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ABSTRAKSI 

Tujuan pada penelitian ini adalah untuk menganalisis pengaruh Digital 

Marketing dan Brand Image Terhadap Brand Loyalty Melalui Brand Trust. Objek 

pada penelitian ini yaitu Livin by Mandiri. Teknik pengambilan sampel 

menggunakan purposive sampling dengan rumus rule of thumb sehinga 

menghasilkan sampel sebanyak 156 reponden. Alat analisis pada penelitian ini 

menggunakan SEM-AMOS. Hasil pada penelitian ini menunjukkan bahwa digital 

marketing berpengaruh positif dan signifikan terhadap brand loyalty. Brand 

Image tidak berpengaruh terhadap brand loyalty. Digital marketing berpengaruh 

positif dan signifikan terhadap brand trust. Brand Image berpengaruh positif dan 

signifikan terhadap brand trust. Brand trust tidak berpengaruh terhadap brand 

loyalty. Digital marketing dan brand image terhadap brand loyalty melalui brand 

trust tidak berperan sebagai mediasi.  
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ABSTRACT 

The aim of this research is to analyze the influence of Digital Marketing and 

Brand Image on Brand Loyalty through Brand Trust. The object of this research 

is Livin by Mandiri. The sampling technique used purposive sampling with the 

rule of thumb formula to produce sample of 156 respondent. The analysis tool in 

this research used SEM-AMOS. The results of this research show that digital 

marketing has a positive and significant effect on brand loyalty. Brand Image has 

no effect on brand loyalty. Digital marketing has a positive and significant effect 

on brand trust. Brand Image has a positive and significant effect on brand trust. 

Brand trust has no effect on brand loyalty. Digital marketing and brand image on 

brand loyalty through brand trust do not play a mediating role. 
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