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I. Introduction 
 

The automotive industry has an important role in providing transportation in all 

distribution activities, the automotive industry also provides convenience in traveling with 

more effective and efficient time, cost and energy. The advantage of motorized 

transportation is that it can deliver faster, safer, more comfortable, and easier travel 

distances on land. The human need for traveling mobility is increasing so that it will 

automatically increase the need for transportation that has effectiveness and efficiency 

(Romdonah, Fathoni & Haryono, 2015). The purpose of brand communication is to 

increase customer awareness and memory of the brand so that customers will buy a brand 

that they always remember which can increase customer satisfaction (Zehir et al., 2011). 

Because customer engagement is a psychological result of the experience when using a 

brand that motivates customers to form perceptions and influences engagement between 

customer behavior and the brand (Hussein, 2018). 

Thus, Yamaha customers will be happy and feel comfortable so that brand 

communication and brand experience from Yamaha can be felt by customers who can add 

positive value to Yamaha's brand image in the community, taking into account consumer 

input and desires. Chinomona (2016), discusses brand communication, brand image and 

brand trust as antecedents of brand loyalty in the Gauteng Province of South Africa which 

resulted in a significant positive relationship. Winnie & Keni's research (2020), produces a 

positive relationship by discussing the predictions of brand experience and perceived 

quality on brand loyalty Global Fashion Brands: Brand trust as a mediating variable. 

However, the research of Rahmat & Marso (2020), has insignificant results on the brand 

experience variable on brand loyalty and brand image on brand loyalty in their research. 

Research from Pandean & Budiono (2021), also produces a non-positive and insignificant
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relationship that discusses brand image and brand experience to predict McDonald's brand 

loyalty with brand trust as a mediating variable.  

When the brand image has been achieved, a good brand trust is formed from 

customers which can then become Yamaha's brand loyalty. Brand trust represents an 

important role as a mediator in the relationship that brand experience has with brand 

loyalty (Khan et al., 2019 in Paredes et al., 2020). Without a positive and strong brand 

image, it will be difficult to attract new customers and retain repeat customers, consumer 

views and thoughts about a product can lead to trust in the brand and simultaneously lead 

to consumer loyalty (Rizan, 2012 in Masman et al., 2020). Thus, it is very important for 

businesses to find ways to earn and maintain brand loyalty by building consumer trust 

(Pratiwi et al., 2015). Trust is a key variable in maintaining long-term relationships to 

show consumer satisfaction with certain brands (Jhangir et al, 2009 in Pratiwi et al., 2015). 

Because the positive value of brand trust is the repetition of purchasing a given product 

because consumers already feel trust in the brand because of the quality of the product 

from the brand itself and create brand loyalty. The higher the value of trust in a brand, the 

more confident we will be to make a purchase on the product without any hesitation 

(Veronica & Rodhiah, 2021). 

 

II. Review of Literature 
 

2.1 Brand Communication 

Brand communication is the communication ability of a brand that gives positive 

results to voters so that it will lead to trust in a brand (Arenggoasih, 2016). Jones and Kim 

(2011) in Chinamona (2016) define "brand communication is when an idea or image of a 

product or service is marketed so that its distinctiveness is identified and recognized by 

many consumers". Based on this definition, it is known that brand communication is an 

activity to convey ideas, images, differentiation, and uniqueness possessed by a brand, so 

that it can influence consumer perceptions to choose a brand that has already been attached 

to the minds of consumers both now and in the future. communication is a way for 

companies to express their brands and products so that they are easily remembered by 

consumers. 

 

2.2 Brand Experience 

Experience is important for every consumer to get what they expect from something 

received or experienced. Brakus et al (2009) in Kusuma (2014), define brand experience as 

the sensations, feelings, cognitions and consumer responses evoked by the brand, related to 

the stimuli generated by the brand design, brand identity, marketing communications, 

people, and the environment the brand is marketed.  

Marketing is a process of planning and execution, starting from the conception stage, 

pricing, promotion, to the distribution of goods, ideas and services, to make exchanges that 

satisfy the individual and his institutions (Dianto in Asmuni et al, 2020). According to 

Tjiptono in Marlizar (2020) marketing performance is a function that has the greatest 

contact with the external environment, even though the company only has limited control 

over the company's environment. In the world of marketing, consumers are assets that must 

be maintained and maintained their existence in order to remain consistent with the 

products we produce (Romdonny and Rosmadi, 2019). 

Zehir et al (2011), explained that brand experience is conceptualized as subjective, 

internal consumer responses (feeling sensations, and cognitions) and behavioral responses 

evoked by brand-related stimuli that are part of brand design and identity, packaging, 
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communication, and the environment. Westhuizen (2018), explains that brand experience 

is your thoughts about your favorite brand that are related to your feelings, thoughts, and 

experiences with that brand. Based on the above definition, it can be concluded that brand 

experience is a feeling experienced by consumers themselves towards a brand. 

 

2.3 Brand Image 

Salinas & Pérez (2009) in Chinomona (2016), define brand image as a consumer's 

mental picture of an offer and it includes the symbolic meanings that consumers associate 

with specific attributes of a product or service. Pars & Gulsel (2011) in witała et al., (2018) 

explain that brand image is an impression made as a consequence of many factors (for 

example, associations related to a particular brand name, purchase experience, reputation 

of a particular company, advertising form and size, promotions, etc.). Sasmita & Suki 

(2015) explain that a familiar brand image in the eyes of consumers can help companies to 

host new brands and increase sales of current brands. Based on the above definition, it can 

be concluded that brand image is the consumer's view of the brand, good or bad in society. 

 

2.4 Brand Trust 

Brand trust can be defined as the extent to which a consumer believes that a 

particular brand he has confidence in fulfilling his desires (Zhou et al., 2011) in 

Chinomona (2016). Customer trust in the brand (brand trust) is defined as the customer's 

desire to rely on a brand with the risks faced because expectations of the brand will lead to 

positive results (Lau & Lee, (1999, p. 344) in Rizan, (2012)). Brand trust is the willingness 

of consumers to rely on the brand and its promises which are considered an important 

antecedent of brand loyalty (Dia et al., (2012) in Atulkar, (2020)). Based on the above 

definition, it can be concluded that brand trust is a consumer's feeling towards a brand that 

the product is good for long-term use. 

 

2.5 Brand Loyalty 

Pappu & Quester, (2016) in Atulkar, (2020) conclude that brand loyalty is a measure 

of the attachment that customers have to a brand, motivating customers to show consistent 

buying behavior from the preferred brand. Brand loyalty is repurchase behavior that 

reflects decision awareness when consumers continue to buy the same brand (Solomon, 

(2011: 646) in Bilgin, (2018)). Ebrahim, (2020) explains that brand loyalty is a 

psychological tendency including attitudes, preferences, and commitment to the brand, not 

merely the perspective of purchasing actions taken against the brand. Based on the above 

definition, it can be concluded that brand loyalty is a commitment made by consumers to 

consume products from that brand repeatedly. 

 

 
Figure 1. Research Model 
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The research hypothesis is as follows: 

Hypothesis 1: Brand communication has a positive and significant effect on brand 

experience. 

Hypothesis 2: Brand communication has a positive and significant effect on brand trust. 

Hypothesis 3: Brand experience has a positive and significant influence on brand image. 

Hypothesis 4: Brand experience has a positive and significant effect on brand trust. 

Hypothesis 5: Brand experience has a positive and significant effect on brand loyalty. 

Hypothesis 6: Brand image has a positive and significant effect on brand trust. 

Hypothesis 7: Brand image has a positive and significant effect on brand loyalty. 

Hypothesis 8: Brand trust has a positive and significant effect on brand loyalty. 

Hypothesis 9: Brand trust can mediate brand communication, brand experience, and brand 

image on brand loyalty. 

 

III. Research Method 
 

The research population is Yamaha motorcycle users who live in West Jakarta. The 

sample collection technique that the researcher uses is convenience sampling, with the 

reason that there are respondent criteria. The number of samples studied were 100 

respondents. Data collection techniques using a questionnaire. Questionnaires were 

distributed online using Google Forms to respondents who use Yamaha motorcycles in 

West Jakarta. In this study, the variables studied included: brand communication (X1), 

brand experience (X2), and brand image (X3) being the independent variable, then brand 

loyalty became the dependent variable, then brand trust became the mediating variable. 

Research data processing using PLS-SEM software which consists of two analyzes, 

namely the outer model and the inner model. 

 

IV. Results and Discussion 
 

4.1 Results 

Respondent Profile 

Based on the data on the gender characteristics of the respondents, the majority of 

respondents were male (66%) with a range of 17-22 years (72%), had the latest education 

in SMA (High School) (62%), and worked as a student. (62%). 

 

a. Outer Model 

Based on the analysis of the results of the measurement model (Outer Model 

Analysis) it was found that all indicators used to measure the research variables were valid 

and reliable so that they could represent the research variables and were trustworthy and 

reliable. 

 

1. Convergent Validity 

 

Table 1. AVE Score Result 

Variable / Dimention Average Variance Extracted 

Brand Communication 0.634 

Brand Experience 0.640 

Brand Image 0.668 

Brand Trust 0.724 

Brand Loyalty 0.817 
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It is known that the AVE value of each variable has a value above 0.5 which has met 

the criteria of convergent validity as measured by the AVE value. This indicates that the 

variables in this study have met the criteria. 

 

2. Discriminant Validity 

 

Table 2. Cross Loading Analysis Results 

Variable 

Brand 

Communication 

Brand 

Experience 

Brand 

Image 

Brand 

Loyalty 

Brand Experience 0.692       

Brand Image 0.773 0.884     

Brand Loyalty 0.587 0.818 0.848   

Brand Trust 0.638 0.801 0.885 0.834 

 

It is known that the loadings value of each indicator of each variable is greater than 

the value of loadings other variables. This shows that these indicators have meet the 

discriminant validity criteria as measured by the value of cross loadings. 

 

3. Composite Reliability 

 

Table 3. Reliability Analysis Results 

Brand 

Communication 

Brand 

Experience 
Brand Loyalty Brand Image Brand Trust 

YC3 0.751 YE2 0.872 YL1 0.796 YM3 0.789 YT1 0.912 

YC5 0.722 YE3 0.829 YL2 0.785 YM4 0.805 YT5 0.895 

YC6 0.831 YE5 0.850 YL3 0.856 YM5 0.837 - - 

YC7 0.873 - - YL5 0.830 YM6 0.767 - - 

Variable Composite Reability 

Brand Communication 0.873 

Brand Experience 0.887 

Brand Image 0.877 

Brand Loyalty 0.889 

Brand Trust 0.899 

 

Composite reliability of all variables is above 0.6 and all indicators have loading 

factor above 0.4. it can be concluded that the variables used in this study is reliable. 

 

b. Inner Model 

1. Coefficient of Determination Test (R2) 

There is an r-square value of 0.536 which explains that 53.6% of the brand trust 

variable can be explained by the brand communication, brand experience, and brand image 

variables. The remaining 46.4% can be explained by variables not examined in this study. 

There is an r-square value of 0.588 which explains that 58.8% of the brand image variable 

can be explained by the brand communication and brand experience variables. The 

remaining 41.2% can be explained by variables not examined in this study. There is an r-

square value of 0.586 which explains that 58.6% of the brand loyalty variable can be 
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explained by the brand trust, brand experience, and brand image variables. The remaining 

41.4% can be explained by variables not examined in this study. It is concluded that the 

value of the determinant coefficient in this study has varying levels because each variable 

has a value between 0.53 and 0.58. So it can be said that all exogenous variables have a 

moderate effect on endogenous variables. 

 

Table 4. Coefficient of Determination Results 

Variable R-Square Description 

Brand Trust 
0.538 

Currently 

 BT = f(BC,BE,BI) 

Brand Image 
0.588 

Currently 

 BI = f(BC,BE) 

Brand Loyalty 
0.586 

Currently 

BL = f(BT,BE,BI) 

 

2. Path Coefficient Test 

According to Sholiha (2015), bootstrapping is a tool used to minimize the reliability 

of the relationship with the error of using the normal distribution and its users. 

 

 
Figure 2. Bootstrapping Results 

 

It can be seen that the variable has a path coefficient with a positive number, which 

indicates that the influence between variables is unidirectional. 

 

3. Hypothesis Test (t-statistical test) 

Table 5. Hypothesis Test Results 
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Hypothesis Test Results 1: Brand communication has a positive and significant influence 

on brand image, meaning that H1 is accepted. 

Hypothesis Test Results 2: Brand communication has a positive and insignificant effect on 

brand trust, meaning that H2 is rejected. 

Hypothesis Test Results 3: Brand experience has a positive and significant influence on 

brand image, meaning that H3 is accepted. 

Hypothesis Test Results 4: Brand experience has a positive and significant influence on 

brand trust, meaning that H4 is accepted. 

Hypothesis Test Results 5: Brand experience has a positive and significant influence on 

brand loyalty, meaning that H5 is accepted. 

Hypothesis Test Results 6: Brand image has a positive and significant influence on brand 

trust, meaning that H6 is accepted. 

Hypothesis Test Results 7: Brand image has a positive and significant effect on brand 

loyalty, meaning that H7 is accepted. 

Hypothesis Test Results 8: Brand trust has a positive and significant effect on brand 

loyalty, meaning that H8 is accepted. 

Hypothesis Test Results 9: Brand trust cannot mediate brand communication on brand 

loyalty, meaning that it is rejected. Brand trust can mediate 

brand experience and brand image on brand loyalty, meaning 

that it is accepted. 

 

4.2 Discussion 

Based on the results of the H1 test, brand communication is able to have a positive 

influence on the brand image of Yamaha motorcycles in West Jakarta. Then the hypothesis 

H1 is supported. This is in line with previous research (Chinomona, 2016; Toha, 2016). 

The results of the H2 test, brand communication is not significant to Yamaha motorcycle 

brand trust in West Jakarta. So it can be concluded that hypothesis H2 is rejected. This is 

not in line with previous research which has found a positive relationship between brand 

communication and brand trust (Ngatno, 2017; Zehir et al., 2011). The results of the H3 

brand experience test are able to have a positive influence on the brand image of Yamaha 

motorcycle products in West Jakarta. So it can be concluded that the hypothesis H3 is 

supported. This is in line with previous research (Rahmat & Marso, 2020). The results of 

the H4 brand experience test were able to have a positive influence on the brand trust of 

Yamaha motorcycles in West Jakarta. So it can be concluded that the hypothesis H4 is 

supported. This is in line with previous research (Huang, 2017; Ha, H. Y., & Perks, H., 

2005). The results of the H5 test state that brand experience can have a positive influence 

on Yamaha motorcycle brand loyalty in West Jakarta. So it can be concluded that H5 is  

supported. This is in line with previous research (Rahmat & Marso, 2020; Pandean & 

Budiono, 2021). The results of the H6 brand image test are able to give a positive influence 

on the brand trust of Yamaha motorcycles in West Jakarta. So it can be concluded that the 

hypothesis H6 is supported. This is in line with previous research (Chinomona, 2016; 

Toha, 2016; Fianto, 2014). The results of the H7 brand image test are able to provide a 

positive influence on brand loyalty for Yamaha motorcycles in West Jakarta. So it can be  

concluded that the hypothesis H7 is supported. This is in line with previous research 

(Rahmat & Marso, 2020; Pandean & Budiono, 2021). The results of hypothesis testing H8 

state that brand trust affects Yamaha motorcycle brand loyalty in West Jakarta. So it can be 

concluded that the hypothesis H8 is supported. This is in line with previous research 

(Chinomona, 2016; Zehir, C., ahin, A., Kitapçı, H., & zşahin, M., 2011; Pandean & 

Budiono, 2021). 
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V. Conclusion 
 

1. Brand communication has a positive and significant influence on the brand image of 

Yamaha motorcycle products in West Jakarta. 

2. Brand communication has a positive and insignificant effect on brand trust for Yamaha 

motorcycle products in West Jakarta. 

3. Brand experience has a positive and significant influence on the brand image of 

Yamaha motorcycle products in West Jakarta. 

4. Brand experience has a positive and significant impact on brand trust for Yamaha 

motorcycle products in West Jakarta. 

5. Brand experience does not have a positive and significant effect on brand loyalty for 

Yamaha motorcycle products in West Jakarta. 

6. Brand image has a positive and significant impact on brand trust for Yamaha 

motorcycle products in West Jakarta. 

7. Brand image has a positive and significant influence on brand loyalty for Yamaha 

motorcycle products in West Jakarta. 

8. Brand trust has a positive and significant impact on brand loyalty for Yamaha 

motorcycle products in West Jakarta. 

9. Brand trust cannot mediate brand communication on brand loyalty of Yamaha 

motorcycle products in West Jakarta. Brand trust can mediate brand experience and 

brand image on brand loyalty of Yamaha motorcycle products in West Jakarta. 
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