
1 INTRODUCTION 

The pandemic covid19 has forced 
governments around the world to lockdown 
their society as a preventive action. As a 
result of that action many countries, 
including Indonesia get a new problem, 
economic crisis. In a publication published 
by the Ministry of Finance, it is stated that 
there are 180 countries in the world, 92% of 
which are certain to experience negative 
growth in 2020 (Ministry of Finance, 2020). 
In contrast with the negative growth 
situation, the food and beverage industry 
still can grow 3.94% (Ministry of Industry, 
2020) and it can show how big the 
opportunity in the food and beverage 
industry in Indonesia and will attract foreign 
investors to invest in Indonesia’s food and 
beverage industry. One of the big investment 
in the middle of a pandemic covid19 is seed 
funding series B for Kopi Kenangan led by 

Sequoia Capital. The start-up coffee chain, 
which was founded in 2017, is success 
received funding 3 times, namely seed 
funding in 2018 by Alpha JWC, series A 
funding worth US $ 20 million in June 2019 
by Sequoia Capital, and series B funding 
worth US $ 109 million by Sequoia Capital 
in 2020 (CNBC, 2020). Phenomena seed 
funding for start-up coffee chain raises 2 
questions, why coffee chain start-up that has 
3 years get big funding and how does Kopi 
kenangan keep up their performance. That 
two questions can answer with the brand 
concept because through brand consumer 
not only able to identify a product and 
differentiate their product from other 
products (Ahmad et al., 2016) but also brand 
able to become a vehicle to meet the 
challenges of building long-term 
relationships with customers (Pedeliento et 
al., 2016). To look at this relationship, the 
researcher can use the lovemark theory 

The Impacts of Brand image, Brand love, and Brand Trust on 
Brand Loyalty: Case Study on Coffee Drinks 

Ali Wardhana1,* & Yulia2

1 Universitas Bunda Mulia, Jakarta, Indonesia 
2Universitas Bunda Mulia, Jakarta, Indonesia 

*Corresponding Author. Email: awardhana@bundamulia.ac.id

ABSTRACT 
This paper aims to investigate the effect of brand image, brand love, and brand trust to 
brand loyalty in coffee drinks, especially in the Kopi Kenangan’s brand and not only 
investigate the impact but also compare brand love, and brand trust for seeking which 
variable that has a bigger impact. The total data collected is 100 samples with the majority is 
female (62% respondents). The data analyzed with PLS SEM and give a result that only 
brand image does not have an impact on brand loyalty. From the data analyzed, this research 
supports the prior research that brand love and brand trust have a positive impact to brand 
loyalty. This research also found for brand Kopi Kenangan brand love have a bigger impact 
than brand trust. 

Keywords: Brand image, Brand Love, Brand trust, Brand loyalty. 

Advances in Economics, Business and Management Research, volume 180

Proceedings of the 18th International Symposium on Management (INSYMA 2021)

Copyright © 2021 The Authors. Published by Atlantis Press B.V.
This is an open access article distributed under the CC BY-NC 4.0 license -http://creativecommons.org/licenses/by-nc/4.0/. 164



which can show the relationship between 
brand and consumer loyalty (Song, et al., 
2019). In prior research, lovemark has 
affected significantly to loyalty to 
repurchase intention and positive word of 
mouth which is a manifestation of loyalty 
(Wardhana, 2020) Lovemark stands on 2 
main pillars, namely brand love and brand 
respect where one of brand respect's element 
is brand trust. Brand trust is a rational 
variable and brand love is an emotional 
variable (Huang, 2017) where these two 
variables in earlier research have been 
shown to influence 2 dimensions of brand 
loyalty, namely the dimensions of attitude 
and behavior (Hwang and Kandampully, 
2012). Both brand trust and brand love can 
be affected by brand image (Song, et al., 
2019; Al-Haddad, 2019) and at the same 
time brand image also have a positive 
impact to brand loyalty (Anwar et al., 2011; 
Al-Haddad, 2015). Based on the explanation 
that brand image has a function to make an 
impact significantly on brand loyalty and 
simultaneously affect on brand love, and 
brand trust, then this studies will look at the 
impact of brand image, brand love, and 
brand trust to brand loyalty on coffee drinks, 
especially in kopi kenangan’s brand. 

1.1 Brand Image 

Brand image refers to a series of an 

impression generated by the consumer 

through observation and the consumption in 

which the impression tends to convert brand 

image as a decision maker’s factor (Al- 

Haddad 2015) and because of that brand 

image has an essential role in building a 

brand (Al-Haddad 2019). In prior research, 

brand trust has a significant positive impact 

on brand image (Anwar et al. 2011, Al- 

Haddad 2015, Song et al. 2019). Besides 

that, the brand image also has an influence 

positive and significant with brand love.. 

H1: Brand trust has an impact on 
brand love.  

H2: Brand image has an impact on 
brand love. 

In prior studies brand image also give an 

impact to brand loyalty (Anwar et al., 2011; 

Al-Haddad, 2015). Other research also 

found, with mediated by consumer 

satisfaction, brand image can still affect 

brand loyalty significantly (Song, et al., 

2019). 

H3: Brand image has an impact on brand 

loyalty. 

1.2 Brand Love 

Brand love is believed can run the role of a 
bridge between product and consumer. 
Brand love to bring an emotional attitude 
towards brands is a key factor influencing 
the brand selection and consumer brand 
loyalty (Song, et al., 2019). By looking at 
the relationship between brands and 
consumer loyalty, brand love can be 
considered as construction that indicates the 
level of relationship between brands and 
consumers and the quality of brand 
relationships (Pandir and Yasin, 2017). In 
other research, brand love refers to the long-
term relationship of a brand with consumers 
and brand love also has an impact on 
creating strong satisfaction when consumer 
satisfaction with a brand or product turns 
into love (Unal and Aydin, 2013). In the 
research by Pandir and Yasin, (2017) it was 
also revealed that brand love is derived from 
the area of interpersonal relationships, but 
this does not mean that everything that 
comes from the area of interpersonal 
relationships can be categorized into brand 
love. 

H4: Brand Love has an impact on brand 

loyalty. 

1.3 Brand Trust 

Brand trust is a sense of security that 
consumers       have in their interactions with 
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brands, where the sense of security is based 
on the perception about the reliability of a 
brand and how a brand can be responsible 
for the welfare and interests of consumers 
(Hernandez-Fernandez & Lewi. 2019). The 
brand trust concept can become a key factor 
to build a long-term relationship between 
consumers and the companies. That 
relationship can occur when consumers trust 
a company’s product, and then it is very 
likely that some forms of positive consumer 
behavior intention for the company will arise 
(Yang & Liu, 2018). 

H5: Brand Trust has an impact on brand 

loyalty. 

1.4 Brand Loyalty 

Brand loyalty has used by many companies 
to keep up their market share because the 
form of brand loyalty is to repurchase 
product over a long period time, make a 
positive wom for a particular brand (Can dan 
Edil, 2018), and willingness to pay at a 
higher price (Giovanis and Athanasopoulou, 
2018). In other words, brand loyalty has an 
important role to make a product sustainable 
in market and become one of the keys to the 
success of a brand in the market. Definition 
of brand loyalty is degree of loyalty 
consumers to a particular brand without look 
competing for brand marketing activity 
(Giovanis and Athanasopoulou, 2018). 

Figure 1. Hypothesis Framework 

2 RESEARCH METHODS 

Research’s population is consumer of Kopi 
Kenangan with a target sample 200 persons. 
This sample refer to suggests from Sekaran 
and Bougie (2016) that say the size of 
sample more than 30 and less than 500.  
This research uses quantitative methods with 
an instrument research questionnaire 
distributed online. The questionnaire uses 
likert scale and processed using PLS-SEM. 

3  DATA ANALYSIS AND RESULTS 

After collecting data, this research gets 100 
samples with demographic characteristics of 
respondent categorized by sex, age, and 
jobs. Demographics by sex give result 62% 
female and 28% male. In the term of age 
group, majority of respondents is below 30 
with details 48% between 17-22 years old 
and 24% between 23-28 years old. The last 
demographic by jobs dominated by 2 jobs, 
46% students and 44% employees. After 
categorizes the data, the next step for 
measurement model in validity test and this 
research two test, namely discriminant and 
convergent validity. The result for 
convergent validity, all constructs get score 
above 0,7 after eliminated 1 variable. For 
discriminant validity use Fornell-Locker’s 
criteria and the result summarized by tabel 1. 
Result of two type validity indicates the 
measurement model has good validity.  

Table 1 Discrimant Validity 
Brand 

Image 

Brand 

Love 

Brand 

Loyalty 

Brand 

Trust 

Brand 

Image 

0.771 

Brand 

Love 

0.633 0.835 

Brand 

Loyalty 

0.483 0.679 0.814 

Brand 

Trust 

0.694 0.722 0.667 0.821 

The next measurement of the model is the 

reliability test that uses 2 ways, namely by 

looking at the Cronbach's Alpha value and 
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composite reliability. A model is said to be 

reliable if the item being measured can be 

accepted if the chonbach's alpha value is in 

the range 0.6 to 0.7 (Sekaran and Bougie, 

2016) and composite reliability where the 

test result value is expected to be above 0.7 

(Ghozali and Latan, 2015). The result of 

reliability test summarized by tabel 2 and 

from the assessment, the model used in this 

research has adequate reliability. 

Table 2 Reliability testing results

Regarding the hypothesis test by PLS-
SEM, only one hypothesis is not supported 
because the p-value is above 0.05. The 
results of the hypothesis test are summarized 
in Table 3. 

Table 3 Hypothesis testing results 

Hypothesis Results 

Brand image -> brand love Supported 

Brand image -> brand love Supported 

Brand image -> brand loyalty Not Supported 

Brand Love -> brand Loyalty Supported 

Brand Trust -> brand Loyalty Supported 

4 DISCUSSION AND CONCLUSION 

This research shows that brand loyalty in 
coffee drinks, especially in the Kopi 
Kenangan’s brand, can well be built by 
brand love and brand trust. However, if look 
more specific, this studies found that brand 
love more impactfull than brand trust. The 
bigger impact of brand love is expected to 
become something positive for start-up in 

the coffee industry, especially the Kopi 
Kenangan brand because brand love is able 
to build long-term relationships between 
brands and consumers. The bigger impact of 
brand love from brand trust is presumably 
related to the name of the Kopi Kenangan 
brand which is full of emotionality and also 
the product names of Kopi Kenangan such 
as the most beautiful ex and the ex married. 
In addition to the use of the emotional side, 
it should also be assumed that the majority 
of respondents are young, namely the age 
range of 17-22 years, as many as 48% of the 
total respondents feel that they are following 
the use of the emotional side in marketing 
strategies. The majority of respondents at a 
young age are also suspected of being the 
cause of brand image that does not affect 
brand loyalty, considering that young people 
tend to choose based on feelings of liking 
rather than brand image. Another factor that 
causes a brand image that does not affect 
brand loyalty is the object of research. In Al-
Haddad's (2015) research using sportswear 
research objects and Anwar et al.'s (2011) 
research using well-known product brand 
research objects where the two research 
objects are closely related to brand image In 
future research, it is necessary to look at the 
impact of exposure to technology and social 
media in building brand love among young 
people who are so close to technology. 
Besides, future research can examine and 
compare several similar coffee brands to 
confirm similiar impact from another 
element of lovemark. 
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