© The Author(s) 2024

The Influence of Brand Image And Brand Trust on
Brand Loyalty Survey on Lazadaclub Members

Agus Rahayu', Riftianingsih Riftianingsih?,
Puspo Dewi Dirgantari*(®

123 Universitas Pendidikan Indonesia, Bandung, Indonesia
agusrahayu@upi.edu

Abstract. This study aims to obtain an overview and influence of brand image
and brand trust on brand loyalty surveys for Lazadaclub members. This re-
search uses descriptive and verification methods with a quantitative approach.
The population in this study amounted to 79,800 with a sample of 398 re-
spondents who were Lazadaclub members using a simple random sampling
technique. The data were processed statistically using the Structural Equation
Modeling (SEM) method. The findings in this study showed that the descrip-
tion of brand image, brand trust, and brand loyalty were in a fairly good cate-
gory. Brand image and brand trust had a positive and significant effect on brand
loyalty. These findings indicate that the implementation of brand image and
brand trust by Lazada will encourage brand loyalty to Lazada customers who
are members of Lazadaclub. Based on the research results, it is recom-mende
that Lazada can handle every complaint submitted by consumers and be able to
prioritize customer interests, and design several brand awareness activities to
build closer relationships with customers so that customers exercise brand loy-
alty.

Keywords: Brand Image, Brand Loyalty, Brand Trust.

1 Introduction

The current business development is a very interesting field and has a big role in peo-
ple's consumption every day [1], [2]. Rapid economic growth causes market competi-
tion to become more intense [3]. Companies are required to innovate as a differentia-
tor from competitors and brands are an important competitive factor that can distin-
guish products or services produced by companies in the minds of consumers [4].
Brands become corporate identities in addition to differentiating products from com-
petitors, and they can become corporate identities that reflect the value, authenticity,
and commitment of the products or services introduced to consumers [1].

Brands are an additional asset for companies because brands can build memories in
the minds of consumers through corporate identity so that they can be considered by
consumers in making purchases. Consumers with strong emotional ties to the brand
usually have a desire to maintain a relationship with the brand [5]. Consumer bonds to
brands are a very important means of attracting new consumers and retaining old
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consumers [6]. Engaging consumers can produce successful marketing outcomes such
as voluntary marketing and loyalty [7].

Loyalty is an important asset for companies because loyalty is used as a measure of
equity and a successful marketing strategy [8]; [9]. Loyalty is described as repeated
purchases of certain brands of both products and services over a long period of time
until it becomes the main focus for consumers and creates brand loyalty [10]. Brand
loyalty is an interesting phenomenon and has become the focus of much research,
resulting in many definitions of loyalty itself, and will continue to experience devel-
opments to date [11]. Building and maintaining brand loyalty is one of the central
themes of marketing theory and practice in building competitive advantage. In some
aspects, brand loyalty is recognized as the focal point of the marketing literature [12].

Brand loyalty is still a problem in research that must continue to be studied today.
Due to market competition and the high number of competitors that continue to
emerge, it is very necessary for consumer loyalty to brands to be able to meet compa-
ny goals [9];[13]. Consumers can become loyal to a brand because of its uniqueness
and characteristics, and feel the convenience of using a particular brand [10]. Con-
sumers who have sufficient knowledge about the brand will have confidence when
making purchases or are influenced by price factors and so on so companies are im-
portant to understand aspects of loyalty [14] because consumers feel that the product
has characteristics that match the criteria set by consumers based on quality and price.
If another brand provides a more affordable price or superior quality, disloyal con-
sumers will tend to move away from the brand they are using. For consumers with a
high level of brand loyalty, it will provide confidence that the brand they use will
fulfill their needs better than other brands [15]. By understanding brand loyalty,
companies can predict the likelihood that consumers will continue to use the brand
even if influenced by certain factors. That way companies can defend their consumers
from competitors [9];[16].

The first research on brand loyalty was conducted by W. T. Tucker in 1964 with
the title "The Development of Brand Loyalty" which was conducted on several
housewives who were given various brands of bread products to determine the loyalty
of these mothers to the bread brand [17]. Brand loyalty has been widely researched in
various industries such as the electronics industry, [18]; [19], fast food [20];[21];[22],
beauty [23]; [12]; [24]; [13], fashion [25]; [26]; [27]; [28]; [29]; [30] to the e-
commerce industry [31]; [32]; [33]; [14]; [34]; [35].

The pandemic conditions that occurred in early 2020 made major changes in peo-
ple's lifestyles. This situation forces people to be able to adapt to rapidly developing
technology and utilize technology as much as possible [36]. The rapid development of
information technology has many positive effects such as facilitating learning activi-
ties, facilitating faster and more practical information exchange, and facilitating many
jobs. According to the government, digital consumption during the pandemic will
experience a significant increase because all activities are turning digital [36]. This is
evidenced by the large number of internet users in Indonesia, which has now reached
205 million in January 2022. This means that 73.7% of Indonesia's population has
used the Internet [37]. This increase in internet usage affects people in learning, work-
ing, and making purchases.
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Purchases made on online platforms (e-commerce) tend to be easier and have many
very attractive offers. This is certainly very attractive to consumers in making pur-
chases, in addition to more choices or variations in models, materials, and colors,
purchases in e-commerce have very competitive prices. Based on the Databoks [38]
Indonesia occupies the top position in the use of e-commerce with users as much as
85% of internet users and is predicted to increase every year as shown in Figure 1
below.

PO

Prediksi Angka Pengguna E-commerce
di Indonesia 2024

2018 2019 2020 2021 2022 2023 2024
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I Prediksi Penguna E-Commerce (per Juta) ————

Fig. 1. prediction of e-commerce usage in indonesia 2017-2024

Figure 1 shows the predictions of e-commerce use in Indonesia 2017-2024 that will
experience growth every year. In 2022, there are 166.1 million e-commerce users and
it is predicted that this will increase every year. Until 2024, e-commerce users rise to
189.6 million users and have the possibility to continue to grow in the following year.
The data is reinforced by a statement from the government that the e-commerce plat-
form in 2022 will be one of the largest contributors to digital transactions carried out
by the community and is likely to continue to grow up to 18% [39]. Developments in
e-commerce show that many e-commerce platforms are used by people in Indonesia
as shown in Table 1, which is measured based on four indicators, namely BUMO
(Brand Use Most Often) which is assessed based on brands or platforms that are often
used, brands with a lasting impression in the minds of consumers, the number of uses
and the number of transactions in the last three months.

Table 1. Indonesia e-commerce top of mind 2020-2022.

Brand 2020 2021 2022
Shopee 56% 71% 77%
Tokopedia 16,3% 15% 18%
Lazada 11,8% 8% 4%
BukaLapak 6,4% 2% 1%

Table 1 shows that Shopee consumers has increased every year and the most sig-
nificant increase was as much as 15% in 2021 and continues to increase in the follow-
ing years. Tokopedia experienced a fluctuating situation which increased in 2022 by
3% compared to the previous year. Lazada and Bukalapak experience a continuous
decline every year. Ipsos states that Shopee is still the e-commerce with the most
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users from the end of 2021 to the beginning of 2022 [40]. The decline in Lazada visi-
tors indicates a problem with top of mind, which is measured based on four indica-
tors, namely the use of frequently used brands or platforms, brands with a lasting
impression in the minds of consumers, the number of uses, and the number of transac-
tions in the last three months. Brands with good top of mind are easier to get loyalty
from consumers, which is influenced by consumer experiences that leave a good im-
pression of the brand [30].

Lazada is an e-commerce first launched in 2012 which was founded by three
brothers; Marc Samwer, Oliver Samwer, and Alexander Samwer. Lazada offers con-
venience to its users with one click in searching and determining goods. Lazada uses
technology that is currently being developed to facilitate consumers and provide con-
sumers with an easy and pleasant shopping experience using easy and reliable trans-
actions. Lazada ensures that consumers will feel safe in making financial transactions
in making purchases, and provides convenience in the use of digital payments [41]. In
2019, Lazada became the number 1 (one) online shopping destination in Indonesia
and Southeast Asia [42]. However, currently, Lazada is starting to be abandoned by
its consumers, which can be shown in Table 2 data on e-commerce visitors in 2020-
2022.

Table 2. E-commerce visitor data in 2020-2022

Visitor presentation

E-commerce

2020 2021 2022

Shopee 96.5 million 134.4 million 132 million
Tokopedia 85 Million 158 Million 157.2 Million
Bukalapak 31.4 Million 30.1 Million 23.1 Million
Lazada 22.7 Million 28 Million 24.68 Million
Blibli 16.7 Million 19.6 Million 16.3 Million
Jdid 4.8 million 3.8 million 3.8 million
Orami 3.1 Million 12.8 Million 20 Million
Zalora 1.8 Million 2.6 Million 2.8 Million

Table 2 explains that visits to the e-commerce platform at Lazada experi-enced a
fluctuating situation in 2021 with 28 million visitors, which had an increase of 5.3
million visitors and another decrease in 2022 of as many as 3.3 million visitors. Even
though consumer interest in visiting e-commerce platforms is a form of loyalty [43].
This condition shows that there is a lack of consumer or public interest in making
purchase transactions at Lazada. Based on a national survey conducted from June 24
to July 17, 2022, with 587 respondents aged 18 to 44 years, both in urban and rural
areas, Shopee and Tokopedia were the most popular e-commerce in Indonesia in mak-
ing purchase transactions [44].

Top Brand Index (TBI) is an award in marketing that is assessed based on the re-
sults of research with top-of-mine parameters that can reflect brand awareness, last
usage, and future intention [45]. Table 3 shows the list of Top Brand Award in the
online shopping category in 2020-2022.
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Table 3. Top brand index (tbi) online shopping (2020-2022).

Index Value

Brand
2020 2021 2022
Shopee 19,5% 52.9% 59.9%
Tokopedia 41.0% 23.7% 21.8%
Blibli 8.0% 4.8% 10.2%
Lazada 13.2% 5.7% 10.2%
BukaLapak 5.3% - 2.5%

Table 3 shows the Top Brand Index (TBI) online shopping 2020-2022. It can be
seen that Lazada experienced a fairly drastic decline in 2021 by 17.3%, and experi-
enced another decline in 2022 by 1.9%. Based on data on the number of e-commerce
visitors and TBI with the online shopping category, it can be concluded that Lazada is
experiencing problems with brand loyalty, which is indicated by a decrease in last
usage data and future intention [45].

The above phenomenon shows that brand loyalty at Lazada is not optimal. Brand
loyalty problems can affect consumer buying behavior and purchasing decisions.
Brand loyalty is an important part of the company because the success of the compa-
ny can be measured based on the ability to attract customers to use the brand [46];
[47]. Consumers have a strong role for companies to con-tinue to survive in the mar-
ket. Brand loyalty has great power to help companies win in the competition between
brands and maintain the company. Companies with low brand loyalty will decrease
the company's share [33]; [48]; [35]. Brand loyalty built by companies to consumers
can help companies get new consumers by utilizing the experience of consumers who
have used and experienced the brand. Brand loyalty can increase trade and strengthen
the confidence of marketing intermediaries [49]; [30].

Brand loyalty is found in strategic brand management theory with the end result
being customer-based brand equity. Brand loyalty is included in the components that
are at the core of brand equity. Based on brand loyalty theory, it is influenced by ha-
bitual behavior, switching costs, satisfaction, preference, and commitment to the
brand [50]; [51]; [9]. Meanwhile, the preliminary research show that brand loyalty is
influenced by brand personality [9]; [30]; [12], brand experience [12]; [14]; [52],
brand relationship quality [53]; [16]; [29]; [54], brand benefits [29], brand image [55];
[56]; [46]; [9]; [57]; [58] and brand trust [59]; [9]; [34].

Brand image and brand trust have a strong and positive correlation in build-ing
brand loyalty [9]. Brand image is a number of consumer per-ceptions about the brand
that create an impression based on the experiences, feelings, and attitudes obtained by
consumers, and this is considered significant in driving brand loyalty [60]; [61]. Some
researchers [62]; [63] explained that brand image had a positive effect on brand loyal-
ty because companies that utilized brand image had more effective and efficient loyal-
ty opportunities. Because with a positive brand image, a brand has the opportunity to
increase consumer loyalty to the brand. Meanwhile, according to Pratama and Suprap-
to [57], brand image had no direct effect on brand loyalty if moderated by customer
satisfaction. Because consumers tend to prioritize the satisfaction felt directly by con-
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sumers compared to the image that has been built by the brand, consumers can feel
the direct effect and give reciprocity to the brand with a loyal attitude to the brand.

Lazada is one of the pioneers of e-commerce in Southeast Asia. Lazada has a vi-
sion and mission to become a trusted online shopping place and provide the best qual-
ity and service. Lazada approaches the community by making it easier for busi-nesses
and is committed to helping businesses grow, helping retailers, supporting the indus-
try, making a comfortable and safe shopping experience for consumers, provid-ing
better service, accelerating economic growth, and building customer trust and habits
towards Lazada through a customer-first approach. Customer-first implemented by
Lazada is an artificial intelligence that has human-like intuition, customer-first serves
as a service to convey a number of questions and complaints that can be submitted to
unlimited channels available by consumers. In order for the services presented to be
controlled, the company also continues to monitor consumer conditions that appear on
unofficial channels, while still providing official channels as a priority in providing
direct attention to consumers.

Based on previous research conducted by Bastian [64], brand image has an im-
portant role in the formation of a general perception that will affect consumer confi-
dence which will provide a high-value relationship with consumers, namely loyalty.
Brand trust is the consumer's belief that the brand can meet their needs and expecta-
tions [34]. Marliawati and Cahyaningdyah [14] said that brand trust had a positive
influence on brand loyalty. Brand trust shows a positive relationship regarding con-
sumers that leads to emotional attachment from consumers to the brand so as to pro-
duce a good long-term relationship between consumers and the brand and create loy-
alty to the brand. Meanwhile, according to research by Ahmad and Zafar [55], brand
trust had no direct effect on brand loyalty if moderated by brand relationship because
consumers with strong relationships with brands have strong emotional ties that can
describe and influence consumer loyalty to brands.

Lazada provides a smart search feature in order to apply personalization to each
Lazada user account. This feature can make it easier for consumers to search for the
desired product either by writing or by mentioning keywords to maximize the algo-
rithm. Lazada presents Shopertainment Lazlive, a live broadcast feature as a means to
make it easier for consumers to ensure the quality and specifications of the products
to be purchased. Lazada provides Lazmall brand official and LazGlobal by collaborat-
ing with many product manufacturers by creating official stores on the Lazada plat-
form with the hope of being able to give consumers the confidence to shop online
with the official store on the platform. In addition to these features, Lazada provides
easy payment options to consumers by collaborating with many payment service pro-
viders such as DANA payment financial technology, retail companies such as In-
domaret, Alfamart, and banks, as well as installments. In addition, Lazada users can
pay for products when they are received or cash on delivery (COD) as a consideration
for consumers in making easy payment decisions [41]. Based on the description of the
problems that have been stated, it is necessary to conduct research on "The Effect of
Brand Image and Brand Trust on Brand Loyalty" (Study on Lazadaclub members).
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2 Method

2.1  Research Object

This research was conducted using a marketing management approach to analyze how
brand image and brand trust influence brand loyalty in Lazadaclub members. The
research objects as independent variables (exogenous) in this study are brand image
(X1) which consists of uniqueness (X1.1), favorable (X1.2), and reputation (X1.3),
and brand trust (X2) which consists of viability (X2.1) and intentional (X2.1). The
dependent variable (endogenous) in this study is brand loyalty (Y) with the dimen-
sions of attitudinal loyalty (Y1), behavioral intention (Y2), and behavioral loyalty
(Y3) [65]; [56].

2.2 Research Type and Methods

The research used descriptive and verification research. Descriptive research is re-
search that is used to describe something, usually the characteristics of a relevant
group, such as consumers, sellers, organizations, or market areas [66]. Through de-
scriptive research, a detailed description of respondents' views on the brand image
(X1) which consists of uniqueness (X1.1), favorable (X1.2), and reputation (X1.3),
and brand trust (X2) which consists of viability (X2.1), and intentional (X2.1). As
well as a description of brand loyalty (Y) with the dimensions of attitudinal loyalty
(Y1), behavioral intention (Y2), and behavioral loyalty (Y3) in Lazadaclub members.

2.3  Population and Sample

The population in this study were Lazada members with a total of 79.8 thousand fol-
lowers on the Lazada (@Lazadaclub Community account
(www.instagram.com/lazadaclub/) on February 09, 2023 at 11:00 WIB.

The number of samples used in this study was calculated by using the Slovin for-
mula [67] which is used to calculate the sample size of a known population for an
error rate of 5%. Based on the research results with the Slovin formula, this study
took a sample of 398 respondents as Lazada members who were members of Laza-
daclub.

The sampling method used in this research was purposive sampling where the
sampling used comparison or special choices. By using purposive sampling tech-
niques, the research sample can be determined according to the stated objectives and
still meet the applicable requirements, as well as applicable provisions:

1. All consumers who used Lazada at least 2 times.
2. All Lazada users who are above 17 years old.

2.4  Validity and Reliability Testing Techniques

In order to test whether or not the research instrument distributed to respondents is
feasible, validity and reliability tests were conducted. The success of the quality of
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research results is influenced by valid and reliable data, so the data needed in research
must be valid and reliable [68].

This study uses interval data, namely data that shows the distance between one an-
other and has the same weight and a semantic differential measurement scale. The
validity and reliability tests in this study were carried out using software tools or the
IBM Statistical Product for Service Solutions (SPSS) computer program version 22.0
for Windows.

2.5 Research Analysis Technique

Descriptive analysis is used to determine and explain the characteristics of the varia-
bles studied in the situation. The research tool used in this research is a questionnaire.
This questionnaire was compiled based on the variables contained in the study, and
the research variables, among others:

1. Descriptive Analysis of Variable Y (brand loyalty) where variable Y focuses on
brand loyalty research through cognitive loyalty, affective loyalty, conative loyalty,
and behavioral loyalty.

2. Descriptive Analysis of Variable X1 (Brand image), where variable X1 focuses on
research on brand image through uniqueness, favorability, and reputation.

3. Descriptive Analysis of Variable X2 (Brand Trust), where variable X2 focuses on
research on brand trust through viability and intentionality.

2.6 Continuum Line

The continuum line is a line used to analyze, measure, and show the strength level of
the variable being studied according to the instrument used. The process of research
activities requires an instrument or tool used to collect data such as a questionnaire.
The questionnaire contains various statements submitted to respondents or samples in
a research process. The number of statements contained in the research questionnaire
is quite a lot, so scoring is needed to facilitate the process of analyzing the data that
has been found as in scoring the questionnaire must meet the provisions.

3 Result and Discussion

3.1 Lazada Customer Responses to Brand Loyalty

In this study, the overall brand image variable (X1) consists of three dimensions, in-
cluding Uniqueness, Favorability and Reputation, whose contribution can be seen
through the score value that has been obtained from the recapitulation of the dimen-
sions of the brand image variable (X1). This recapitulation is obtained from the re-
sults of distributing questionnaires to 400 respondents who are Lazadaclub members.
Figure 2 shows Lazada customer responses to Brand Image.
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Fig. 2. Lazada customer feedback to brand image.

Figure 2 shows Lazada customer responses to brand image which revealed that the
reputation dimension has the highest contribution with a score of 4,511 with a per-
centage of 33.5% of the overall total score of 13,460. The results of data pro-cessing
show that the reputation dimension has a higher level than the other dimen-sions. This
means that customers think Lazada products have a good reputation. This is in line
with research conducted by Rahmadevita [69] that brand reputation on customer value
had a positive effect. This means that with a good brand reputation, value will arise in
the minds of consumers who will perceive the benefits and usefulness of the product.
Consumers measure brands with consideration in choosing or assessing the brand
image of a product with a positive impression in their field, such as product reputation
[70].

The dimension that has the lowest score is the uniqueness dimension which has a
score of 4,462 with a percentage of 33.1%. Based on research conducted by Gusti
[71], people are not sure about the uniqueness that exists in Lazada, but it does not
reduce consumers' desire to continue using Lazada and remain loyal to Lazada. In
other research conducted by Lubis [72], it explained that Lazada aggressively inno-
vates products, services, and marketing techniques every year as a differentiating
event and had a positive influence on customer image and loyalty. Because a unique
product will differentiate one product from another product or a competitor's product,
so that the impression obtained by customers regarding the product or brand is not
found in other products [73].

Based on the data processing that has been carried out on the brand image variable,
it can be measured through the score on each dimension. The total brand image score
is 13,462 with an ideal score of 16,800 for 1 statement item, so that a continuum area
can be found that shows the ideal region of the brand image variable. This search is
calculated by the formula [74], as follows:

Maximum Score / Ideal Score Formula

Maximum score = Highest score x Number of items x Number of respondents

=7x6x400
=16.800
Minimum Score Formula
Minimum score = Lowest score x Number of items x Number of respondents



1176

A. Rahayu et al.

=1x6x400
=2.400
Interval Distance Formula
Interval distance = (Maximum score - Minimum score): Number of Intervals
=(16.800 -2.400) : 7
=2.057
Score Percentage Formula
Percentage score = [(Total Score) / (Maximum Score)] x 100%
=[(13.462) / (16.800)] x 100%
=80,1%
Based on the results of the continuum calculation, the brand image position is on
the continuum line shown in Figure 3.

13.46
Very Bad Medi- Good Very
Bad Good
Bad Enough um enough good
‘ 4.457 ‘ 6.51 8.571 10.628 12.685 ‘ 14.742 16. 800

2.400

Fig. 3. Brand Image Variable Continuum Line.

Figure 3 continuum line shows that brand image is in the good category, this in-
forms that almost all Lazada customers who are Lazadaclub members state that Laza-
da's brand image is well embedded in the minds of customers. However, along with
the development of technology and information, companies still need to maximize the
efforts to improve the brand image of both applications and products on Lazada, be-
cause brand image has an important role in the formation of a general perception
which will later affect consumer confidence which will provide a high value relation-
ship with consumers, namely loyalty [64]. A positive brand image allows customers
to like marketing programs that will generate unique associations with the brand,
which will make the brand easy for consumers to remember, and consumers are will-
ing to look for it until it leads to loyalty, and becomes consumer interest which will
become future marketing material and be able to fight competitors' marketing activi-
ties [49]. Brand image can provide long-term sustainable benefits by engaging the
emotional side with consumers at a deeper level and will be difficult for competitors
to replicate [75]; [76].

3.2 Lazada Customer Responses to brand trust

In this study, the brand trust variable (X2) consists of two dimensions, namely the
dimensions of viability and intentionality, whose contribution can be known through
the score value that has been obtained from the recapitulation of the dimensions of the
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brand trust variable (X2). This recapitulation is obtained from the results of distrib-
uting questionnaires to 400 respondents who are Lazadaclub members. Figure 4
shows Lazada Customer Responses to Brand Trust.

3
Intentionality 9.

6

% 6
Viability 0.

Fig. 4. Lazada customers' responses to brand trust.

Based on Figure 4 regarding Lazada customer responses to brand trust, the results
show that the viability dimension has the highest contribution with a total score of
6,632 with a percentage of 60.4%. The viability dimension has a higher level because
viability is related to the perception of a brand that is able to fulfill and satisfy con-
sumers who use it [77]. Trust has a close relationship with consumer willingness to
the brand. This willingness is based on the belief that the brand is able to meet con-
sumer expectations. Trust can be felt if consumers can feel the suitability of consumer
expectations for the brand by not disappointing consumers [78].

On the other hand, the dimension that has the lowest score is the intentionality di-
mension with a score of 4,353 and a percentage of 39.6%. Intentionality is about the
brand's ability to create interest and intention to buy [79]. Consumer satisfaction will
not occur properly, if consumers are increasingly convinced of the brand/product so
that consumers will tend to choose the brand and not switch to other brands if the
brand provides an explanation or information that the brand actually makes efforts to
make respondents feel satisfied, consumers are confident in the brand and the brand
provides a way out of problems related to the product [80].

Data processing that has been carried out on the brand trust variable can be meas-
ured through the score on each dimension. The total brand trust score is 10,985 with
an ideal score of 14,000 for 5 statement items, so that a continuum area can be found
that shows the ideal region of the brand trust variable. This search is calculated by the
following formula [74]:

Maximum Score / Ideal Score Formula

Maximum score= Highest score x Number of items x Number of respondents

=7x5x400

=14.000

Minimum Score Formula

Minimum score= Lowest score X Number of items x Number of respondents

=1x5x400

=2.000

Interval Distance Formula

Interval distance = (Maximum score - Minimum score): Number of Intervals

= (14.000 - 2.000) : 7

1177
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=1.714

Score Percentage Formula

Percentage score= [(Total Score) / (Maximum Score)] x 100%

=[(10.985) / (14.000)] x 100%

=78,5%

Based on the results of the continuum calculation, the position of brand trust is on
the continuum line shown in Figure 5 as follows:

10.985
Very Low Good Very
Low Low enough | Medium | enough High High

3.714 ‘ 5.428 ‘ 7.142 8.856 10.570 12.284 14. 000

2.000

Fig. 5. Brand Trust Variable Continuum Line

Figure 5 shows that brand trust is in a position with a high category, it can be con-
cluded that almost all Lazada customers who are members of Lazadaclub have high
trust in Lazada and the products it offers are considered good. However, compa-nies
must still seek maximum efforts to increase brand trust from Lazada and its products,
this is because consumer trust in brands has an important role in encourag-ing emo-
tional and psychological bonds with consumers, and repeat purchases are determi-
nants of consumer loyalty [81]; [82]. Brand trust is a positive relationship regarding
consumers that leads to emotional attachment from consumers to the brand so as to
produce a good long-term relationship between con-sumers and the brand and create
loyalty to the brand. Meanwhile, according to re-search by Ahmad and Zafar [55],
brand trust is the consumer's belief that the brand can meet their needs and expecta-
tions [34].

3.3 Lazada Customer Responses to Brand Loyalty

In this study, the overall brand loyalty variable (Y) consists of four dimensions, in-
cluding cognitive loyalty, affective loyalty, conative loyalty and behavioral loyalty,
whose contribution can be known through the score value that has been obtained from
the recapitulation of the dimensions of the brand loyalty variable (Y). This recapitula-
tion was obtained from the results of distributing questionnaires to 400 respondents
who are Lazadaclub members. The results of Lazada Customer Responses to Brand
Loyalty is shown in Figure 6 as follows
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33.3%
22.2% 22.6% 21.9%
Cognitive Affective Conative  Behavioral
Lovalty Lovalty Loyalty Loyalty

Fig. 6. Lazada customers' responses to brand loyalty.

Based on Figure 6 regarding Lazada customer responses to brand loyalty, the re-
sults show that the cognitive loyalty dimension has the highest contribution with a
total score of 6,655 with a percentage of 33.3%. The cognitive loyalty dimension has
the highest contribution to brand loyalty because cognitive loyalty is related to prod-
uct quality, product cost or price, and consumer knowledge about products that can
influence consumers' perceptions of the products offered, thereby creating loyalty to
these products [34]. Consumers who have sufficient knowledge about the brand will
have confidence when making purchases or are influenced by price factors and so on,
so it is important for companies to understand aspects of loyalty [14]. Cognitive loyal-
ty is a perception of what consumers believe about perceptions, beliefs and consumer
decision making [83].

Meanwhile, the lowest score is the behavioral loyalty dimension with a score of
4,375 with a percentage of 21.9%. Behavioral loyalty is reflected in the frequency of
visits, the number of purchases made, the level of cross-selling buying and the length
of the relationship with the brand or company [84]. Consumers tend to increase the
intensity of purchases on a product when they are loyal to a product and brand. Based
on research conducted by Zainuddin [2] regarding customer loyalty. Both marketing
and psychological literature show that behavioral loyalty is measured by repurchase
intentions, switching intentions, and purchase intentions.

Data processing that has been carried out on the dimensions of brand loyalty can be
measured through the scores in each dimension. The total brand loyalty score is
19,962 with an ideal score of 25,200 for 9 statement items, so that a continuum area
can be found that shows the ideal region of the brand loyalty variable. This search is
calculated by the following formula [74]:

Maximum Score / Ideal Score Formula

Maximum score= Highest score x Number of items x Number of respondents

=7x9x400
=25.200

Minimum Score Formula

Minimum score= Lowest score x Number of items x Number of respondents

=1x9x400
=3.600
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Interval Distance Formula

Interval distance = (Maximum score - Minimum score): Number of Intervals
=(25.200 - 3.600) : 7
=3.086

Score Percentage Formula
Percentage score= [(Total Score) / (Maximum Score)] x 100%
=1[(19.962) / (25.200)] x 100%
=79,2%
Based on the results of the continuum calculation, the position of brand loy-alty is
on the continuum line shown in Figure 7 as follows:

19.962

¥

\Y L High \Y
e Low oW Medium '€ High fery
Low enough enough High

6.686 ‘ 9.772 12.858 15.944 19.030 ‘ 22.116 25. 200

3.600

Fig. 7. Brand Loyalty Variable Continuum Line

3.4 Lazada Customer Responses to brand loyalty

Figure 7 shows that brand loyalty is in a high categorical position, thus it can be con-
cluded that almost all Lazada customers have high brand loyalty to Lazada and the
products it offers. However, along with technological developments, companies still
need maximum efforts to increase brand loyalty to the brand, because brand loyalty is
an important asset for companies, in which it is used as a measure of equity and suc-
cessful marketing strategies [46]; [9]. Consumers with high loyalty to brands tend to
make continuous purchases consistently. Brand loyalty can also be defined as the
level of consumer attitudes, commitments, responses, and positive intentions to keep
making purchases continuously for products of the same brand [85].

Brand loyalty obtained a percentage achievement of 79.2%, although it is consid-
ered high, this figure is not ideal. Therefore, companies must be able to find ways to
keep consumers loyal and not switch to other products. Brand loyalty can be defined
as the relationship between consumers and brands that are established based on deep
commitment [59]. Brand loyalty has the concept as the core and source of brand eq-
uity and is seen as being able to provide benefits or results from building brand equity
[32]. When companies try to predict the results of a brand's performance, the meas-
urement tool used is brand loyalty because loyalty is considered to be able to have a
major influence on trade, marketing costs that build expanded market share and in-
crease company investment by expanding product lines and understanding brand con-
sistency and brand switching among consumers [25]; [16].
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4 Conclusion

4.1 Conclusion

Based on the theoretical review and the results of research that has been carried out
using descriptive and verification analysis using SEM regarding the Effect of Brand
Image and Brand Trust on Brand Loyalty (survey of Lazadaclub Members), the fol-
lowing conclusions can be drawn:

1. Overview of Brand Image, Brand Trust and Brand Loyalty

a. The description of the brand image of Lazadaclub members which can be seen
through the dimensions consisting of uniqueness, favorability, and reputation is
in the good category. This shows that the Lazada application has been well em-
bedded in the minds of customers who are Lazadaclub members. The dimension
with the highest level of achievement is reputa-tion, and the uniqueness dimen-
sion gets the lowest response.

b. The description of brand trust in Lazadaclub members, which can be seen from
the dimensions of viability and intionality, is in the high category. This shows
that Lazada customers who are members of Lazadaclub have high trust in the
Lazada application. The dimension with the highest level of achievement is via-
bility while the dimension that gets the lowest re-sponse is the intionality di-
mension.

c. The description of brand loyalty in Lazadaclub members which can be seen
from the dimensions consisting of cognitive loyalty, affective loyalty, conative
loyalty and behavioral loyalty is in the high category. This statement shows that
Lazada customers who are members of Lazadaclub have high brand loyalty to
the Lazada application and the products it offers. The dimension with the high-
est level of achievement is cognitive loyalty and the behavioral loyalty dimen-
sion gets the lowest response.

2. The findings showed that brand image had a positive and significant influence on
brand loyalty in Lazada customers who are members of Lazadaclub. This means
that the better the brand image of the Lazada application, the higher the level of
brand loyalty in Lazada customers who are members of Lazadaclub. The contribu-
tion of the brand image dimension that most shapes brand loyalty is the uniqueness
dimension which correlates with the cognitive loyalty dimension of brand loyalty.

3. The findings showed that brand trust had a positive and significant influence on
brand loyalty in Lazada customers who are members of Lazadaclub. This means
that the higher the brand trust of the Lazada application, the higher the level of
brand loyalty of Lazada customers who are members of Lazadaclub. The contribu-
tion of the dimensions of brand trust that shape brand loyalty the most is the viabil-
ity dimension which correlates with the cognitive loyalty dimension of brand loyal-
ty.

4. The findings showed that brand image and brand trust had a positive and signifi-
cant influence on brand loyalty in Lazada customers who are members of Laza-
daclub. This means that simultaneously there was a positive and significant influ-
ence between the brand image and brand trust variables on brand loyalty. This
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statement can be assumed that the better the company shows brand image and
brand trust, the more brand loyalty will increase in the company. The results of the
contribution given by the brand image and brand trust variables are the greatest
dimension that shaped brand loyalty is the uniqueness dimension in brand image
which correlates with the cognitive dimension of brand loyalty, while the lowest in
shaping brand loyalty is the intentionality dimension in brand trust which corre-
lates with the dimensions of conative loyalty and behavioral loyalty in brand loyal-
ty of 0.189.

4.2 Recommendation

Based on the results of the research that has been conducted, there are several recom-
mendations regarding brand image and brand trust on brand loyalty:

1. Overview of brand image, brand trust and brand loyalty
a. Brand image on Lazada customers who are members of Lazadaclub is in a good
category overall, but there are several aspects that need to be im-proved based
on the achievement of the lowest assessment. The recom-mendations regarding
things that must be improved to get a better brand image are as follows:

(1)

)

Uniqueness Dimension

The uniqueness dimension is a brand image dimension that has the lowest
percentage of achievement in this study, but the uniqueness di-mension con-
tributes the most in shaping brand loyalty, so that if the uniqueness dimen-
sion has a good percentage of achievement and as-sessment, it will greatly
affect obtaining brand loyalty even higher. Based on this, it is recommended
to increase or make innovations re-garding the services offered by Lazada,
so that customers will be loyal and continue to use the Lazada application
because the services provided are in accordance with customer wishes,
while it is necessary to look for logos and taglines from Lazada that are
even more attractive and can characterize Lazada, so that customers or can-
didates are interested and easily recognize it.

Favorable Dimension

The favorable dimension is the dimension that gets the second lowest re-
sponse from the brand image dimension. There were respondents who still
gave a slightly low scale, so this illustrates that there were many consumers
who still had not found it easy to remember the name of the brand name,
logo, and tagline from Lazada and felt the conven-ience of the services pro-
vided by Lazada. Based on this, it is recom-mended to increase or make in-
novations regarding the brand name, logo and tagline of Lazada that are
even more attractive, so that customers remember them more easily. Mean-
while, in terms of the convenience of the services provided, Lazada needs to
improve the services provided to its customers, such as ease of transactions
using e-wallets such as Dana, Ovo and Gopay, products according to what
is ordered, and providing 24-hour customer service to respond quickly to
complaints from customers.
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b. Brand trust in Lazada customers who are members of Lazadaclub as a whole is
in the high category, but there are several aspects that need to be considered and
improved. The following are recommendations regarding things that must be
improved to obtain higher brand trust.

(1) Intentionality dimension

The intentionality dimension is the dimension that gets the lowest re-sponse
on the Lazada application brand trust variable, where there were respond-
ents who gave low responses, so this explains that there were customers
who still did not believe in the Lazada application which has a level of secu-
rity and convenience when transacting. Based on this result, it is recom-
mended that Lazada create a transaction system that has many choices, is
safe and easy to do, so that customers feel confident in security and conven-
ience when transacting in the Lazada application.

c. Brand loyalty in Lazada customers who are members of Lazadaclub as a whole
is in the high category, but there are several aspects that need to be considered
and improved. The following are some recommendations re-garding things that
must be improved to get better brand loyalty.

(1) Behavioral Loyalty Dimensions
The behavioral loyalty dimension is the dimension that gets the lowest re-
sponse to the brand loyalty of Lazada customers who are members of Laza-
daclub. In the research results, there were customers who gave low respons-
es to the behavioral loyalty dimension. Thus, it is recommended that Lazada
increase attractive promos, or price discounts, and provide free shipping on
predetermined events, so that it is hoped that the intensity of purchases and
use of Lazada will continue to increase and create loyalty or loyalty from its
customers.

(2) Affective Loyalty Dimensions
The affective loyalty dimension gets the second lowest response on brand
loyalty. Based on the results of the study, there were also users who gave
low responses regarding service quality and consumer com-mitment to
Lazada. Thus, it is recommended that Lazada improve ser-vice quality such
as providing many choices, comfort and safety in transactions, products or-
dered according to the description given, and quick response to complaints
or complaints conveyed by customers.

2. The results of the study showed that brand image had a positive and significant ef-
fect on brand loyalty. Therefore, it is recommended that Lazada consistently create
a brand image of Lazada, so that the Lazada brand is better embedded in the minds
of consumers. One way that can be done is by expanding attractive and creative
promotions through various social or digital media and also provid-ing interesting
content as a characteristic of Lazada, thereby increasing Lazada customer brand
loyalty.

3. The results of the study showed that there was a positive and significant influ-ence
between brand trust on brand loyalty. With this results, it is recommended that
Lazada improve a strong brand both in terms of attributes, position, and brand im-
age to maintain the level of trust from customers in the Lazada brand. Customer
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trust in the Lazada application can influence customers with the brand, help create,
develop, and maintain a strong brand so as to increase brand loyalty.

The results of the study revealed that brand image and brand trust had a positive

and significant effect on brand loyalty. Lazada needs to maintain efforts in forming
brand image and brand trust simultaneously from Lazada customers, so it will be
better when these dimensions are carried out simultaneously and optimize to maintain
relationships with consumers and provide the best through the Lazada application, so
as to provide a good image in the minds of consumers and high trust in brands based
on consumer experience.
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