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THE INFLUENCE OF ELECTRONIC WORD OF MOUTH (E-WOM),
BRAND IMAGE, CUSTOMER LOYALTY ON BRAND TRUST IN ASTRA
HONDA BEAT STREET MOTORBIKES IN KUNINGAN REGENCY

Triski Ayu Kintania Rahmasarit
Edy Saptono?

Abstract

This research aims to investigate the influence of electronic word of mouth
(eWOM), brand image, and customer loyalty on brand trust in Honda motorbike
products in Indonesia. This research uses a quantitative approach with surveys as
a data collection method. The respondents involved were Honda motorbike
consumers in the district. Brass. The data analysis technique used includes multiple
regression to test the relationship between the eWOM variables, brand image,
customer loyalty and brand trust. The survey method was used to collect data from
130 respondents who were active Honda motorbike users. Data were analyzed
using multiple regression techniques to test the research hypothesis.

It is hoped that the results of this research will provide in-depth insight for
companies in understanding the factors that influence the level of consumer trust in
the Honda brand, as well as provide strategic recommendations for increasing
brand trust in this increasingly competitive market. Research shows that electronic
word of mouth has a significant positive effect on brand trust. Apart from that,
brand image also has a strong influence on brand trust, while customer loyalty
plays an important role as a mediator between other variables. The practical
implication of this research is the importance of online reputation management,
building a strong brand image, and effective customer relationship management to
increase the level of consumer trust in Honda motorbikes.

Keywords: electronic word of mouth, brand image, customer loyalty, brand trust
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ABSTRAK

Penelitian ini bertujuan untuk menginvestigasi pengaruh electronic word of
mouth (eWOM), brand image, dan loyalitas pelanggan terhadap brand trust pada
produk motor Honda di Indonesia. Penelitian ini menggunakan pendekatan
kuantitatif dengan survei sebagai metode pengumpulan data. Responden yang
terlibat adalah konsumen motor Honda di kab. Kuningan. Teknik analisis data yang
digunakan meliputi regresi berganda untuk menguji hubungan antara variabel
eWOM, brand image, loyalitas pelanggan, dan brand trust. Metode survei
digunakan untuk mengumpulkan data dari 130 responden yang merupakan
pengguna aktif motor Honda. Data dianalisis menggunakan teknik regresi berganda
untuk menguji hipotesis penelitian.

Hasil penelitian ini diharapkan dapat memberikan wawasan yang mendalam
bagi perusahaan dalam memahami faktor-faktor yang mempengaruhi tingkat
kepercayaan konsumen terhadap merek Honda, serta memberikan rekomendasi
strategis untuk meningkatkan brand trust di pasar yang semakin kompetitif ini.
Penelitian menunjukkan bahwa electronic word of mouth berpengaruh signifikan
positif terhadap brand trust. Selain itu, brand image juga memiliki pengaruh yang
kuat terhadap brand trust, sementara loyalitas pelanggan memainkan peran penting
sebagai mediator antara variabel-variabel lainnya. Implikasi praktis dari penelitian
ini adalah pentingnya manajemen reputasi online, pembinaan citra merek yang kuat,
dan pengelolaan hubungan pelanggan yang efektif untuk meningkatkan tingkat
kepercayaan konsumen terhadap motor Honda.

Kata kunci: electronic word of mouth, brand image, loyalitas pelanggan, brand trust
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