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Abstract: The gold mining industry in Indonesia has undergone significant changes,
particularly with the continuous rise in gold prices, which impacts the distribution of mining
products such as water pumps and sand pumps. PT Panen Raya Mustika (Panen Mas) faces
challenges in maintaining distributor loyalty amid intense competition. This study aims to
analyze the effect of brand trust, brand reputation, and brand relationship quality on distributor
loyalty, with distributor satisfaction of Panen Mas as a mediating variable. This is a quantitative
study, and data collection was carried out using a questionnaire distributed online via Google
Forms to 36 distributors of PT Panen Raya Mustika across various distribution areas. The
results show that brand trust, brand reputation, and brand relationship quality significantly
affect distributor satisfaction of Panen Mas, which serves as a mediator in enhancing distributor
loyalty for Panen Mas.

Keyword: Brand Trust, Brand Reputation, Brand Relationship Quality, Satisfaction
Distributors, Loyalty Distributor.

INTRODUCTION

In 2022 to 2024, the gold mining industry in Indonesia experienced significant dynamics.
The world gold price showed an upward trend that had a direct impact on gold mining activities
in the country. Based on data reported by CNBC Indonesia, the price of gold has increased from
year to year. In March 2022, the price of gold was recorded at Rp 1,036,000 per gram . Then,
in December 2023, the price of gold increased by Rp 109,000 per gram to Rp 1,145,000 per
gram Susi Setiawati (2024). In mid-November 2024, the global gold price experienced a
significant spike, reaching USD 2,567 per ounce, which if converted into rupiah is equivalent
to Rp1,523,955 per gram . Meanwhile, in April 2025, the price of gold continued to increase to
Rp1,965,000 per gram (Gideon, 2025).
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Figure 1. Graph of World Gold Price Increases from Year to Year

According to research conducted by financial services company Goldman Sachs , the
increase in world gold prices in Figure 1. was triggered by increasing market concerns about
political and economic uncertainty. The main factor contributing to this condition is the
geopolitical conflict involving Ukraine, Russia, Palestine and Israel , as well as the global
economic slowdown due to the long-term impacts of the pandemic. COVID-19 Kurnia Erika
(2024). The increase in gold prices has also had an impact on increasing gold mining activities
in Indonesia, where miners need more mining equipment such as water pumps and sand pumps
to increase their production capacity.

As a manufacturing company that produces water pumps, sand pumps, and sand pump
spare parts, PT Panen Raya Mustika also felt the impact of the rising gold price trend. PT Panen
Raya Mustika markets its products to various regions that have high gold mining activity, such
as Central Kalimantan Province, Banjarmasin, Pontianak, Sulawesi, Medan, and Padang.
Previously, the company marketed non-branded products , but in the last 2 years, distributor
purchasing patterns have shown a downward trend. The number of active distributors decreased
by 15.15% from a total of 33 distributors in 2022 to 28 distributors in mid-2023. One of the
main factors causing this decline is customer preferences in several distribution areas such as
in Central Kalimantan Province which have changed, where based on research conducted by
the company, it shows that end consumer purchasing patterns are greatly influenced by brand
reputation .

Brand reputation reflects customers' perceptions of a brand based on the experiences and
information they receive. Fitriasari (2025). A good brand reputation can build strong
differentiation, increase competitiveness, and reduce consumer uncertainty in the purchasing
decision-making process Firdaus Ahmad & Lingga Yuliana (2024). Realizing the importance
of brand identity, in building trust between distributors and end consumers, since mid-2023 PT
Panen Raya Mustika has started branding its products with the brand "Panen Mas". This is done
with the aim of strengthening brand credibility in the eyes of end consumers and distributors,
while increasing product competitiveness. Strong brand credibility plays an important role in
building brand trust , where high brand trust will make it easier to attract new distributors,
because distributors are more likely to choose brands that have a good reputation and can be
relied on in the long term Andika & Purnamasari (2024). This strategy has succeeded in
increasing sales and the number of active distributors, where based on company data the number
of distributors increased from 28 distributors in mid-2023 to 36 distributors in 2024, indicating
an increase of 28.57%. In addition, as many as 84.85% of distributors who previously worked
together remained throughout the 2022-2024 period , indicating that brand trust also plays an
important role in maintaining distributor loyalty.
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The increase in the number of distributors also poses challenges in meeting product
demand. Some distributors complain about late delivery and unavailability of requested
products, making it difficult for distributors to meet customer demand on time. Although the
company has innovated technology and increased production capacity, the instability of product
stock availability is still a challenge for the company. The company's inability to meet
distributor demand on time can reduce distributor satisfaction, which ultimately has a negative
impact on brand relationship quality or the quality of the relationship between the brand and
the consumer. In the context of the business relationship between the company and the
distributor, If the relationship is not managed well, distributor loyalty can decrease and
encourage distributors to choose other, more reliable brands.

Andika & Purnamasari (2024)stated that loyalty is a person's commitment or loyalty to
continue using a product or service, which is more based on personal loyalty compared to
external factors. Distributor satisfaction with Panen Mas products is needed to create this sense
of loyalty. This is supported by research conducted by Massie et al. (2023)that when a product
is able to meet or even exceed customer expectations, it will increase the level of customer
satisfaction and encourage long-term loyalty. Furthermore, customer satisfaction itself is
formed from a comparison between expectations and the real experience felt by customers,
where the more it matches or exceeds expectations, the higher the level of satisfaction achieved.

In increasingly competitive market conditions, increased mining activity also gives rise
to new competitor which offers products with more competitive prices and more product stock.
Distributors will tend to be more selective in choosing products to be marketed. Distributors
who sell products from brands with high brand trust and brand reputation find it easier to get
customers because of the trust that is already embedded in the minds of consumers Satria et al.
(2024). In the mining product market such as water pumps and sand pumps, miners as end
consumers often choose products based on their trust in the brand and previous experience with
the product. Even though there are other products with cheaper prices, miners will trust brands
that have been proven to have good quality and consistent results.

Distributors do not only want relationships that focus only on sales transactions, but also
on efforts to build long-lasting and mutually beneficial relationships. The increasing number of
distributors does not automatically mean that distributor loyalty is guaranteed. So, it still needs
to be studied whether the distributors who survive or new distributors are truly loyal or just
taking advantage of business opportunities. Distributor loyalty is not only measured by
transactions, but also by the distributor's commitment to continue to cooperate, not switch to
other brands, and voluntarily promote the brand to customers. Therefore, it is important to
examine the role of brand trust , brand reputation , and brand relationship quality in forming
sustainable loyalty. These three factors are becoming increasingly relevant amidst increasingly
tight competition, where the superiority of a brand is no longer determined by product quality
alone, but also by the ability to build and maintain valuable relationships with its distribution
partners. With this understanding, companies are expected to not only focus on fulfilling stock
demand, but also develop relational strategies that can strengthen the foundation of long-term
loyalty. This study can provide academic contributions by presenting a new perspective on the
factors that influence distributor loyalty, which have not been widely discussed in previous
studies. Most previous studies or literature focus more on end-consumer loyalty, while studies
on distributor loyalty are still limited. Based on the explanation of the theory that has been presented,
the following is conceptual framework that is prepared as a guide in this research. The framework
describes the flow of thinking, as well as being the basis for formulating the hypothesis to be tested.
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Figure 2. Research Model

Based on Figure 2. it can be seen that the variables Brand Trust (X1), Brand Reputation
(X2), and Brand Relationship Quality (X3) are latent variables that act as independent variables
that influence other variables in the model. The Distributor Satisfaction variable (M) is a latent
variable that functions as a mediating variable that connects the influence of the three
independent variables on the Distributor Loyalty variable (Y). The Distributor Loyalty variable
(Y) is a latent variable that acts as an independent variable. as a dependent variable in the model.

METHOD

This study applies quantitative methods, as stated Sugiyono (2022), this method is a
method that is in line with the philosophy of positivism. In this study, population The research
covers all distributors who sell products Panen Mas as many as 36 distributors, spread across
various distribution areas, namely in the Provinces of Central Kalimantan, Banjarmasin,
Pontianak, Sulawesi, Medan, and Padang. A total of 36 populations, all of which will be used
as research samples . According to Arikunto (2021), if the number of research subjects is less
than 100, it is better to use all of them so that the research becomes population research .
However, if the number is large, it can be taken 10% — 25% as a sample. Therefore, This
research uses total sampling technique or can be called census, where the entire population will
be used as a research sample. The data source in this study uses primary data, which is
collected directly from respondents through distribution.

questionnaire. To deepen the understanding of the problems studied, this study also
conducted a literature study, namely by reviewing various related literature (such as books,
journals, reports, internal company data) to obtain theoretical insights and additional data. In
this study, data collection was carried out by distributing questionnaires or surveys to
distributors who sell products. Panen Mas . The questionnaire was prepared by researchers to
dig up the required information directly from respondents. The questionnaire was distributed
online using Google Form media . To measure respondents' answers, the questionnaire was
used Likert scale with a range of values 1 to 5, which represents the level of agreement with
each statement, ranging from "strongly disagree" until "strongly agree" (Arifianti et al., 2023).
This study uses a quantitative approach with Structural Equation Modeling (SEM) analysis
techniques based on Partial Least Squares (PLS), with the help of SmartPLS 4.0 software. The
PLS-SEM method was chosen because it is considered effective in studying models involving
a number of latent variables such as Brand Trust , Brand Reputation , Brand Relationship
Quality , Distributor Satisfaction, and Distributor Loyalty. PLS - SEM is a method that can be
used to predict a model with many factors and can be used on various types of data scales, does
not require many statistical assumptions, and is suitable for application to a sample size that is
not too large.
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RESULTS AND DISCUSSION
A. Validity Test
a) Convergent Validity Test

Convergent validity test is used to ensure that each indicator used truly represents a construct or
variable being measured. In this case, indicators in one variable should have a strong relationship or
correlation with each other. To assess it, the loading factor value is used , which is a number that shows
how much the indicator contributes to its construct. As a general reference, a good loading factor value
is above 0.70. If the loading factor value is less than 0.70, this indicates that the error variance has
exceeded 50%, so the indicator is less valid to represent the construct being measured. In this case,
indicators with a loading factor below 0.70 should be considered for removal from the model so that
the quality of measurement is maintained and the validity of the construct is not disturbed.Joseph F. Hair
et al. (2019)

Convergent Validity Test Results

Variables Item Loading Factor Information

Brand Trust (X1) BT1 0.913 Valid
BT2 0.880 Valid
BT3 0.836 Valid
BT4 0.885 Valid
BT5 0.884 Valid
BT6 0.864 Valid

BT7 0.687 Invalid
BTS 0.815 Valid
BT9 0.836 Valid
BTI10 0.876 Valid
Brand BR1 0.838 Valid
Reputation (X2) BR2 0.791 Valid
BR3 0.776 Valid
BR4 0.744 Valid
BR5 0.875 Valid
BR6 0.867 Valid
Brand BRQI1 0.842 Valid
Relationship BRQ2 0.878 Valid
Quality (X3) BRQ3 0.898 Valid
BRQ4 0.835 Valid
BRQ5 0.797 Valid
BRQ6 0.797 Valid
Satisfaction (M) M1 0.851 Valid
M2 0.820 Valid
M3 0.882 Valid
M4 0.849 Valid
M5 0.792 Valid

M6 0.663 Invalid
M7 0.831 Valid
M8 0.827 Valid
Loyalty (Y) Yl 0.879 Valid
Y2 0.847 Valid
Y3 0.869 Valid
Y4 0.820 Valid
Y5 0.705 Valid
Y6 0.864 Valid
Y7 0.865 Valid
Y8 0.861 Valid

Source: Processed Data (2025)
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The test results in Table 1. show that the majority of indicators have loading factor values above
0.70 so that they are declared valid. However, indicators BT7 (0.687) and M6 (0.663) do not meet these
criteria and are declared invalid. These invalid indicators are eliminated so that the model meets the
convergent validity criteria in PLS - SEM, so that the analysis becomes more accurate and reliable. The
following is the final result after elimination of the invalid indicators. All invalid indicators were
eliminated, then retested with the following test results:

Table 2. Convergent Validity Test Results After Elimination

Variables Item Loading Factor Information
BTI 0.915 Valid
BT2 0.886 Valid
BT3 0.845 Valid
BT4 0.894 Valid
Brand Trust (X1) BT5 0.889 Valid
BT6 0.866 Valid
BT8 0.806 Valid
BT9 0.837 Valid
BTI10 0.874 Valid
BR1 0.838 Valid
BR2 0.792 Valid
. BR3 0.775 Valid
Brand Reputation (X2) BR4 0.744 Valid
BRS 0.875 Valid
BR6 0.867 Valid
BRQ1 0.839 Valid
BRQ2 0.880 Valid
Brand Relationship BRQ3 0.897 Valid
Quality (X3) BRQ4 0.832 Valid
BRQ5 0.798 Valid
BRQ6 0.800 Valid
Ml 0.868 Valid
M2 0.822 Valid
M3 0.881 Valid
Satisfaction (M) M4 0.854 Valid
M5 0.783 Valid
M7 0.842 Valid
M8 0.841 Valid
Y1 0.880 Valid
Y2 0.848 Valid
Y3 0.868 Valid
Y4 0.818 Valid
Loyalty (¥) Y5 0.704 Valid
Y6 0.864 Valid
Y7 0.864 Valid
Y8 0.862 Valid

Source: Processed Data (2025)

The results of the convergent validity test after eliminating invalid indicators showed that all
indicators had loading factor values above the minimum threshold of 0.70 so that all indicators could
be categorized as valid. By fulfilling the convergent validity criteria, the measurement model is
considered to have met the technical requirements of good outer loading . Therefore, the analysis
process can be continued to the next testing stage with the confidence that the constructs used have been
measured accurately and consistently.
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b) Discriminant Validity Test

Discriminant validity test is done to ensure that each variable studied really measures something
different from each other. This means that one variable does not overlap or is too similar to another
variable. An indicator is said to have good discriminant validity if value loading is highest on its own
variable than on other variables, so that the measurement results are clearer and more accurate Riyanto
& Winarti Setyorini (2024). The method used to test discriminant validity is the Fornell-Larcker
criterion. A variable is declared to meet the Fornell-Larcker criteria if the value of the variable itself
must be greater than the value of the relationship between the variable and other variables in the model.

Fornell-Larcker Test Results

Variables BR BRQ BT M Y Conclusion
BR 0.817 Valid
BRQ -0.025 0.842 Valid
BT 0.073 0.105 0.869 Valid
M 0.353 0.368 0.479 0.842 Valid
Y 0.473 0.424 0.629 0.838 0.840 Valid

Source: Processed Data (2025)

Based on the test results in Table 3. the main diagonal values (BR = 0.817; BRQ = 0.842; BT =
0.869; M =0.842; Y = 0.840) consistently exceed the cross-correlation values between other constructs,
indicating that each variable has a stronger relationship with its own indicators compared to other
variables in the model. Thus, discriminant validity can be confirmed, and the measurement model has
met the requirements to separate variables appropriately so that the results of further analysis can be
trusted and valid.

B. Reliability Test

Reliability testing is a way to see whether the answers given by respondents are consistent and do
not change randomly when repeated. Reliability can be measured through two criteria that is Cronbach's
Alpha and Composite Reliability Ghozali & Karlina (2023). A construct is stated to have good
reliability or reliable if it has a Cronbach's Alpha and Composite Reliability value above 0.70. In
addition, the construct evaluation is also equipped with the calculation of Average Variance Extracted
(AVE) as an indicator of convergent validity. The AVE value that meets the requirements is > 0.50,
which indicates that the construct is able to explain at least 50% of the variance of the indicators it has,
thus strengthening the evidence that the indicator is convergently valid. Riyanto & Winarti Setyorini
(2024).

Table 4. Reliability Test Results

Variables  Cronbach's Composite Composite Average variance
alpha reliability reliability (rho_c) extracted (AVE)  Conclusion
(rho_a)

BR 0.903 0.946 0.923 0.667 Reliable
BRQ 0.918 0.934 0.936 0.709 Reliable
BT 0.959 0.963 0.965 0.754 Reliable
M 0.931 0.938 0.945 0.709 Reliable
Y 0.940 0.943 0.950 0.706 Reliable

Source: Processed Data (2025)

Based on the test results presented in the table, the Cronbach's Alpha values for each variable are
BR (0.903), BRQ (0.918), BT (0.959), M (0.931), and Y (0.940), all indicating very good internal
reliability. The Composite Reliability value with the tho_a method ranges from 0.934 to 0.963, while
the Composite Reliability value with the rho ¢ method is in the range of 0.923 to 0.965, both of which
exceed the minimum limit of 0.70. Furthermore, the AVE value which is a representation of the
convergent validity of each variable has also been met with a value between 0.667 to 0.754. Thus, all
variables in this study have met the established reliability and convergent validity criteria.
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C. Hypothesis Testing

Hypothesis testing is used to test assumptions or conjectures in a study to determine whether the
relationship between the variables studied has statistical significance Riyanto & Winarti Setyorini
(2024). In this study, hypothesis testing was carried out using the t-test, as explained by Sugiyono
(2022), u t-testused to see whether there is a significant influence between the dependent
variables And independent variables . This test is conducted by controlling other independent variables,
so that the influence of each variable can be known separately. The benchmark used in this test is the t-
statistic value obtained must be greater than the t-table value at the specified significance level (usually
0.05). After the t-test statistic value is obtained, an evaluation is carried out on the p-value , which is a
probability value that shows how likely the results obtained occur by chance if the null hypothesis (Ho)
is true. If the p-value is less than 0.05, then the influence of the variable is considered statistically
significant and the null hypothesis (Ho) can be rejected.

Table S. Hypothesis Testing Results

Original Sample Standard T statistic P Value
Hypothesis sample mean (M) deviation (|O/STDEV|) (Pvalues Conclusion
(0) (STDEYV) )
BR ->M 0.331 0.327 0.137 2,411 0.016 Significant
BR->Y 0.278 0.275 0.069 4,054 0,000 Significant
BRQ>M 0.332 0.331 0.136 2,447 0.014 Significant
BRQ >Y 0.213 0.200 0.077 2,768 0.006 Significant
BT ->M 0.420 0.412 0.132 3,169 0.002 Significant
BT >Y 0.349 0.339 0.082 4,259 0,000 Significant
M->Y 0.495 0.488 0.091 5,444 0,000 Significant

Source: Processed Data (2025)

Based on the hypothesis test conducted, it shows that all tested paths have a statistically significant
influence (p < 0.05). On the path BR against M , the t-statistic value is 2.411 with a p-value of 0.016,
which indicates a significant relationship between the two variables, namely brand reputation has an
effect on distributor satisfaction. On the path BR to Y , the t-statistic value is 4.054 with a p-value of
0.000 which indicates a significant relationship between the two variables, namely brand reputation has
an effect on distributor loyalty. On the BRQ path to M The t-statistic value is 2.447 with a p-value of
0.014 which indicates a significant relationship between the two variables where brand relationship
quality has an effect on distributor satisfaction. On the BRQ path to Y The t-statistic value of 2.768 with
a p-value of 0.006 shows a strong significance between the two variables where brand relationship
quality has an effect on distributor loyalty. On the path BT to M The t-statistic value obtained was 3.169
with a p-value of 0.002, which indicates a significant relationship between the two variables where
brand trust has an effect on distributor satisfaction. On the BT Path to Y The t-statistic value obtained
was 4.259 with a p-value of 0.000, which indicates a significant relationship between the two variables
where brand trust has an effect on distributor loyalty. On the M to Y path The t-statistic value is 5.444
with a p-value of 0.000, which indicates a significant relationship between the two variables, where
distributor satisfaction is influence on distributor loyalty. Since all p-values are less than 0.05, the null
hypothesis (Ho) can be rejected for all tested paths, and the relationship between variables is considered
significant.

D. Mediation Test (specific indirect effect)

The mediation test aims to evaluate whether the influence of the independent variable on the
dependent variable occurs through the role of the mediating variable. This relationship is considered
statistically significant if the value t-statistic exceeding 1.96 and p-value is below 0.05. This indicates
that the tested mediation path is significant, reliable and plays a role in explaining the mechanism of the
relationship between variables in the model Hair Joseph F et al. (2017).
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Table 6. Mediation Test Results (specific indirect effect)

Original Sample Standard T statistic P Value
Variables sample mean (M) deviation (|O/STDEV|) (Pvalues) Conclusion
(9)) (STDEV)
BR->M->Y 0.164 0.159 0.074 2,208 0.027 Significant
BRQ->M->Y 0.164 0.164 0.079 2,079 0.038 Significant
BT>M->Y 0.208 0.203 0.080 2,589 0.010 Significant

Source: Processed Data (2025)

The results of the mediation test show that all tested mediation paths are significant, because the
t-statistics exceed 1.96 and the p-values are each smaller than 0.05. On the BR path through M to Y, the
t-statistic value of 2.208 with a p-value of 0.027 indicates that the role of the mediation variable is
significant, where brand reputation has a significant effect on distributor loyalty through distributor
satisfaction as a mediation variable. On the BRQ path through M to Y, the t-statistic value of 2.079 with
a p-value of 0.038 indicates that the role of the mediation variable is significant, where brand
relationship quality has a significant effect on distributor loyalty through distributor satisfaction as a
mediation variable. On the BT path through M to Y, the t-statistic value of 2.589 with a p-value 0f 0.010
indicates that the role of the mediation variable is significant, where brand trust has a significant effect
on distributor loyalty through distributor satisfaction as a mediation variable. Thus, since all p-values in
the three mediation paths are less than 0.05, it can be concluded that the mediation role in explaining
the relationship between variables is significant, and the mediation hypothesis in the model can be
accepted.

E. Coefficient of Determination Test

The determination coefficient test is used to see how much influence the independent variable has
in explaining the dependent variable in the research model. In the analysis using the PLS - SEM method,
this measure is shown through the R-Square (R?) value. In general, an R? value of 0.75 indicates a strong
or substantial influence, while a value of around 0.50 is considered moderate, and a value approaching
0.25 is categorized as weak. Thus, R? helps researchers assess how well the model used in explaining
the relationship between the variables studied Ghozali (2021).

Table 7. Results of Determination Coefficient Testing

Variables R-square Adjusted R-square
M 0.440 0.387
Y 0.856 0.837

Source: Processed Data (2025)

Based on the results of the determination coefficient test presented, on the variable M obtained
an Adjusted R-Square value of 0.387, which indicates that the model can explain about 38.7% of the
variability of the dependent variable with a moderate influence. Therefore, it can be concluded that the
independent variables of brand trust, brand reputation and brand relationship quality can affect the
distributor satisfaction variable by 38.7%. The remaining 61.3% is influenced by other variables not
included in the study. While the variable Y Adjusted R-Square value of 0.837 indicates that the model
can explain about 83.7% of the variability of the dependent variable. Therefore, it can be concluded that
the independent variables of brand trust, brand reputation , brand relationship quality and distributor
satisfaction can affect the distributor loyalty variable by 83.7%. The remaining 16.3% is influenced by
other variables not included in the study.

DISCUSSION
A. Relationship between Brand Trust and Satisfaction

In the results of the first hypothesis test, it was found that brand trust has a positive and significant
effect on distributor satisfaction at PT Panen Raya Mustika. Based on the results of the path analysis,
the t-statistic value for the brand trust path to satisfaction is 3.169 with a p-value of 0.002. Thus, the
first hypothesis (H1 )in this study is accepted. The results of this study indicate that the higher the level
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of brand trust , the greater the level of distributor satisfaction. Previous research by Febriani et al. (2022),
supports the results of this study which states that increasing brand trust will directly increase customer
satisfaction, satisfaction created from trust in the services provided will build a positive perception .
Brand Trust is formed through distributors' direct experience in interacting with products and
companies. Positive experiences through direct interaction with the company, such as responsive
support for questions or complaints, not only strengthens brand trust , but also directly creates
distributor satisfaction. This study underlines the importance of brand trust as a major factor in creating
a positive experience that impacts distributor satisfaction. This study is in line with research Martin &
Nasib (2021),stating that brand trust has a positive and significant influence on satisfaction. Therefore,
PT Panen Raya Mustika needs to maintain and continue to strengthen brand trust in Panen Mas products
to increase distributor satisfaction.

B. Relationship between Brand Reputation and Satisfaction

The results of the second hypothesis test found that brand reputation has a positive and significant
effect on distributor satisfaction of PT Panen Raya Mustika. Based on the results of the path analysis,
the t-statistic value is 2.411 with a p-value of 0.016. Thus, the second hypothesis (H2 yin this study is
declared accepted. Brand reputation reflects market perception of the credibility and quality of a
company . Panen Mas' brand reputation is formed not only through consistent product quality, but also
through the company's ability to meet distributor expectations and responsiveness to distributor needs.
A strong brand reputation shows that the company has a positive track record and can be trusted to
continue to provide products according to the promised standards. The better the relationship built
between the company and the distributor, the stronger the brand reputation formed. This is in line with
research by Sari et al. (2023)which states that brand reputation has a significant effect on customer

satisfaction. Thus, to maintain and strengthen brand reputation requires the company's commitment to
continue to meet distributor expectations, not only through product quality but also in terms of service
and operational consistency. Research Widyadhari & Tambunan (2024)supports this statement, stating
that customers tend to choose companies with good reputations, especially if the company provides
high-quality services. Therefore, PT Panen Raya Mustika needs to continue to strengthen Panen Mas'
brand reputation by ensuring a smooth supply chain, as well as ensuring timely fulfillment of distributor
requests, to maintain distributor satisfaction.

C. The Relationship Between Brand Relationship Quality and Satisfaction

The results of the third hypothesis test indicate that brand relationship quality (BRQ) has a
positive and significant effect on distributor satisfaction at PT Panen Raya Mustika. The results of the
path analysis show a t-statistic value of 2.447 with a p-value of 0.014, which indicates a significant
relationship between the two variables. Thus, the third hypothesis (H3 yin this study is declared accepted.
Brand relationship quality includes several important aspects such as trust, satisfaction, and shared
commitment between the company and the distributor Nur Rafika Putri & Sri Rahayu (2023). By
building a transparent and responsive relationship to the needs of distributors, PT Panen Raya
Mustika can strengthen distributor trust in Panen Mas and ultimately increase distributor satisfaction.
This is in line with research Sianipar et al. (2023), which shows that relationship quality has a positive
and significant influence on distributor satisfaction. In addition, this study is also in line with research
Akin & Dogan (2021)showing that strong brand relationship quality can strengthen positive
experiences, which will ultimately increase distributor satisfaction. Brand relationship quality and
distributor satisfaction are interrelated, so companies need to continue to make improvements in
maintaining strong and mutually beneficial relationships, in order to remain competitive and strengthen
distributor satisfaction.

D. Relationship between Satisfaction and Distributor Loyalty

The results of the fourth hypothesis test indicate that distributor satisfaction has a positive and
significant effect on distributor loyalty at PT Panen Raya Mustika. The results of the path analysis show
a t-statistic value of 5.444 with a p-value of 0.000, indicating a significant relationship between
satisfaction and loyalty. Thus, the fourth hypothesis (H4 ) in this study is accepted . Distributor
satisfaction is the result of distributor evaluation of business experience with the company, which
includes various aspects such as product quality, delivery reliability, to the quality of the relationship
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built between the distributor and PT Panen Raya Mustika. Previous research by Kusuma Rizki &
Tambunan Damelina Basauli (2024), supports this statement which states that satisfaction is not only
influenced by the fulfillment of needs, but also by the quality of service and experience gained while
using a product. Distributors who feel appreciated, heard, and well supported by the company will trust
the brand more. Satisfaction is the basis for forming loyalty, while a strong and transparent relationship
with distributors provides a sense of security in running a business, which makes distributors more likely
to remain loyal to Panen Mas products. The findings in this study are also in line with research Meitha
Waulur et al. (2020), which states that distributor satisfaction has a significant influence on loyalty. To
increase distributor satisfaction, PT Panen Raya Mustika needs to ensure product quality. Panen Mas is
consistent and can meet distributor expectations. Effective communication is also important to
understand distributor needs and provide appropriate solutions. In addition, the company must actively
listen to input from distributors, by responding to feedback, the company can increase distributor
satisfaction and strengthen distributor loyalty to the brand.

E. Relationship between Brand Trust and Loyalty

The results of the fifth hypothesis test indicate that brand frust has a positive and significant effect
on distributor loyalty at PT Panen Raya Mustika. Based on path analysis, the t-statistic value is 4.259
with a p-value of 0.000, indicating a significant relationship between the two variables. Thus, the fifth
hypothesis (HS ) in this study is accepted. The trust built between PT Panen Raya Mustika and
distributors is the main factor that strengthens mutually beneficial business relationships. Brand trust
serves as a foundation for maintaining stable relationships and reducing uncertainty that distributors
may feel in choosing products to be marketed. Strong trust in the Panen Mas brand makes distributors
feel confident that Panen Mas products not only provide consistent quality, but are also able to meet
distributors' needs and expectations, which encourages distributors to continue choosing the Panen Mas
brand, even in dynamic market conditions or when there are other choices in the market. Previous
research by Yohana F. C. P. Meilani, & lan N. Suryawan (2020), in line with this study, states that brand
trust has a positive effect on customer loyalty, where trust is an important basis for building loyalty,
because trust is the main requirement for creating and maintaining long-term relationships. In other
words, the higher the distributor's trust in a brand, the more likely the distributor is to continue to support
and choose the brand in the long term. The findings of this study are in line with researchPermatasari et
al. (2022) which reveals that brand trust has a positive influence on customer loyalty.

F. Relationship between Brand Reputation and Loyalty

The results of the sixth hypothesis test show that brand reputation has a positive and significant
effect on distributor loyalty of PT Panen Raya Mustika. Based on path analysis, the t-statistic value is
4.054 with a p-value of 0.000, which indicates a significant relationship between the two variables.
Thus, the sixth hypothesis (H6 yin this study is accepted. A good brand reputation plays an important
role in building customer confidence in the quality and integrity of a brand. A good Panen Mas
reputation will strengthen distributors' positive perceptions of the company, which makes it easier for
distributors to choose products to market. A strong brand reputation encourages distributors to continue
to support the brand, even in the long term. A well-maintained reputation strengthens a mutually
beneficial relationship between the company and distributors, which can ultimately increase distributor
loyalty. The results of this study are in line with research conducted by Permatasari et al. (2022)which
states that brand reputation has a positive and significant relationship with loyalty. However, the results
of this study contradict research Farkhan (2024), which states that even though a brand has a good
reputation, there are other factors such as price discounts, distribution locations, and service quality that
can affect customer hesitation in making repeat purchases. Therefore, companies must focus on
maintaining a good brand reputation by maintaining the quality of products, services, and
communication with distributors.

G. The Relationship Between Brand Relationship Quality and Loyalty

The results of the hypothesis test show that brand relationship quality (BRQ) has a positive effect
on distributor loyalty of PT Panen Raya Mustika. The t-statistic value of 2.768 with a p-value of 0.006
indicates a significant relationship between the two variables. Therefore, the seventh hypothesis (H7 yin
this study is accepted. When PT Panen Raya Mustika has a strong brand relationship quality , it can
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strengthen emotional and professional relationships with distributors, which encourages distributors to
remain loyal and committed in the long term. Previous research by Song & Kim (2022)stated that
emotional attachment to a brand has a significant influence in forming loyalty. Distributor loyalty is
very important for the success of the company, loyalty can not only be measured by how often
distributors place orders, how long distributors have a relationship with the company, and how much
distributors are involved in product marketing, but also by the extent to which distributors entrust their
market to the product, prioritize the company's products in sales, and their willingness to promote
products to end customers. With strong loyalty, companies can maintain market stability and strengthen
their competitiveness. This study is also in line with research Nurrochman, (2024)showing that brand
relationship quality has a positive effect on loyalty. This confirms that good brand relationship quality
is an important factor in maintaining distributor commitment and supporting company growth.
Therefore, PT Panen Raya Mustika needs to continue to improve brand relationship quality through
effective communication, building stronger distributor trust, and providing consistent support to
maintain distributor loyalty, especially amidst increasingly tight market competition.

H. The Relationship Between Brand Trust and Loyalty Mediated by Distributor Satisfaction

The results of the mediation test show that brand trust has a significant effect on distributor
loyalty through distributor satisfaction as a mediating variable, with a t-statistic value of 2.589 and a p-
value of 0.010. Therefore, the eighth hypothesis (HS yin this study is accepted. The findings of this study
confirm that distributor satisfaction plays an important role in strengthening the relationship between
brand trust and distributor loyalty, especially when the company faces operational challenges such as
stock out-of-stock or late delivery. Strong brand trust not only increases distributor satisfaction but also
strengthens distributor loyalty to Panen Mas. The trust that exists between the company and the
distributor serves as a balancing factor, allowing distributors to remain loyal even though the company
is facing operational problems. Distributors who have high levels of trust and satisfaction tend to be
more tolerant of supply problems, because the distributors believe that the company will immediately
resolve the problem, which ultimately helps maintain and strengthen distributor loyalty in the long term.
The findings in this study are in line with research Fachmi et al. (2020)stating that directly, brand trust
has an influence on satisfaction and satisfaction mediates brand trust on loyalty. In addition, other
studies byCalvin Feliks Cantona & Meilisa Alvita (2024) shows that brand trust does not have a direct
influence on customer loyalty. Without customer satisfaction, brand trust alone is not enough to ensure
loyalty, because high satisfaction is the basis for customers to remain loyal to the brand. Thus, PT Panen
Raya Mustika needs to ensure that the punctuality of delivery and product availability are maintained,
so that distributor satisfaction is guaranteed. High satisfaction will strengthen brand trust and the brand
trust that has been built can continue to become stable distributor loyalty in the long term.

I. The Relationship Between Brand Reputation and Loyalty Mediated by Distributor
Satisfaction

The results of the mediation test show that brand reputation has a significant effect on distributor
loyalty through distributor satisfaction as a mediating variable, with a t-statistic value of 2.208 and a p-
value of 0.027. Therefore, the ninth hypothesis (H9 in this study is accepted. Brand reputation serves
as a foundation that strengthens distributor satisfaction and commitment, which is the key to maintaining
a stable relationship and increasing distributor loyalty. The satisfaction created by brand reputation is
very important, because the higher the level of satisfaction, the more likely distributors are to continue
choosing the Panen Mas brand. This is supported by research by Barakat Ali (2022), which states that
Brand reputation plays an important role in increasing satisfaction, which in turn influences loyalty and
strengthens the tendency to do positive word of mouth . A strong brand reputation will also encourage
distributors to stay and support the company, even though the company faces operational challenges or
tight market competition. The findings of this study are in line with research Allysa Sabrina & Agus
Setiawan (2025)which states that brand reputation has a positive and significant impact on satisfaction,
and satisfaction mediates brand reputation , which can ultimately increase loyalty.
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J. The Relationship Between Brand Relationship Quality and Loyalty Mediated by Distributor
Satisfaction

The results of the mediation test show that brand relationship quality has a significant effect on
distributor loyalty through distributor satisfaction as a mediating variable, with a t-statistic value of
2.079 and a p-value of 0.038. Therefore, the tenth hypothesis (H10 )in this study can be accepted. Good
brand relationship quality encourages the fulfillment of distributor needs and expectations consistently,
resulting in a high level of satisfaction. Satisfaction is the main foundation in strengthening distributor
loyalty. In facing competitive market dynamics and operational challenges such as late delivery and
product stock fluctuations, brand relationship quality functions as a buffer that can minimize the
negative impact on distributor commitment. Distributors who establish strong brand relationship quality
and feel satisfied will be better able to withstand external pressures, maintain loyalty, and commit to
supporting the company's growth. This is in line with research Ahmadi (2021)which states that ,
commitment which is built through a strong and mutually supportive relationship between the company
and customers will strengthen customer loyalty to the company (brand) . Meanwhile, Khowojoy et.al
(2023) research stated similar research results where brand relationship quality has a significant impact
on satisfaction, which in turn strengthens loyalty. However, satisfaction and trust act as mediators that
connect brand relationship quality with loyalty, and strengthen the bond between the two. Thus, PT
Panen Raya Mustika needs to continue to improve the management of brand relationship quality
through open and transparent communication, responsive service, and consistency in meeting distributor
needs. This will not only increase distributor satisfaction and loyalty, but also strengthen the company's
position in market competition.

CONCLUSION

This study shows that brand trust, brand reputation, and brand relationship quality have a
significant influence on distributor loyalty, with distributor satisfaction acting as a mediating
variable. Brand trust is proven to increase distributor satisfaction, which ultimately strengthens
distributor loyalty. The trust that exists between the company and the distributor serves as a
counterweight that allows distributors to remain loyal even though the company faces
operational challenges such as stock outages or late deliveries. Distributors who are satisfied
and trust the company tend to be more tolerant of supply issues, because of the belief that the
company will immediately resolve the issue, which in turn helps maintain distributor loyalty in
the long term.

Brand reputation also has a significant effect on distributor loyalty through distributor
satisfaction. A good brand reputation strengthens distributor satisfaction and commitment,
which ultimately increases distributor loyalty. A strong reputation encourages distributors to
remain loyal, even though the company faces operational challenges or tight market
competition. In addition, brand relationship quality has also been shown to have a positive and
significant effect on distributor loyalty, with distributor satisfaction as a mediator that
strengthens the bond. Good relationship quality, which is reflected in trust, satisfaction, and
commitment between the company and distributors, plays an important role in maintaining
long-term relationships. Strong brand relationship quality encourages distributors to remain
loyal and committed despite market dynamics and other operational challenges. This
emphasizes that satisfaction and trust are the main factors in maintaining distributor loyalty.

This study suggests that PT Panen Raya Mustika continue to strengthen brand trust, brand
reputation, and brand relationship quality and ensure timely product stock fulfillment. This
fulfillment will maintain distributor satisfaction, which is the key to strengthening distributor
loyalty in the long term. This study has limitations, including being limited to a sample of
distributors from one company, namely PT Panen Raya Mustika, so that the results cannot be
fully generalized to other companies in similar industries. Further research is recommended to
expand the scope of the sample and consider other external factors that can affect distributor
loyalty.

5048 |Page


https://dinastipub.org/DIJEMSS

https://dinastipub.org/DIJEMSS, Vol. 6, No. 6, August 2025

REFERENCE

Ahmadi, A. (2021). Increasing customer loyalty through customer relationship management
and trust (Survey at Bank Syariah Mandiri Sarolangun Branch Office). Journal of
Educational Management and Social Sciences, 2(1), 47—
60. https://doi.org/10.38035/jmpis.v2il

Akin, M. S., & Dogan, O. (2021). The effect of brand-relationship quality on positive word-of-
mouth intention. In Proceedings of the International Conference on Industrial
Engineering and Operations Management (pp. 43-52).

Allysa Sabrina, F., & Setiawan, A. (2025). The influence of credibility, competence, and brand
reputation on brand loyalty with customer satisfaction as a mediating variable on
environmentally friendly skincare products. Economics & Education Journal, 7(1),
165-175. http://ejurnal.uibu.ac.id/index.php/ecoducation

Andika, S., & Purnamasari, P. (2024). The effect of product variation, promotion and price on
customer loyalty (Case study on Kentucky Fried Chicken customers in Bekasi
Regency). MEA Scientific Journal (Management, Economics, and Accounting), 8(2),
1539-1552.

Arifianti, E. R., Junianto, M. R., & Paksi, A. T. D. (2023). Measuring quality of service and
facilities towards customer satisfaction. G-Tech: Journal of Applied Technology, 7(2),
646—653. https://doi.org/10.33379/gtech.v7i2.2382

Arikunto, S. (2021). Research procedures: A practical approach. Rineka Cipta.

Artur Gideon. (2025, April 28). Antam gold prices drop, check the complete list today, April
28, 2025. Liputan6.com. https://www.liputan6.com/bisnis/read/6007110/harga-emas-
antam-turun-cek-daftar-lengkap-hari-ini-28-april-2025?page=2

Atthahirah, A., & Mulyasari, P. A. (2024). Consumer satisfaction and brand reputation towards
brand loyalty Daviena Skincare. Journal of Social Sciences and Education, 5(4), 707—
714. https://doi.org/10.36418/syntax-imperatif.v5i4.466

Badrinarayanan, V., & Ramachandran, 1. (2024). Relational exchanges in the sales domain: A
review and research agenda through the lens of commitment-trust theory of
relationship  marketing. Journal  of  Business  Research, 177, Article
114644. https://doi.org/10.1016/j.jbusres.2024.114644

Barakat Ali, M. A. (2022). Brand reputation on customer loyalty and customer word of mouth:
The mediating role of customer satisfaction and customer trust. /nternational Business
Research, 15(7), 30—49. https://doi.org/10.5539/ibr.v15n7p30

Bernarto, I., Berlianto, M. P., Meilani, Y. F. C. P., Masman, R. R., & Suryawan, I. N. (2020).
The influence of brand awareness, brand image, and brand trust on brand
loyalty. Jurnal Manajemen, 24(3), 412-426.

Calvin Feliks Cantona, & Meilisa Alvita. (2024). The influence of brand image and brand trust
on customer loyalty at Shopee with customer satisfaction as an intervening
variable. GEMILANG: Journal of Management and Accounting, 4(3), 73—
86. https://doi.org/10.56910/gemilang.v4i3.1535

Chalil, R. D. (2020). Islamic branding & rebranding: The role of brand strategy in creating
global industrial and business competitiveness. RajaGrafindo Persada.

Chen, S. L., Tsao, H. H., & Lee, Y. H. (2021). The influence of relationship quality between
manufacturer and retailer on future collaboration—a case study of customer electronic
product channel in Taiwan. Processes, 9(6), Article
1045. https://doi.org/10.3390/pr9061045

Fachmi, M., Modding, B., Kamase, J., & Damis, H. (2020). The mediating role of satisfaction:
Life insurance customers' perspective (Service quality, trust and image toward
loyalty). International Journal of Multicultural and Multireligious Understanding,
7(6), 156—170. https://doi.org/10.18415/ijmmu.v7i6.1745

5049 |Page


https://dinastipub.org/DIJEMSS
https://doi.org/10.38035/jmpis.v2i1
http://ejurnal.uibu.ac.id/index.php/ecoducation
https://doi.org/10.33379/gtech.v7i2.2382
https://www.liputan6.com/bisnis/read/6007110/harga-emas-antam-turun-cek-daftar-lengkap-hari-ini-28-april-2025?page=2
https://www.liputan6.com/bisnis/read/6007110/harga-emas-antam-turun-cek-daftar-lengkap-hari-ini-28-april-2025?page=2
https://doi.org/10.36418/syntax-imperatif.v5i4.466
https://doi.org/10.1016/j.jbusres.2024.114644
https://doi.org/10.5539/ibr.v15n7p30
https://doi.org/10.56910/gemilang.v4i3.1535
https://doi.org/10.3390/pr9061045
https://doi.org/10.18415/ijmmu.v7i6.1745

https://dinastipub.org/DIJEMSS, Vol. 6, No. 6, August 2025

Fandy Tjiptono, & Diana, A. (2022). Strategic management and customer satisfaction (1sted.).
ANDI Yogyakarta.

Farkhan, S. A. (2024). The influence of product differentiation, brand reputation, and service
quality on consumer loyalty (Case study in Muslim fashion at Zoya Solo
Branch). Journal  of  Islamic  and  General  Economics, 3(1), 212—
221. https://journal.itbaas.ac.id/jieig

Febriani, E., Rahmizal, M., & Aswan, K. (2022). The influence of brand image and brand trust
on customer loyalty with customer satisfaction as a mediating variable. Ranah
Research, 4(4), 333-343. https://doi.org/10.38035/rr].v4i4

Firdaus Ahmad, & Yuliana, L. (2024). The influence of brand reputation and brand awareness
on purchasing decisions of NU Berkah drinking water products. Mutiara: Journal of
Research and Scientific Work, 2(6), 84—
98. https://doi.org/10.59059/mutiara.v2i6.1786

Fitriasari, D., & AMA. (2025). Literature review: The influence of electronic word of mouth
on consumer purchase interest on social media: Product reviews, brand reputation,
impact on sales. PENG: Journal of Economics and Management, 2(1b), 1137—
1143. https://doi.org/10.62710/b1drrw04

Ghozali, 1. (2021). Multivariate analysis application with IBM SPSS 26 program. Diponegoro
University Publishing Agency.

Ghozali, 1., & Karlina, A. K. D. (2023). Partial least squares: Concept, technique, and
application using SmartPLS 4.0 program for empirical research (1st ed.). Yoga
Pratama.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least
squares structural equation modeling (PLS-SEM) (2nd ed.). SAGE Publications.

Hair, J. F., Jr., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data
analysis (8th ed.). Cengage Learning, EMEA. https://dosen.upi-
yai.ac.id/v5/document/materi/040105/34 20230520183156_Multivariate%20Data%
20Analysis,%208th%20edition%20(1).pdf

Hidayat, S., Sutisna, S., & Umalihayati, U. (2024). The role of brand reputation and hedonic
motive on buying decision and its implications on customer satisfaction of Suzuki
motorcycle products in Serang City. Ekonomis: Journal of Economics and Business,
8(2), 1671-1679. https://doi.org/10.33087/ekonomis.v8i2.1546

Hidayat, S., Sutisna, S., & Umalihayati, U. (2024). The role of brand reputation and hedonic
motive on buying decision and its implications on customer satisfaction of Suzuki
motorcycle products in Serang City. Ekonomis: Journal of Economics and Business,
8(2), 1671-1679. https://doi.org/10.33087/ekonomis.v8i2.1546

Irnawati. (2023). The influence of lifestyle and brand trust on consumer satisfaction and its
impact on customer loyalty of Buttonscarves products in Kuningan Regency. Journal
on Education, 6(1), 10222—-10234.

Irnawati. (2023). The influence of lifestyle and brand trust on consumer satisfaction and its
impact on customer loyalty of Buttonscraves products in Kuningan Regency. Journal
on Education, 6(1), 10222—10234.

Ismael, Z. N. (2022). The causes and effects of quality of brand relationship and customer
engagement. Journal of Humanities and Educational Development, 4(5), 73—
84. https://doi.org/10.22161/jhed.4.5.11

Ismael, Z. N. (2022). The causes and effects of quality of brand relationship and customer
engagement. Journal of Humanities and Educational Development, 4(5), 73—
84. https://doi.org/10.22161/jhed.4.5.11

Joseph F. Hair Jr., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data
analysis (8th ed.). Cengage Learning.

5050 |Page


https://dinastipub.org/DIJEMSS
https://journal.itbaas.ac.id/jieig
https://doi.org/10.38035/rrj.v4i4
https://doi.org/10.59059/mutiara.v2i6.1786
https://doi.org/10.62710/b1drrw04
https://doi.org/10.33087/ekonomis.v8i2.1546
https://doi.org/10.33087/ekonomis.v8i2.1546
https://doi.org/10.22161/jhed.4.5.11
https://doi.org/10.22161/jhed.4.5.11

https://dinastipub.org/DIJEMSS, Vol. 6, No. 6, August 2025

Khowjoy, K., Petmee, P., Phakamach, V., Sriplang, N., Kaewsrem, S., & Chayomchai, A.
(2023). Factors influencing brand loyalty: The mediating effect of brand satisfaction
and  trust. Polish  Journal of  Management  Studies, 27(2), 136—
154. https://doi.org/10.17512/pjms.2023.27.2.09

Kurnia, E. (2024, December 16). Will the 2024 gold price surge continue in
2025? Kompas.com. https://www.kompas.id/artikel/keemasan-emas-di-2024-
akankah-berlanjut-di-2025

Kusuma, R., & Tambunan, D. B. (2024). The analysis of customer satisfaction assessments to
determine E-Siap product development strategies. International Conference on
Entrepreneurship (ICOEN), 622—635. https://doi.org/10.18502/kss.v515.8847

Liana, Y., Putri, L., Djafti, T., & Priyo, D. (2024). The influence of product quality on consumer
loyalty through consumer satisfaction at Shopee company. Scientific Journal of
Business Economics, 12(1), 77-85.

Mahendra Putra, D., & Gai Sin, L. (2020). The influence of brand equity and brand trust on e-
commerce consumer's loyalty (Zalora consumer research). International Journal of
Tourism  and  Hospitality in  Asia  Pacific  (IJTHAP), 3(3), 90—
95. www.tekno.liputan6.com

Manihuruk, B. K. (2023). Analysis of product quality and promotion on customer loyalty with
satisfaction as an intervening variable at PT Shopee Indonesia. Journal of Business
and Management, 1(1), 11-
23. https://ejournal.uhn.ac.id/index.php/business_management

Martin, & Fate. (2021). The effort to increase loyalty through brand image, brand trust, and
satisfaction as intervening variables. Society, 9(1), 277-
288. https://doi.org/10.33019/society.v9i1.303

Massie, C., Tawas, H. N., Poluan, J. G., & Management Faculty of Economics and Business.
(2023). The influence of partner relationship marketing and price perception on
distributor satisfaction and loyalty at PT. General Aromatics (Branch Sulut). Journal
of Management and Business, 11(4), 1082—-1095.

Mei, A., Rahayu, N. K., & Ritonga, R. (2021). The influence of brand reputation and brand
experience on trust in a brand and its influence on customer loyalty. ISKI News, 4(1),
44-50. https://doi.org/10.25008/wartaiski.v4il.81

Meitha Wulur, L., Militina, T., & Achmad, G. N. (2020). Effect of service quality and brand
trust on customer satisfaction and customer loyalty Pertamina Hospital
Balikpapan. Business and  Accounting  Research  (IJEBAR), 4(1), 72—
83. https://doi.org/10.29040/ijebar.v4i01.908

Mutiara, D., Sari, P., & Mirnayanti, S. (2024). The influence of brand trust on consumer loyalty
to Hanasui lipstick among female students of STIA Tabalong. Journal of Public
Administration & Business Administration, 7(2), 1211-
1222. https://doi.org/10.35722/japb.v7i2.1074

Muzaki, H. (2023). Loyalty as a result of customer satisfaction (Study on "Nanung Broiler" in
Majenang  District). Journal ~— of  Islamic ~ Economics  and  Business,
2(2). https://doi.org/10.57210/j-ebi.v2i02.279

Najeela Pakutandang, F., & Indrawati. (2022). The influence of Shopee brand leadership on
customer loyalty with customer satisfaction as intervening variable. Journal MEA,
6(3), 130-150. https://doi.org/10.31955/mea.v6i3.2304

Nasyirudin, M., Andari, B., Trioko, S., & Wijaya, H. A. (2024). The effect of price and product
quality on cassava chips distributor loyalty. Journal of Education and
Entrepreneurship, 12(1), 289-298. https://doi.org/10.47668/pkwu.v12i1.1110

Nur Rafika Putri, A., & Sri Rahayu, Y. (2023). Customer retention as an intervening variable
in the influence of relationship quality on customer loyalty of Islamic bank

5051 |Page


https://dinastipub.org/DIJEMSS
https://doi.org/10.17512/pjms.2023.27.2.09
https://www.kompas.id/artikel/keemasan-emas-di-2024-akankah-berlanjut-di-2025
https://www.kompas.id/artikel/keemasan-emas-di-2024-akankah-berlanjut-di-2025
http://www.tekno.liputan6.com/
https://ejournal.uhn.ac.id/index.php/business_management
https://doi.org/10.33019/society.v9i1.303
https://doi.org/10.25008/wartaiski.v4i1.81
https://doi.org/10.29040/ijebar.v4i01.908
https://doi.org/10.35722/japb.v7i2.1074
https://doi.org/10.57210/j-ebi.v2i02.279
https://doi.org/10.31955/mea.v6i3.2304
https://doi.org/10.47668/pkwu.v12i1.1110

https://dinastipub.org/DIJEMSS, Vol. 6, No. 6, August 2025

savings. Journal of Management Science, 11(1), 241-
251. https://doi.org/10.26740/jim.v11n1.p241-251

Nur, A., Cahyani, D., Ningrum, N. K., Management, P., & Economy, F. (2024). The influence
of customer engagement on brand loyalty with brand attachment and customer trust as
intervening variables. Journal of Applied Management and Finance (Mankeu), 13(4),
1092—-1107. https://doi.org/10.22437/jmk.v13104.33270

Permatasari, A. S., Listyorini, S., & Prihatini, A. E. (2022). The influence of brand reputation
and perception of service quality on brand loyalty (A study of visitors to MG Setos
Hotel  Semarang). Journal of  Business  Administration, 11(2), 301-
3009. https://doi.org/10.14710/jiab.2022.34724

Purba, M., Nasution, A. P., & Harahap, A. (2023). The effect of service quality, product quality
and company reputation on consumer satisfaction with trust as a moderating
variable. Remik, 7(2), 1091-1107. https://doi.org/10.33395/remik.v7i2.12268

Riyanto Fauzi, A., & Nasir, M. (2023). The influence of brand experience and brand image on
brand loyalty with brand trust as an intervening variable. Scientific Journal of Poly
Business, 15(1), 65-84.

Riyanto, S., & Setyorini, W. (2024). Quantitative research methods with SmartPLS 4.0
approach. Deepublish.

Rizkiawan, A., Citaningtyas, D., Kadi, A., & Setiawan, H. (2024). The influence of brand
reputation, product quality, and price on repurchase intention of Respiro Ridingware
Madiun products.

Robertson, J., Botha, E., Ferreira, G., & Pitt, L. (2022). How deep is your love? The brand love-
loyalty matrix in consumer behavior. Journal of Business Research, 149, 651—
662. https://www.sciencedirect.com/science/article/pii/S014829632200491X

Santoso, R. P., Irawati, W., & Laili, C. N. (2024). Literature review: Implementation of
relationship  marketing strategy in improving marketing management
performance. BIMA: Journal of Business and Innovation Management, 6(3), 409—
416. https://doi.org/10.33752/bima.v6i3.6739

Sari, M., Chairy, C., & Peranginangin, J. (2023). The influence of brand reputation on trust,
satisfaction and online brand relationship on consumers who purchase Epson L Series
Inkjet Printers. Journal Cakrawala, 6(4), 1465—
1477. https://doi.org/10.52851/cakrawala.v6i05.408

Satria Adi, T., Fitriyah, Z., National Development, U., & Timur, J. (2024). The influence of
brand reputation and brand trust on the purchase intention McDonald’s in
Surabaya. Management Studies and Entrepreneurship Journal, 5(2), 1849—
1856. https://doi.org/10.37385/msej.v5i2.5923

Setiawati, S. (2024, July 18). Dazzling: Here is a list of Antam gold price records 2019—
2024. CNBC Indonesia. https://www.cnbcindonesia.com/research/20240718124548-
128-555693/bikin-silau-ini-daftar-rekor-harga-emas-antam-2019-2024

Sianipar, G. J. M., Mei, S., Hutagaol, S., & Simanjuntak, A. N. (2023). The influence of
relationship marketing on satisfaction and loyalty of tourists who have stayed at
Samosir Regency Hotels. Journal of Management and Business, 23(2), 373—
390. http://ejournal.ust.ac.id/index.php/JIMB_ekonomi

Sila, E. C., Ruslim, T. S., Utama, L., & Wijaya, H. (2024). Relationship quality as a mediating
variable (Case of Det*** Antiseptic Products in Jakarta). Jurnal Bisnis dan
Manajemen, 12(2). https://doi.org/10.52859/jbm.v12i2.565

Song, S., & Kim, H. Y. (2022). Is social media marketing worth it for luxury brands? The dual
impact of brand page satisfaction and brand love on word-of-mouth and attitudinal
loyalty intentions. Journal of Product and Brand Management, 31(7), 1033—
1046. https://doi.org/10.1108/JPBM-06-2020-2936

Sugiyono. (2022). Metode penelitian manajemen (Edisi Revisi 2). Alfabeta.

5052 |Page


https://dinastipub.org/DIJEMSS
https://doi.org/10.26740/jim.v11n1.p241-251
https://doi.org/10.22437/jmk.v13i04.33270
https://doi.org/10.14710/jiab.2022.34724
https://doi.org/10.33395/remik.v7i2.12268
https://www.sciencedirect.com/science/article/pii/S014829632200491X
https://doi.org/10.33752/bima.v6i3.6739
https://doi.org/10.52851/cakrawala.v6i05.408
https://doi.org/10.37385/msej.v5i2.5923
https://www.cnbcindonesia.com/research/20240718124548-128-555693/bikin-silau-ini-daftar-rekor-harga-emas-antam-2019-2024
https://www.cnbcindonesia.com/research/20240718124548-128-555693/bikin-silau-ini-daftar-rekor-harga-emas-antam-2019-2024
http://ejournal.ust.ac.id/index.php/JIMB_ekonomi
https://doi.org/10.52859/jbm.v12i2.565
https://doi.org/10.1108/JPBM-06-2020-2936

https://dinastipub.org/DIJEMSS, Vol. 6, No. 6, August 2025

Wardhana, A., Darmadi, A. K., & Sunara, T. A. (2023). The influence of BRQ and brand love
on repurchase intention and WOM in local food. Jurnal llmiah Manajemen dan Bisnis
Inovatif, 10(1), 561-568. https://doi.org/10.35794/jmbi.v10i1.47677

Widyadhari, A. T., & Tambunan, D. B. (2024). The influence of company values on customer
satisfaction with perceived service quality as a moderating variable. Review of
Management and Entrepreneurship, 8(2). https://doi.org/10.37715/rme.v8102.4942

Wiza Nurrochman, T. (2024). The influence of brand relationship and customer satisfaction on
brand loyalty of Xiaomi customers. E-Proceeding of Management, 11(3), 2497-2505.

5053 |Page


https://dinastipub.org/DIJEMSS
https://doi.org/10.35794/jmbi.v10i1.47677
https://doi.org/10.37715/rme.v8i02.4942

