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Abstract

Institutions in the education industry, including higher educations, need to have the right strategy in creating a
brand with the appropriate quality. Besides, universities need to have different values with the high quality of
products and services. An institution such as a university must be able to communicate its brand-related
products well to consumers. Therefore this study aims to see the effect of brand communication, brand image,
and brand trust on brand loyalty at the university in Jakarta. The sample of this study was 210 university
students in Jakarta. This research is deductive. Data were collected using a questionnaire. The analytical
method used is the Structural Equation Model (SEM). The results showed that: Firstly, there is an influence
between brand communication on brand image. Secondly, there is an influence of brand communication on
brand trust. Thirdly, there is an influence between brand image and brand trust. Fourth, there is an influence
between the brand image on brand loyalty.
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I.  Introduction

There are lots of universities in Jakarta. Consequently, each university must be able to compete by
having strong brands in the market (Bougenvile & Ruswanti, 2017). Not only does it have unique values and an
important domain, but universities must also communicate the brand well to consumers. Besides, in the current
pandemic era, universities must be present amid the public to provide benefits, such as disseminating
information on the current situation. Therefore, university brand communication must be well-created because
building the popularity of a brand into a well-known brand with a better and trusted image that has an impact on
brand loyalty in the minds of consumers is not easy. By increasing the perception level of the brand image
through effective brand communication, marketers will be able to gain customer trust and become loyal to
brands that are considered trustworthy (Chinomona, 2016).

Riegner (2007) states that brand communication generated by online users is an essential means by
which customers can obtain information related to products and service quality. According to Zehir, Uahina,
Kitapgib & Ozfiahinb (2011) the purpose of brand communication is to expose the audience to the brand and to
increase awareness and higher memory of the brand. Braun, Eshuis & Klijn (2014) states that place brand
communication and word-of-mouth of place brand communication influence the place brand image. Several
other research results also show that there is a relationship between brand communication and brand image
(Chinomona, 2016; Arif, Bhatti, Mariam & Sadiq, 2017).

Well-built brand communication can affect consumer confidence in the brand itself. Brand
communication creates and develops a trust-based relationship platform between brands and customers (Zehir et
al. 2011). Khalid (2016) explains that the essential points of his findings come from the source of customer
reliability that can depend on the content created by companies, friends, and other consumers about the brand.
Therefore, brand communication influences brand trust (Chinomona, 2016). Apart from brand communication,
other factors can influence brand trust, such as building a brand with a positive image in the minds of
consumers. The brand image itself serves as an essential substitute for intrinsic product attribute information,
which in turn fosters customer trust in a brand (Pavlou, Liang & Xue, 2007). Hulu & Ruswanti (2018) say that a
brand with a well-created image will get a competitive advantage in the market.

A well-created brand image, according to Frida, Syah & Negoro (2019), can give buyers confidence
that their performance is better than unknown brands. Chinomona (2016); Lee & Jee (2016); Chen (2010);
Afriani, Indradewa & Syah (2019); Han, Yu, Chua, Lee & Kim (2019) state that brand image affects brand trust.
Social media allows consumers to provide feedback to brands after using the products (Arif et al, 2017). Well-
built feedback can influence a positive image so that it creates a good impression in the minds of consumers as
well as builds trust in the brand that leads to repurchase, and it is a form of consumer loyalty to the brand. Lee &
Jee (2016) stated that brand trust affects brand loyalty. Brand loyalty, in turn, plays an essential role in
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marketing efforts for company system suppliers to maintain customer satisfaction in a competition. Several
previous research results concluded that brand trust affects brand loyalty (Chinomona, 2016; Anwar et al. 2011;
Zehir et al. 2011).

In contrast to previous research conducted in Gauteng, South Africa, this research explored the same
variables (brand communication, brand image, brand trust, brand loyalty). This research also used SEM PLS
analysis techniques because it is more suitable under the research objectives with a relatively small sample size.
Based on his research recommendations, he should consider increasing the sample size and research area
(Chinomona, 2016). So this study uses SEM analysis techniques to obtain a larger number of samples. Some
previous research conducted by Anwar et al. (2011); Zehir et al. (2011); Afriani et al. (2019); Han et al. (2019);
Lee & Jee (2016); Arif et al. (2017); Chen (2010); Khalid (2016); Braun (2014) could not prove the direct
influence of brand communication, brand image and brand trust on brand loyalty in one research model. For this
reason, the objective of this research is to determine the role of brand communication, brand image, and brand
trust in brand loyalty among university students in Jakarta.

1. Literature Review

Brand Communication

Lee & Jee (2016) stated that brand communication is the ability of brands to communicate by giving
positive results to voters so that it will create brand trust. Meanwhile, Low & Lamb (2000) stated that brand
communication is an overall consumer evaluation of a brand; brand attitude summarizes the meaning that
consumers attach to, which in turn will affect purchasing behavior. As for measuring brand communication, it
will adopt the theory of Zehir, et al. (2011) in Chimonoma (2016), that brand communication is the idea of a
product or service being marketed so that uniqueness can be identified and recognized by consumers.

Brand Image

According to Kotler & Keller (2016), brand image, the perception, and trust held by consumers, which
is inherent in the consumer's memory, can be formed based on the consumer's experience of the brand. Sumiyati
& Syah (2016) said that brand image is a type of association that appears in the minds of service users when
using a brand. Their image refers to the schematic memory of a brand regarding the interpretation of the target
market, product attributes, usage situations, benefits, and it is related to what consumers think when they see or
hear the brand name (Hawkins & Mothersbaugh, 2010). As for measuring brand image, it will adopt the theory
of Salinas & Perez (2009) in Chimonoma (2016) that a product or service from a brand has high quality.

Brand Trust

Brand trust is the perception of reliability when viewed from a consumer's perspective based on their
experience or interactions characterized by the fulfillment of expectations for the performance of the product
(Costabile, Raimondo & Miceli, 2002). According to Kotler & Amstrong (2014), trust is the willingness of
consumers to trust a brand because there is an expectation that it can provide positive results. As for measuring
brand image, it will adopt the theory of Chauduri & Holbrook (2001) dalam Chimonoma (2016), that someone
believes in the brand of the product or service.

Brand Loyalty

According to Schiffman & Kanuk (2014) brand loyalty is a form of consistent consumer preference to
make purchases on the same brand on specific products or certain service categories. Brand loyalty is a way in
which consumers express satisfaction with the performance of a product or service that has been consumed
(Ballester & Aleman, 2001; Ruswanti, Herlambang & Januarko, 2016). To measure brand image, it will adopt
the theory of Chauduri & Holbrook (2001) in Chimonoma (2016)), someone is said to be loyal to a brand, if that
person will use the same brand in their next purchase.

RELATIONSHIP BETWEEN VARIABLES
Relationship between Brand Communication and Brand Image

Chinomona (2016) explains the need for marketers to communicate the customer's experiences related
to a brand, customer satisfaction experiences using the brand, and how this brings pleasure so that it makes them
want to buy the product again and again. Riegner (2007) states that brand communication generated by online
users is essential by which customers can obtain information about products or services. When a good massage
from a brand is conveyed to customers, the brand image will develop (Arif et al. 2017). It is following the
results of research by Chinomona (2016); Braun et al. (2014); Arif et al. (2017); Afriani et al. (2019) concluded
that brand communication affects brand image. Based on the above statements, the hypothesis is as follows:
H,: Strong brand communication will increase the brand image.
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The Relationship Between Brand Communication and Brand Trust

The purpose of brand communication is to expose consumers to brands, where the effect can be
maximized in terms of increased awareness and higher memory, and make the customers buy the brand that has
the highest memory. Brand communication can also satisfy customers to the optimal level (zehir et al., 2011).
By increasing the level of brand image perception through effective brand communication, marketers will be
able to obtain customer brand trust, which in turn, customers will be loyal to brands they can trust (Chinomona,
2016). It is consistent with the results of research conducted by Zehir et al. (2011); Khalid (2016); Afriani et al.
(2019) showed that brand communication affects brand trust. From the literature above, the hypothesis is as
follows:
H,: Strong brand communication will increase brand trust.

Brand Image Relationship to Brand Trust

Companies that focus their marketing efforts on strengthening brand image will provide an increase in
building brand trust and brand loyalty (Lee & Jee, 2016). A positive brand image will increase customer trust
which in turn will have an impact on their trust in a brand (Kotler & Keller, 2016). It can be said that before
buying a product, consumers will find out about the product to be purchased (Stiawan & Syah, 2017; Imelia &
Ruswanti, 2017). In the end, the more confident customers are in the brand, the more likely they will trust the
brand (Chinomona, 2016). It is following the results of research conducted by Chinomona (2016); Lee & Jee
(2016); Chen (2010); Han et al. (2019); Afriani et al. (2019) that showed brand image affects brand trust. From
the literature above, the hypothesis is as follows:
Hs: Strong brand image will increase brand trust.

Relationship between Brand Trust and Brand Loyalty

Consumers who trust a brand will be more willing to stay loyal to that brand, will pay a higher price,
and share the same information about their tastes, behavior, and preferences (Mabkhot et al. 2017). Increased
brand trust can also lead to brand loyalty because consumers become comfortable with what they believe (Lee &
Jee, 2016). Reast (2005) explains that trust is involved in the acceptance of brand expansion and is important for
the development of brand loyalty and is part of brand equity in creating customer relationships and is the only
powerful liaison marketing tool. It is following the results of research conducted by Chinomona (2016); Lee &
Jee (2016); Anwar et al. (2011); Zehir et al. (2011); Afriani et al. (2019) that showed brand trust affects brand
loyalty. From the literature above, the hypothesis is as follows:
H,: High brand trust will increase brand loyalty.

From the description above, the research model can be described as follows:

H,
Brand Trust

Figure 1. Research Model

Brand
Communication

Brand Image

I11. Research Methodology

This study is deductive in nature, with exogenous variables (brand communication) and endogenous
variables (brand image, brand trust, and brand loyalty). The data collection Collecting was done using a survey
method by distributing questionnaires. Measurements were obtained using a Likert scale. The measurements of
brand communication were done using the variables adopted from Zehir et al. (2011) in Chinomona (2016). The
brand image was measured using variables adopted from Salinas & Pérez (2009) in Chinomona (2016). Brand
trust was measured using variables adopted from Chaudhuri & Holbrook (2001) in Chinomona (2016), and
brand loyalty was measured using variables adopted from Chaudhuri & Holbrook (2001) in Chinomona (2016).
The total questions in the study were 21 questions.

The population of this research is university students in Jakarta. This research utilized purposive
sampling, namely active students, students who get references from their closest relations, and students who
continue their education at the same campus. The collection technique was represented by distributing the initial
questionnaire (pre-test) to 30 respondents.
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The data were analyzed using Structural Equation Modeling (SEM) and SPSS. The sampling,
according to Hair, Anderson, Tatham & Black (2014) must be at least 5-10 times the number of questionnaires,
so that the number of questionnaires used is twenty-one with a study sample of 210 (21x10) respondents.
Furthermore, the validity test was done using confirmatory factor analysis by looking at the value of the Kaiser-
Msyer-Olkin measure of sampling (KMO) and the measurements of sampling adequacy (MSA). If the KMO
value is below 0.500, then the factor analysis cannot be used. All variables of brand communication, brand
image, brand trust, and brand loyalty were declared valid, with KMO and MSA (anti-image correlation) values>
0.500 with 1 component matrix. In the reliability test, all variable statements are declared reliable with alpha
Cronbach > 0.6 which means good reliability (Sekaran & Bougie, 2017).

IV. Results

The results of data processing using SEM, involving a sample of 210 students in Jakarta, shows that the
measurement of the validity test of research construct and all the variables indicators of brand communication,
brand image, brand trust, and brand loyalty had a positive fit factor loading value of (> 0.50). The t-value is
greater than the t-table (1.96) at the 5% significance level. Furthermore, the construct reliability test meets the
reliability requirements where the CR value (> 0.60) of brand communication is (0.95), brand image is (0.92),
brand trust is (0.89), and brand loyalty is (0.92). The VE value (> 0.50) of brand communication is (0.79), brand
image is (0.65), brand trust is (0.69), and brand loyalty is (0.75).

The structural test with the value of R2 for each equation functions to show how far the independent
variable can explain the dependent variable. First, brand communication influenced brand image with an R2 of
0.87. Second, brand communication and brand image influenced brand trust with a value of R2 of 0.83. Third,
brand trust influenced brand loyalty with an R2 of 0.99.

Furthermore, the analysis of the suitability test of all models from group 1 to group 7, not all tests show
good fit, including Chi-Square, RMSEA, ECVI, AIC and CAIC, Fit Index and goodness of fit indicates a good
fit. Meanwhile, Critical N shows a marginal fit. From the analysis, it can be concluded that the suitability of all
models still meets the requirements (goodness of fit). Furthermore, this research produces the following path
diagram:

Chi-Sguare=331.99, df=167, F-value=0.00000, RMSER=0.069

V. Discussion

The results of testing the first hypothesis (H1) show that brand communication has a positive effect on
brand image. This study corroborates several previous research results such as Chinomona (2016); Braun et al.
(2014); Arif et al. (2017); Afriani et al. (2019) that brand communication influences brand image. Universities
need to build study programs as attractive as possible that can represent the message that the brand wants to
convey. The most important thing is that information related to the study programs offered must be conveyed
well so that brand communication can build a positive image in the minds of consumers.

The results of testing the second hypothesis (H2) show that brand communication has a positive effect
on brand trust. The results of this study corroborate previous studies such as Zehir et al. (2011); Khalid (2016);
Afriani et al. (2019) that brand communication affects brand trust. Brand communication can create a picture of
the positive experience that consumers will feel when using the brand so that it can persuade consumers and
generate their trust. Alamsyah & Ruswanti (2017) states that the fact of consumers buying a brand is related to
the experience felt by the consumer.

The results of testing the third hypothesis (H3) show that brand image has a positive effect on brand
trust. The results of this study are in line with the results of previous studies such as Chinomona (2016); Lee &
Jee (2016); Chen (2010); Han et al. (2019); Afriani et al. (2019) that brand image affects brand trust. The brand
image must be able to describe the university concerned and prioritize consumers so that it creates trust.
Consumers who trusted a brand are not easily influenced by other brands that are not well known.

DOI: 10.9790/487X-2211021419 www.iosrjournals.org 17 | Page



The Influence of Brand Communication, Brand Image, and Brand Trust on Brand ..

The results of testing the fourth hypothesis (H4) show that brand trust has a positive effect on brand
loyalty. The results of the study corroborate some of the previous research results of Chinomona (2016); Lee &
Jee (2016); Anwar et al. (2011); Zehir et al. (2011); Afriani et al. (2019) that brand trust influences brand
loyalty. Consumers who already have an attitude of trust in a brand, then these consumers will enter the next
stage, namely having a brand loyalty attitude towards a brand. Having trust in a brand indicates a strong
consumer belief that the brand will bring good benefits.

VI. Conclusion

In this research, all the proposed hypotheses support the results of previous studies. There are three
limitations to this study. First, this study only discusses the variables of brand communication, brand image,
brand trust, and brand loyalty. In further research, it is suggested to add other variables, such as the variable
brand attitude, variable, and customer perceived value. Second, the area covered in this study only examines
students who are at the university in Jakarta. Therefore, further research is expected to expand the sample
coverage. Third, there is a possibility that the respondents fill out a questionnaire based on the ideal conditions
expected and not the actual.

This study aims to determine the effect of brand communication, brand image, and brand trust on brand
loyalty at universities in Jakarta. The first managerial implication for improving brand communication is that
university leaders must plan the right strategy for the content of the promotion to generate consumer confidence
and their positive impression. First, the university must continuously hold events that benefit the wider
community. Universities can conduct socialization that is educational to the public so that people can feel the
presence of the university. The second implication is the brand image. In building a positive image, university
leaders can emphasize advantages such as study programs and qualified facilities at affordable costs. The third
implication is brand trust. In this case, a brand must be counted on to generate consumer trust. In service, leaders
must continue to explore and train the attitudes of employees both from staff and teaching staff.

References

[1]. Aaker. (2013). Manajemen Pemasaran Strategi. Edisi kedelapan. Salemba Empat. Jakarta.

[2]. Afriani, R., Indradewa, R., & Syah, T.Y.R. (2019). Brand Communications Effect, Brand Images, and Brand Trust Over Loyalty
Brand Building at PT Sanko Material Indonesia. Journal of Multidicipinary Academy. Vol. 3. No. 3.

[3]. Alamsyah, B., & Ruswanti, E. (2017). Faktor-faktor yang Mempengaruhi Niat Membeli Produk Asuransi Jiwa Sinarmas Di Kota
Tangerang. Jurnal Online Internasional dan Nasional. Vol. 4.

[4]. Anwar, A., Gulzar, A., Sohail, F.B., & Akram, S.N. (2011). Impact of Brand Image, Trust and Affect on Consumer Brand Extention
Attitude: The mediating Role of Brand Loyalty. International Journal of Economics and Management Sciences. Vol. 1. No. 5. pp.
73-79.

[5]- Arif, S., Bhatti, A., Mariam & Sadig, M. (2017). Impact of Social Media Brand Communication on Brand Knowledge: Mediating
Role of Brand Image & Brand Awareness Application of CBBE Model Theory of Keller. International Journal of Management
Sciences and Business Research. Vol-6. Issue 7 (2226-8235).

[6]. Bougenvile, A., & Ruswanti, E. (2017). Brand Equity on Purchase Intention Consumers’ Willingness to Pay Premium Price Juice.
Journal of Economics and Finance. Vol. 8.

[7]. Braun, E., Eshuis, J., & Klijn, E.H. (2014). The Effectiveness of Place Brand Communication. Cities, 41(Part A). 64-70.

[8]. Chaudhuri, A., & Holbrook, M.B. (2001). Product-Class Effects on Brand Commitment and Brand Outcomes: The Role of Brand
Trust and Brand Affect. Journal of Brand Management. Vol. 10 No.1, pp.33-58.

[9]. Chen, Y.S. (2010). The Drivers of Green Brand Equity: Green Brand Image, Green Satisfaction and Green Trust. Journal of
Business Ethics, Vol. 93 No. 2, pp. 307-319.

[10]. Chinomona, R. (2016). Brand Communication, Brand Image and Brand Trust as Antecedents of Brand Loyalty in Gauteng Province
of South Africa. African Journal of Economic and Management Studies. Vol. 7 No. 1, pp. 124-139.

[11]. Costabile, M., Raimondo, M.A., & Miceli, G. 2002. A Dynamic Model of Customer Loyalty. Proceedings of the 31st Annual
Conference of the European Marketing Academy, 28-31.

[12].  Gelder, S.V. (2005). Global brand strategy. London: Kogan Page.

[13]. Han, H., Yu, J.,, Chua, B. L., Lee, S., & Kim, W. (2019). Impact of Core-Product and Service-Encounter Quality, Attitude, Image,
Trust and Love on Repurchase Full-Service vs Low-Cost Carriers in South Korea. International Journal of Contemporary
Hospitality Management. Vol. 31 No. 4. pp. 1588-1608.

[14].  Hair, J.F., Anderson, R.E., Tatham, R.L., & Black, W.C. (2014). Multivariate Data Analysis, Fifth Edition. USA: Prentice Hall
International.

[15]. Hawkins, D.l., dan Mothersbaugh, D.L. (2010). Consumer Behavior: Building Marketing Strategy.11th Edition. McGraw-Hill,
Irwin.

[16]. Hulu, P., & Ruswanti, E. (2018). Influence of Product Quality, Promotion, Brand Image, Consumer Trust towards Purchase
Intention (Study Case on Pocari Sweet isotonic Drink) Journal of Business and Management. 20 (8).

[17].  Imelia, R., & Ruswanti, E. (2017). International Journal of Business and Management Invention. VVolume 6.

[18]. Khalid, R. (2016). Firm-Created Social Media Communication And Consumer Brand Perceptions. International Journal of
Marketing and Technology. Vol. 5. No. 3.

[19]. Kotler, P., & Amstrong, G. (2014). Principles of Marketing, 12th Edition, Jilid 1 Terjemahan Bob Sabran Jakarta: Erlangga.

[20]. Kotler, P., & Keller, K.L. (2016). Marketing Management, 15th Edition. Pearson Education,Inc.

[21]. Lee, H.J., & Jee, Y. (2016). The Impacts of Brand Asset of Domestic Screen Golf Playing Systems Upon Brand Trust and Brand
Loyalty. International Journal of Sports Marketing and Sponsorship. Vol. 17 No. 4, pp. 320-332.

[22]. Low, G.S., & Lamb, C.W. (2000). The Measurement and Dimensionality of Brand Association. Journal of Product and Brand
Management. Vol. 9 No.6. pp.350-368.

DOI: 10.9790/487X-2211021419 www.iosrjournals.org 18 | Page


https://scholar.google.co.id/scholar?oi=bibs&cluster=4229557076055828889&btnI=1&hl=id
https://scholar.google.co.id/scholar?oi=bibs&cluster=4229557076055828889&btnI=1&hl=id
https://scholar.google.co.id/scholar?oi=bibs&cluster=4229557076055828889&btnI=1&hl=id

The Influence of Brand Communication, Brand Image, and Brand Trust on Brand ..

[23].

[24].
[25].

[26].
[271.
[28].
[29].
[30].
[31].
[32].

[33].

Mabkhot, H.A., Shaari, H., & Salleh, S.M. (2017) The Influence of Brand Image and Brand Personality on Brand Loyalty,
Mediating by Brand Trust: An Empirical Study. Jurnal Pengurusan. Vol. 50. 71 — 82.

Mowen, J.C., & Minor, M. (2012). Perilaku Konsumen. Dialih bahasakan oleh Dwi Kartika Yahya. Jakarta: Erlangga.

Pavlou, P.A., Liang, H., & Xue, Y. (2007). Understanding and mitigating uncertainty in online exchange relationships: a principal-
agent perspective. MIS Quarterly, Vol. 31 No. 1. pp. 105-136.

Riegner, C. (2007). Word of Mouth on The Web: The Imapct of Web 2.0 on Customer Decisions. Journal of Advertising Research.
47.436-447.

Ruswanti, E., Herlambang, B., & Januarko, M.U. (2016). The Effect of Brand, Design, and Price on Intention to Purchase Mediated
by Quality Perception at Sport Shoes X. Journal of Economics, Business, and Accountancy Ventura. VVol. 19,No. 2.

Salinas, E.M. & Pérez, J.M.P. (2009). Modeling the Brand Extensions, Influence on Brand Image. Journal of Business Research.
Vol . 62 No. 1, pp. 50-60.

Schiffman, L., & Kanuk, L.L. (2014). Perilaku Konsumen. Jakarta: Indeks.

Sekaran, U., & Bougie, R. (2017). Metode Penelitian Untuk Bisnis Pendekatan. Pengembangan Keahlian. Jakarta: Salemba Empat.
Stiawan, E., & Syah, T.Y.R. (2017). The Effect of Promotional Benefit on Purchase Intention Moderated by the Brain’s Tendency
of Consumers. Journal of Economics, Business, and Accountancy Ventura. Vol. 20, No. 1.

Sumiyati, C., & Tantri, Y.R.S. (2016). Kualitas Pelayanan dan Citra Merek terhadap Loyalitas dengan Mediasi Kepuasan Pasien di
Rumah Sakit Swasta. Jurnal Prociding.

Zehir, Uahina, Kitapeib., & Ozlahinb. (2011) The Effects of Brand Communication and Service Quality In Building Brand Loyalty
Through Brand Trust; The Empirical Research On Global Brands. Procedia Social and Behavioral . Vol. 24. 1218-1231.

Rendy Ramadhani. “The Influence of Brand Communication, Brand Image, and Brand Trust on
Brand Loyalty At University In Jakarta.”IOSR Journal of Business and Management (IOSR-JBM),
22(11), 2020, pp. 14-19.

DOI: 10.9790/487X-2211021419 www.iosrjournals.org 19 | Page



