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ABSTRACT 

 

In developing a product or brand, companies must have strong customer based 
brand equity (CBBE) will have an impact on customer loyalty. This study uses 
elements of CBBE: perceived value, brand trust, and brand Affect. This study aims to 
examine and analyze the effect of brand trust, brand Affect, and perceived value on 
brand loyalty. The results show that brand trust, brand affect, and perceived value 
direct and indirect influence on brand loyalty. It is expected that this study is able to 
provide input to the company in running a business strategy that will ultimately have 
an impact on the long term benefits for the company. 
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ABSTRAK 

 

Dalam mengembangkan produk atau merek, perusahaan harus memiliki customer 
based brand equity (CBBE) yang kuat sehingga berdampak pada loyalitas pelanggan. 
Penelitian ini menggunakan elemen CBBE yaitu: perceived value, brand trust, dan 
brand affect. Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh 
brand trust, brand affect dan perceived value pada brand loyalty. Hasil menunjukkan 
bahwa brand trust, brand affect, dan perceived value berpengaruh secara langsung 
dan tidak langsung pada brand loyalty. Diharapkan, penelitian ini mampu 
memberikan masukan bagi perusahaan dalam menjalankan strategi bisnis sehingga 
pada akhirnya memberikan dampak pada keuntungan jangka panjang bagi 
perusahaan. 
 

Kata kunci: Brand Trust, Brand Affect, Perceived Value, Brand Loyalty   
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