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Abstract― This research aims to determine the influence of Brand Image, Brand Trust 
and Brand Awareness on Consumer Loyalty to Excel Pet Food at Fish Center 
Lamongan. The population in this study were all consumers who purchased Excel Pet 
Food at Fish Center Lamongan from August to October, totaling 1,862, and the sample 
used was 95 respondents. The sampling technique uses purposive sampling using the 
Slovin formula. The analysis technique used in this research is linear regression analysis 
and for hypothesis testing, namely the t test and F test. Based on the results obtained 
from SPSS Version 25, it can be concluded from the t test that the variables Brand 
Image, Brand Trust and Brand Awareness partially have an influence which is significant 
to Consumer Loyalty to Excel Pet Food at Fish Center Lamongan, while through the 
results of the F test it is known that the Brand Image, Brand Trust and Brand Awareness 
variables simultaneously have a significant influence to Consumer Loyalty to Excel Pet 
Food at Fish Center Lamongan. 
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1. INTRODUCTION  

In this modern era, advances in the world of marketing provide new business 
opportunities and challenges for entrepreneurs, Safitri (2020). Thus, entrepreneurs need 
to carry out updates and also think about new ideas to retain consumers in the hope that 
consumers will come back to buy. In this instant era, many entrepreneurs are not aware 
of an important aspect that can support their business, namely branding. Branding is a 
characteristic of products and services that includes the identity of the product or service 
such as a brand logo and distinctive design, so that consumers can differentiate between 
other brands, S Wahyuni (2021). 

This competitive brand phenomenon occurs in several brands, especially in the cat 
food product category, and the Excel Pet Food brand (dry food type) is a new entrant 
that competes with other brands. There are so many cat food brands and products that 
are currently competing to get and retain consumers so they don't run to other brands. 
According to Kotler and Keller (2016) brand image arises from consumers' perceptions 
and beliefs, which can be seen in the associations that exist in consumers' minds. 
Meanwhile, according to Sanjiwani (2019), brand image is a picture of the overall 
perception created from information and usage of people who have purchased a 
particular brand. For this reason, companies are increasing brand improvements with 
the aim of creating a brand image that gives a positive impression of the product. 
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According to Ramadhan (2020), brand trust is defined as consumer behavior 
towards a particular brand, with a high desire to repurchase that brand in the future. 
Brand trust is built because of entrepreneurs who have provided the needs and desires 
that consumers expect. According to Suciningtyas (2012) Brand awareness is the ability 
of consumers to recognize and remember a product by just looking at the logo, image 
and category of a particular brand. And brand awareness is the first step to creating a 
product brand, Lukito et al (2019). Brand awareness is created from consumer expertise, 
where this expertise is based on purchasing a product more than once so that it is very 
easy for consumers to recognize products that are frequently purchased. 

According to Desiyanti et al (2018) consumer loyalty is a consumer's activity in 
deciding to buy a product or service from the same brand. Consumer loyalty is very 
profitable for companies, because there are customers who buy again, brand preferences 
and the distribution of information mount to mount, Molinillo et al (2021). Consumer 
loyalty doesn't just happen, there needs to be a reason why consumers come back to buy 
a brand. With the use and experience of brands, it will be easier for consumers to decide 
on their purchasing intentions simply by comparing one product with another until 
consumers finally find which brand they need and want. Based on the phenomenon 
explained above, this encourages researchers to find out how important brand image, 
brand trust and brand awareness are to consumer loyalty which is targeted at consumers 
who buy Excel Pet Food in Fish Center Lamongan. 

2. METHOD 

This type of research uses quantitative methods, namely research that uses numbers 
to test existing hypotheses. According to Sugiyono in the book quantitative, qualitative 
and R&D research methods (2017) defines quantitative research methods as methods 
that adhere to the philosophy of positivism, which are used to research populations or 
samples, collect data with research instruments, statistical data analysis with the aim of 
to test the hypothesis that has been decided. 

2.1 Research Design  

The population in this study were consumers who purchased the Excel Pet Food 
brand in the last three months at Fish Center Lamongan. The data for the last three 
months starts from August to October. The sampling used in this research is a non-
probability sampling technique, namely a technique that uses subjective research where 
not all of the population has a chance of being selected and is determined by the 
researcher's expertise based on a specified and non-random object. By using a purposive 
sampling technique and using the Slovin formula, the total was 95 respondents. 

 
2.2 Data Analyis 

The data analysis technique in this research is multiple linear regression analysis 
with hypothesis testing, namely the t test (partial) and F test (simultaneous), which is 
assisted by the SPSS Version 25 program to measure the regression model. 
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Figure 1. Research Model 

 
3. RESULTS 

Validity test 

Table 1. X1 Validity Test Results 

No. Statement Calculated r value Table r value Information 

1 0.791 

 

 

0.2017 

Valid 

2 0.733 Valid 

3 0.725 Valid 

4 0.732 Valid 

5 0.709 Valid 

6 0.676 Valid 

Source: Processed from SPSS Version 25.00 

Table 2. X2 validity test results 

No. Statement Calculated r value Table r value Information 

1 0.690                                  

0.2017 

Valid 

2 0.768 Valid 

3 0.737 Valid 
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4 0.723 Valid 

5 0.758 Valid 

6 0.750 Valid 

Source: Processed from SPSS Version 25.00 

Table 3. X3 validity test results 

No. 
Statement 

Calculated r 
value 

Table r value Information 

1 0.829                                 
0.2017 

Valid 

2 0.700 Valid 

3 0.717 Valid 

4 0.742 Valid 

5 0.810 Valid 

Source: Processed from SPSS Version 25.00 

 

 

 

 

Table 4. Y Validity Test Results 

No. Statement Calculated r 
value 

Table r value Information 

1 0.749  

 

 

0.2017 

Valid 

2 0.714 Valid 

3 0.693 Valid 

4 0.734 Valid 

5 0.721 Valid 

6 0.667 Valid 

7 0.665 Valid 

8 0.731 Valid 

Source: Processed from SPSS Version 25.00 
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Based on the table above, it can be seen that the statement above can be said to be valid 
if the calculated r value is greater than the r table. 

Reliability Test 

Table 5. Reliability Test Results 

No Variable Alpha Coefficient Reliability 
Standards 

Information 

1 Brand Image (X1) 0.823                                    

 

 

 

 

 

> 0.600 

Reliable 

 Brand Trust (X2) 0.833 Reliable 

 Brand Awareness (X3) 0.844 Reliable 

 Consumer Loyalty 0.859 Reliable 

  Source: Processed from SPSS Version 25.00  

From the data above, it can be seen that all variables in the research instrument have a 
Cronbach alpha value > 0.600, so the variables can be said to be reliable. So the 
instrument is suitable for use for research. 

 

 

 

 

 

 

 

 

 

 

 

 

Normality test 
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  Source: Processed from SPSS Version 25.00 

From the histogram graph above, it can be seen that there is a diagonal line followed by 
dots even though it is not straight and regular following the line, therefore this research 
uses a normality test using the Kolmogorov - Smirnov method to strengthen the histogram 
graphic image above, the following is the Kolmogorov normality test table - Smirnov : 

 

Table 6. Kolmogorov Smirnov Normality Test Results 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residuals 

N 95 

Normal Parameters a, b Mean ,0000000 

Std. Deviation 1.47213202 

Most Extreme Differences Absolute ,083 

Positive ,083 

Negative -,058 

Statistical Tests ,083 

Asymp. Sig. (2-tailed) ,100 c 

  Source: Processed from SPSS Version 25.00 

After being tested using Kolmogorov – Smirnov test , it is known that Asymp. Sig (2-tailed) 
gets a value of 0.100, which is a value greater than the standard of 0.05, so it can be 
concluded that the data used in this research is normally distributed. 
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Multicollinearity Test 

Table 7. Multicollinearity test results 

 

No Variable Tolerance VIF 

1 Brand Image (X1) 0.191 5,236 

2 Brand Trust (X2) 0.126 7,922 

3 Brand Awareness (X3) 0.156 6,395 

  Source: Processed from SPSS Version 25.00 

It can be seen in the overall table that each independent variable has a VIF value of less 
than 10, while the tolerance value of each variable has a value above 0.10, so it can be 
concluded that there are no symptoms of multicollinearity in the regression model. 

Heteroscedasticity Test 

 

  Source: Processed from SPSS Version 25.00 

It can be seen in the scatterplot image above that the points have spread randomly either 
below or above the number 0 and the points do not gather at one point on the Y axis. 
So it can be concluded that there is no heteroscedasticity in the regression model. 

Autocorrelation Test 

Table 8. Autocorrelation Test Results 
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DW etc du 4-dl 4-du 

2,083 1.6 1.73 2,4 2.27 

  Source: Processed from SPSS Version 25.00 

As seen in the table above, the DW value is 2.083. So it can be concluded that the DW 
(Durbin-Watson) value of 2.083 is between the du (1.6) and 4-du (2.27) values on the 
basis of du < d < 4-du (1.6 < 2.083 < 2.27), so it can be concluded that there is no 
autocorrelation in this research data. 

 

Multiple Linear Regression Analysis Test 

Table 9. Results of Multiple Linear Regression Analysis 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,978 1,246  2,391 ,019 

Brand Image (X1) ,389 ,114 ,308 3,422 ,001 

Brand Trust (X2)) ,387 ,142 ,303 2,736 ,007 

Brand Awareness 
(X3) 

,427 ,120 ,353 3,555 ,001 

a. Dependent Variable: Consumer Loyalty (Y) 

  Source: Processed Primary Data (2024) 

 

Based on the results of calculations using the SPSS Version 25 computer statistical 
program, the results of the multiple linear regression equation are obtained as follows: 

Y = -2.978+ 0.389X1+0.387X2+0.427X3 

It can be concluded that the multiple linear regression model equation has a positive 
value, which is indicated by the independent variables brand image, brand trust and brand 
awareness having changes that are in line with the dependent variable, namely consumer 
loyalty. And it can also be seen that the independent variable that more dominantly 
influences the dependent variable is the brand awareness variable with a regression 
coefficient of 0.427. 

T test (partial) 
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 This test is used to test hypotheses 1, 2, 3, namely the alleged influence between 
the variables Brand Image (X1), Brand Trust (x2) and Brand Awareness (x3) which 
individually have a significant influence on the dependent variable Consumer Loyalty 
(Y). The following is a test for each independent variable: 

a. Testing the influence of brand image (x1) on customer loyalty 

It is known that the calculated t value for brand image (X1) is 3.422 and the t table value 
is 1.990 and the significance value is 0.001 < 0.05, from these results the calculated t for 
the brand image variable (X1) is greater than the t table 3.422 > 1.990 , then it can be said 
that Ho is rejected and Ha is accepted. So it can be concluded that the brand image variable 
(X1) has a partially significant effect on consumer loyalty. 

 

b. Testing the influence of brand trust (x2) on customer loyalty 

It is known that the calculated t value for brand trust (X2) is 2.736 and the t table value is 
1.990 and the significance value is 0.007 < 0.05, from these results the calculated t for 
the brand trust variable (X2) is greater than the t table 2.736 > 1.990 , then it can be said 
that Ho is rejected and Ha is accepted. So it can be concluded that the brand variable trust 
(X2) has a partially significant effect on consumer loyalty. 

 

c . Testing the influence of brand awareness (x3) on customer loyalty 

It is known that the calculated t value for brand awareness (X3) is 3.555 and the t table 
value is 1.990 and the significance value is 0.001 < 0.05, from these results the calculated 
t for the brand awareness variable (X3) is greater than the t table 3.555 > 1.990 , then it can 
be said that Ho is rejected and Ha is accepted. So it can be concluded that the brand 
awareness variable (X3) has a partially significant effect on consumer loyalty. 

 

F test (simultaneous) 

Table 10. F Test Results 

ANOVA a 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1246,117 3 415,372 185,5
49 

,000 b 

Residual 203,714 91 2,239   

Total 1449,832 94    

a. Dependent Variable : Consumer Loyalty (Y) 
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b. Predictors: (Constant), Brand Awareness (X3), Brand Image (X1), Brand Trust (X2)) 

Source: Processed from SPSS Version 25.00 

So it can be concluded that the calculated F value is 185.549 and the F table value is 
2.703, which means that the calculated F value is greater than the F table 185.549 > 
2.703, so Ho is rejected and Ha is accepted. So the independent variables used in this 
research have a significant influence on the dependent variable at the Fish Center 
Lamongan. 

Multiple Correlation Test 

Change Statistics 

R Square 
Change 

F Change df1 df2 Sig. F 
Change 

,859 185,549 3 91 ,000 

a. Predictors (Constant), Brand Image, Brand Trust, Brand Awareness 

   Source: Processed from SPSS Version 25.00 

It can be seen in table 4.20 that the significant F change value is 0.000 < 0.05, so it can 
be said that the independent variable has a relationship with the dependent variable 
because the sig value. F change 0.000 is smaller than <0.05 together (simultaneously). 

 

 

 

 

 

 

 

Coefficient of Determination Test 

Table 11. Coefficient of Determination Test Results 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 ,927 a ,859 ,855 1.49620 
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a. Predictors: (Constant), Brand Awareness (X3), Brand Image (X1), Brand Trust (X2)) 

Source: Processed from SPSS Version 25.00 

 

From the results of the model summary table above, it is known that the value 𝑅!( R Square) 
is 0.859 or if the percentage is 85.9%. From the value 𝑅!( R Square) it can be seen that 
the percentage produced by the independent variables brand image, brand trust and brand 
awareness has a very big influence on the dependent variable of consumer loyalty. So it 
can be concluded that the independent variable used in this research obtained a result 
of 85.9% and for the remaining percentage of 14.1%, there may be other independent 
variables that can influence consumer loyalty (Y). 

 

 

4. DISCUSSION 

The results of the research on the Perception Variable on the Perception 
Selection Indicator show that in the first instrument, 60% of people chose the Strongly 
Agree (SS) option & 40% of respondents chose Agree (S), out of 55 respondents 
regarding the statement: 
"I feel that this selection process supports my personal growth and development." 

 
The results of the research on Perception Variables on Perception Organizing 

Indicators show that in the first instrument 82% of people chose the Strongly Agree 
(SS) option & 18% of people chose Agree (S), out of 55 respondents regarding the 
statement: 
"I feel the organizational structure in this company is clear and provides clear guidance 
in my duties and responsibilities." We know that the company's organization is well 
structured in terms of the division of tasks and those in charge. 

 
The results of the research on the Perception Variable on Perception Indicators 

About Other People's Behavior show that in the first instrument 69% of people chose 
the Strongly Agree (SS) option & 31% of people chose Agree (S), out of 55 respondents 
regarding the statement: 
"I have confidence that my colleagues make a meaningful contribution in achieving team 
goals." From this we can know that the company's employees have good cooperation 
and communication between employees for the common goal. 
 
 The results of research on Perception Variables on perception indicators 
aboutsocial norms. Shows that in the first instrument 58% of people chose the Strongly 
Agree (SS) option & 42% of people chose Agree (S), out of 55 respondents regarding 
the statement: 
“I feel that the social norms in this company encourage mutual respect and cooperation 
among colleagues.” We know that the employees of the company are fair and respect 
each other 
 
5. CONCLUSION 
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Based on research data regarding perception variables on four different 
indicators, several conclusions can be drawn, namely: 

Most of the employees said they agreed with the selection process that existed 
in the company. They believe that the selection process helps them develop and develop. 
In addition, employees believe that the company has a clear organizational structure that 
provides clear directions on the duties and responsibilities that must be carried out. This 
shows that the company has a good organizational structure. 
Employees believe that their colleagues play an important role in achieving team goals, 
which shows good cooperation and communication to achieve common goals. They 
also believe that social norms in the company encourage cooperation and mutual 
respect, which shows that the company's employees behave fairly and respect each 
other. 
 
Overall, the research results show that employees in companies tend to have positive 
perceptions of various aspects of their work environment. They believe that the 
selection process, organizational structure, behavior of others, and social norms in the 
company promote a good work environment, which helps them develop personally and 
helps them work well together and communicate with one another. 

 

6. REFERENCES 

Anwar, G., & Abdullah, N. N. (2021). The impact of Human resource management 
practice on Organizational performance. International Journal of Engineering, Business 
and Management, 5(1), 35–47. https://doi.org/10.22161/ijebm.5.1.4 

Asri, D. N., & Sunarto. (2020). Faktor-faktor Yang Mempengaruhi Terbentuknya 
Konsep  Diri Remaja (Studi Kualitatif pada Siswa SMPN 6 Kota  Madiun) . Jurnal 
Konseling Gusjigang, 6(1), 5–10. 

Basalamah, M. S. A., & As’ad, A. (2021). The Role of Work Motivation and Work 
Environment in Improving Job Satisfaction. Golden Ratio of Human Resource 
Management, 1(2), 94–103. https://doi.org/10.52970/grhrm.v1i2.54 

Izmi Maghfira dan Asrizal Efendi. (2022). Efek mediasi kepuasan kerja pada pengaruh 
kompensasi terhadap kinerja karyawan jufrizen. Jurnal Manajemen, Bisnis Dan 
Organisasi (JUMBO), 2(e-ISSN 2502-4175), 15. 

Khotimah, S., Jayusman, H., & Bahria, N. (2018). Pengaruh Stres Kerja Dan Konflik 
Kerja Terhadap Kinerja Karyawan Pt. Suri Adidaya Kapuas Di Kumai. Magenta, 
7(1), 9–22. 

Komariyah, F., & Farhan, A. (2020). Pengaruh Persepsi Masyarakat Terhadap 
Keputusan Menjadi Nasabah Bank Syariah Studi Kasus Pada Masyarakat Kota 
Sidoarjo Dan Surabaya. Media Mahardhika, 18(3), 341–344. 
https://doi.org/10.29062/mahardika.v18i3.172 

Kossek, E. E., Valcour, M., & Lirio, P. (2014). The sustainable workforce: 
Organizational strategies for promoting work-life balance and wellbeing. Work and 
Wellbeing: A Complete Reference Guide, Volume III, III(February), 295–319. 
https://doi.org/10.1002/9781118539415.wbwell14 



 

 
Journal of Financial Technology and Business Innovation 2024, Vol. 1, No. 1, pp. 52-65 

 
 

64 https://ijeti-edu.org/index.php/jftbi 
 

Kurniawan, F. (2018). Pengaruh Knowledge Management dan Lingkungan Kerja 
Terhadap Kinerja Karyawan dengan Kepuasan Kerja Sebagai Variabel Intervening. 
Universitas Islam Indonesia, 11(1), 1–5. 
https://dspace.uii.ac.id/handle/123456789/5737%0Ahttps://dspace.uii.ac.id/bit
stream/handle/123456789/5737/15911093_FAJAR KURNIAWAN_MM 
46_TESIS.pdf?sequence=1&isAllowed=y 

Mujtaba, B. G., & Senathip, T. (2020). Workplace Mobbing and the Role of Human 
Resources Management. Business Ethics and Leadership, 4(1), 17–34. 
https://doi.org/10.21272/bel.4(1).17-34.2020 

Nurhandayani, A. (2022). Pengaruh Lingkungan Kerja, Kepuasan Kerja, dan Beban 
Kerja terhadap Kinerja. Jurnal Ekonomi Dan Bisnis Digital (Ekobil), 1(2), 108–110. 
https://doi.org/10.58765/ekobil.v1i2.65 

NUSRANINGRUM, D., MEKAR, T. M., & PRASETYANINGTYAS, S. W. (2021). 
Persepsi Dan Sikap Terhadap Keputusan Pembelian Produk Pangan Fungsional 
Pada Generasi Milenial. Jurnal Bisnis Dan Akuntansi, 23(1), 37–48. 
https://doi.org/10.34208/jba.v23i1.767 

Puspita, A., Firdaus, M. A., & Rinda, R. T. (2020). Pengaruh Karakteristik Individu Dan 
Lingkungan Kerja Terhadap Kinerja Karyawan. Manager : Jurnal Ilmu Manajemen, 
3(1), 1. https://doi.org/10.32832/manager.v3i1.3821 

SAPTA, I. K. S., MUAFI, M., & SETINI, N. M. (2021). The Role of Technology, 
Organizational Culture, and Job Satisfaction in Improving Employee Performance 
during the Covid-19 Pandemic. Journal of Asian Finance, Economics and Business, 8(1), 
495–505. https://doi.org/10.13106/jafeb.2021.vol8.no1.495 

Shin, D. (2022). The perception of humanness in conversational journalism: An 
algorithmic information-processing perspective. New Media and Society, 24(12), 
2680–2704. https://doi.org/10.1177/1461444821993801 

Tahar, A., Setiadi, P. B., & Rahayu, S. (2022). Strategi Pengembangan Sumber Daya 
Manusia dalam Menghadapi Era Revolusi Industri 4.0 Menuju Era Society 5.0. 
Jurnal Pendidikan Tambusai, 6(2), 12380–12394. 
https://jptam.org/index.php/jptam/article/view/4428 

Tran, Q. H. N. (2021). Organisational culture, leadership behaviour and job satisfaction 
in the Vietnam context. International Journal of Organizational Analysis, 29(1), 136–154. 
https://doi.org/10.1108/IJOA-10-2019-1919 

Zaky, M. (2021). Pengaruh Budaya Organisasi Terhadap Kinerja Karyawan: Studi Kasus 
Pada Industri Manufaktur di Indonesia. Jurnal Ilmiah Manajemen, 2(1), 89–95. 
chrome-
extension://efaidnbmnnnibpcajpcglclefindmkaj/https://etheses.uinsgd.ac.id/675
51/3/19_ - Muhammad Zaky - Ind %281%29.pdf 

Zubaidah, S. (2020). Keterampilan Abad Ke-21: Keterampilan yang Diajarkan Melalui 
Pembelajaran. Online. 2, 1–17. 

 



 

 
Journal of Financial Technology and Business Innovation 2024, Vol. 1, No. 1, pp. 52-65 

 
 

65 https://ijeti-edu.org/index.php/jftbi 
 

BIOGRAPHY 

Hisyam 
SATHORI 

Department of economics and business 
Lamongan Islamic University 
Indonesia 

Moh. Muklis 
SULAEMAN 

Department of economics and business 
Lamongan Islamic University 
Indonesia 

 


