analyze the indirect relationship between independent and
dependent variables. Sobel test was carried out by multiplying coefficients and
determining the ratio of the resulting value to standard error. This equation yields the
Z score for the mediation effect. If the z-score is greater than 1.96, the mediation

effect is considered statistically significant at the (L.05 level (Sobel, 1982).
Hypothesis 1
There is a significant positive influence of Perceived Quality on Brand Loyalty

According to the multiple regression analysis results (Table 7). it indicates that the p-
value for Perceived Quality is 0.094 (P> 0.05). Thus, the hypothesis is not supported
within this context and concluded that there is no significant positive influence of

Perceived Quality on Brand Loyalty by considering the sample population.

Table 7: Multiple Linear Regression Analysis af Perceived Quality on Brand Loyalty

Variable Standardized t Sig.
Coefficient of Beta
Perceived Quality 0.082 1.679 0.094

Source: SPSS Analyzed Data 2020/2021
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Hypothesis 2
There is a significant positive influence of Brand Awareness on Brand Loyalty

The P value of Brand Awareness in regression analysis is 0.020 (Table 8). Hence, it
can be determined that there is a significant relationship between Brand Awareness
and Brand Loyalty. Further, it indicates a positive relationship between the two
variables, as the standardized Beta coefficient is reported as 0.111. Therefore, there

is a significant positive influence of Brand Awareness on Brand Loyalty.

Table 8: Multiple Linear Regression Analysis of Brand Awareness on Brand Loyalty

Variable Standardized i Sig.
Coefficient of Beta
Brand Awareness 0.111 2.341 0.020

Source: SPSS Analyzed Data 2020/2021
Hypothesis 3
There is a significant positive influence of Brand Trust on Brand Loyalty

The results emphasize (Table 9) that the P value =0.000 (P < 0.05) at 95% confidence
level and 0.641 of standardized coefficient of Beta value by indicating the magnitude
of positive relationship of Brand Trust on Brand Loyalty. Therefore, the hypothesis
is supported and it can be concluded that there is a significant positive influence of

Brand Trust on Brand Loyalty.

Table 9: Multiple Linear Regression Analvsis of Brand Trust on Brawd Loyalty.

Variable Standardized t Sig.
Coefficient of Beta
Brand Trust 0.641 11.932 0.000

Dependent variable: Brand Loyalty

Source: SPSS Analyzed Data 2020/2021
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Hypothesis 4
There is a significant positive influence of Perceived Quality on Brand Trust

According to the analysis results (Table 10}, it is apparent that there i1s a significant
positive influence of Perceived Quality on Brand Trust. The conclusion is evident by
the P =0.000 (P < (1.05). while the standardized coefficient of Beta = 0.476 (which
indicates positive relationship among variables). Therefore, the hypothesis is

supported.

Table 10): Multiple Linear Regression Analvsis of Perceived Quality on Brand Trust

Variable Standardized t Sig.
Coefficient of Beta
Perceived Quality 0.476 12.104 0.000

Dependent variable: Brand Trust

Source: SPSS Analyzed Data 2020/2021

Hypothesis 5

There is a significant positive influence of Brand Awareness on Brand Trust

The result indicates (Table 11) a significant relationship between Brand Awareness
and Brand Trust (P=0.000), while the standardized coefficient of Beta = 0.418. Tt
implies that there 18 a positive relationship between the variables. Therefore, it is
concluded that there is a significant positive influence of Brand Awareness on Brand

Trust. Hence the hypothesis is supported.

Table 11; Multiple Regression Analvsis of Brand Awareness on Brand Trust

Variable Standardized t Sig.
Coefficient of Beta
Brand Awareness 0418 10.619 0.000

Dependent variable: Brand Trust

Source: SPSS Analyzed Data 2020/2021
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Hypothesis 6

Brand Trust positively mediates the impact of Perceived Quality on Brand
Loyalty

This study used Sobel test method to investigate the mediating effect among
variables. The significance of the indirect effect was estimated by Z score value. By
95% confidence level, it indicates the Z score is 12.2783 (1.96 < Z), while the P value
=0.000 (P < 0.05). Hence. it can be determined that Brand Trust positively mediates
the impact of Perceived Quality on Brand Loyalty. However, hypothesis | is not
supported by the sample population. Therefore, it is concluded that there is a full
mediation effect (Pyun, Kwon & Lee, 2011; Sobel, 1982) of Brand Trust on the
relationship between Perceived Quality and Brand Loyalty.

Table 12: Mediation effect of Brond Trust on Perceived Quality and Brand Lovalty

Coefficient Test Statistics  (Z  Std. Error P-value
score)

a 0.756

b 0.810 12.27830844 (LO4987332 0.000

Sa 0.034

Sh 0.055

Source: SPSS Analyzed Data 2020/202]
Hypothesis 7

Brand Trust positively mediates the impact of Brand Awareness on Brand

Loyalty

The results of Sobel test demonstrate that the Z score value is 12.2923 (1.96 < Z),
while the the P value =0.000 (P < 0.05). Therefore, with 95% confidence level it is
concluded that the Brand Trust positively mediates the impact of Brand Awareness
on Brand Loyalty. Furthermore, while hypothesis 2 is supported for the model, it is
apparent that the role of Brand Trust on the relationship between Brand Awareness

and Brand Loyalty is a partial mediation (Pyun et al.. 2011; Sobel, 1982).

Table 13: Mediation effect of Brand Trust on Brand Awareness and Brand Lovalty

N 5ri Lanka Journal of Marketing by Department of Marketing Management, University of Kelaniya is Page | 134
licensed under a Creative Commons Attribution 4.0 Internatinnal Licensa

134



ISSN 1800 - 4989 (Print)

ISSN 2719 - 2598 (Online) SLIM Vol 8 No 2: May - August 2022
Coefficient Test Statistics  Std. Error P-value
(7 score)
a (L.706
b 0.786 12.29228794 0.04571777 0.000
Sa (.033
Sb 0.053

Source: SPSS Analyzed Data 2020/2021

Model Summary ensures the regression model fit, considering that the values are
unbiased. R? represents scattered data points around the regression line, which
indicates the percentage variation of independent variables effect on the dependent
variable (Dhakal, 2018). Furthermore, adjusted R? either should be equal to the R?
or less than R2. R? and adjusted R? of two regression models used in this study are
presented in Table 14 and Table 15, which are in acceptable levels. To measure
whether there is an autocorrelation between residuals Durbin- Watson value is
estimated. It 1s recommended to obtain Durbin-Watson value between 1.7- 2.3 with
95% confidence level to be accepted (Rutledge & Barros, 2002). According to the
tabulation (Table 14 and Table 15), the values were placed closer to 2, and it is

assured that there was no autocorrelation in the regression analysis performed.

Tabie 14: Model Summary of Regression Analvsis between Perceived Quality, Brand Awareness
and Brand Trust; Dependent variable Brand Lavelty

R R? Adjusted R Std. Error of Durbin-
Square the Estimate Watson
0.791 0.625 0.622 0.85708 1.834

Source: SPSS Analyzed Data 202002027

Table  15: Model Sununary of Regression Analysis between Perceived Quality and Brand
Awareness; Dependent variable Brand Trust

R R? Adjusted R Std. Error of Durbin-
Square the Estimate Watson
0.814 0.663 0.661 0.70250 1.794

Source: SPSS Analvzed Data 202002021
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5. CONCLUSION

Through survey data, descriptive statistics of respondents were revealed with respect
to the population sample of the study. The resulting mean scores suggest that the
perception of consumers towards all the items in all four variables is at a moderate
level. However, under the Brand Loyalty variable (Table 4), Attitudinal Loyalty (the
perception of consumer recommendation about the brand) is marginally greater than
all other dimensions (which measured Behavioral Loyalty). Therefore, it is beneficial
to promote behavioral loyalty through the use of new marketing strategies such as
customer collaboration in product innovation. Similarly, ‘compensation for
imperfection' has a relatively low level of perception among customers in terms of
Brand Trust dimensions (Table 5). Therefore, consideration must be given to the
notion that there is a necessity to strengthen consumer interactions with the
manufacturer through customer feedback centers to approach both positive and
negative comments for the improvement of product quality as well as the brand image
and to stay closer contact with consumers. Listening to consumers may support to

enhance brand trust in the consumer's mind.

According to the statistical findings of the study, there is no significant influence of
Perceived Quality on Brand Loyalty, as the P value of the multiple regression analysis
expressed (.094 (Table 7). Hence, it is concluded that there is no significant influence
of Perceived Quality on Brand Loyalty among Sri Lankan biscuit consumers.
Similarly, there is more empirical evidence representing the fashion industry (Kieu,
2016) and the banking industry that supports the same result (Rahmatulloh, et al.,
2018). Importantly, the same outcome is reported by a study conducted on Cracker
Biscuit Brands in Indonesia (Listiana, 2015). Therefore, this study recommends to
amalgamate quality improvement initiatives with brand trust development strategics

in order to achieve higher performance.

Subsequently, the second hypothesis is supported to the model, as the P value
indicates P=0.020 (P < 0.05) (Table 8) at the 95% confidence level. Therefore, it can
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be determined that there is a significant positive influence of Brand Awareness on
Brand Loyalty. Similar results have been obtained in most of the previous literature,
which has investigated the relationship between Brand Awareness and Brand Loyalty
(Chi et al., 2009; Chinomona & Miziriri, 2017: Zhao et al., 2017). P value =0.000
(P< 0.005) implies that the third hypothesis is also supported to the model. Similarly,
the Standardized Beta coefficient value is 0.641, which indicates a positive
relationship between the constructs (Table 9). Therefore, there is a significant positive
influence of Brand Trust on Brand Loyalty. Also, the same conclusion was presented
in several other previous studies (Ahmed, 2014; Alwi et al., 2016; Gecti & Zengin,
2013: Lam & Shankar, 2014). Likewise, the fourth hypothesis was also supported to
the conceptual framework by achieving P=0.00 (P < 0.05) (Table: 10). Consequently,
it was determined that there is a significant positive influence of Perceived Quality
on Brand Trust. The same aforementioned conclusion was reported in other empirical
investigations representing different contexts (Ahmed et al., 2014; Ercis et al., 2012;
Rahmatulloh et al., 2018). Further, it was determined that there is a significant
positive influence of Brand Awareness on Brand Trust by obtaining P= 0.000 (P
<0.05) (Table: 11). Similarly, there are published research that support similar
conclusions (Alhaddad, 2014; Hou & Wonglorsaichon, 2014; Xingyuan et al., 2014,

Yoon, 2002).

Subsequently, it was concluded that Brand Trust positively mediates the impact of
Perceived Quality on Brand Loyalty. The result was evident by obtaining Z score
greater than 1.96 and P value greater than 0.05. (Z=12.2783, P value =0.000) at 95%
confidence level. Previous researches in different contexts has also discussed the
mediating role of Brand Trust in the relationship between Perceived Quality and
Brand Loyalty (Kieu, 2016; Rahmatulloh et al., 2018) Furthermore, previously it has
been determined that there is no significant positive influence of Perceived Quality
on Brand Loyalty. Whereas it is reasonably concluded that there is a full mediation

role of Brand Trust on the aforementioned relationship.
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Similarly, when considering the mediation effect on the relationship between Brand
Awareness and Brand Loyalty at 95% confidence level it was, both Z score
(Z=12.2923) and P value (P= 0.000) obtained results to prove that the relationship is
significantly mediated (1.96 < Z, P=0.05). Therefore, Brand Trust positively mediates
the impact of Brand Awareness on Brand Loyalty. Supportively, previous studies
prove a full mediation impact of Brand Trust on Brand Loyalty (Raut, Pawar, Brito
& Sisodia, 2019). However, the result of hypothesis 2 proves that there is a significant
positive influence of Brand Awareness on Brand Loyalty. Therefore, by examining
the analytical outputs. it is reasonably concluded that Brand Trust plays a partial

mediation role.

Tabie 16: Summary of the results of Hypotheses

Hypothesis Result Empirical Evidence
Kieu, 2016;

Listiana, 2015
Rahmatulloh et al..

H1: There is a significant positive
influence of Perceived Quality on Brand | Not Supported

gy 2018;

H2: There is a significant positive Chi etal.,

influence of Brand Awareness on Brand | Supported 2009:Chinomona et al..

Loyalty 2017; Zhao et al., 2017
Ahmed, 2014; Alwi et

H3: There is a significant positive al.. 2016; Geceti &

influence of Brand Trust on Brand Supported Zengin, 2013; Lam &

Loyalty Shankar, 2014

2 —rY - Ahmed et al_, 2014;
H4: There is a signilicant positive

X % 1 ? Supported Ercis et al.,
Tuence of Perceived Quality on Brand

’I]l—lru:lEﬂLE 0 erceiv Qua I{) 0n Bran 2012;R;Ih1n&1m]10h ot

i al., 2018

: - 55 Hou &

FIS. There |3~ a significant positive Wonglotstiahon: 014:
influence of Brand Awareness on Brand i
Titit Supported Xingyuan et al., 2014;

’ Yoon. 2002

Supported Kieu, 2016;
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H6: Brand Trust positively mediates the Rahmatulloh et al.,
impact of Perceived Quality on Brand 2018
Loyalty

H7: Brand Trust positively mediates the
impact of Brand Awareness on Brand Supported Rautet al., 2019
Loyalty

6. Future Research Directions

This research has several limitations which provide opportunities for future research
studies. This study is designed in cross-sectional time horizon. Since this research is
based on the hehavior of consumers, it would be meaningful if it is conducted
longitudinal research by implementing strategies to evaluate behavioral change. In
addition, past literature describes that consumer Brand Loyalty is lower in rural areas
than in urban areas (Chandrasekhar, 2012). 50% of the data collected for this study
was contributed from the Colombo district, which is generally known as an urban
area. Therefore, there is a lacking area which needs to be studied the behavior of the
rural population with respect to Brand Loyalty. Besides, consumer Brand Loyalty in
the biscuit industry should be further investigated in other macro contexts, such as
consumer culture and the effect of social media. Furthermore, future research could
extend the quantitative [indings of this study by incorporating qualitative measures
to obtain an in-depth understanding of consumer behavior and insights for industrial

betterment.
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