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ABSTRACT

Studi ini mengeksplorasi faktor-faktor utama yang memengaruhi loyalitas
pelanggan dalam pasar laptop yang kompetitif, dengan fokus khusus pada
pengguna laptop ASUS di wilayah Jabodetabek. Tujuan utamanya adalah untuk
menilai bagaimana elemen emosional dan operasional seperti kecintaan
terhadap merek, kepercayaan terhadap merek, layanan pelanggan, dan
kesadaran terhadap merek memengaruhi loyalitas pelanggan, dengan nilai yang
dipersepsikan bertindak sebagai faktor mediasi. Penelitian ini berkontribusi
pada wacana akademis dengan mengatasi kesenjangan teoritis melalui integrasi
aspek emosional dan fungsional dari hubungan merek-konsumen. Penelitian ini
meningkatkan pemahaman terkini dalam literatur manajemen merek dan
menawarkan wawasan praktis untuk mengembangkan strategi retensi
pelanggan yang lebih efektif. Konsep inti mencakup pengaruh emosional
(kecintaan terhadap merek dan kepercayaan), aspek fungsional (layanan
pelanggan dan kesadaran terhadap merek), dan peran mediasi dari nilai yang
dipersepsikan, yang semuanya terbukti saling terkait dalam menumbuhkan
loyalitas. Studi ini menawarkan rekomendasi yang dapat ditindaklanjuti untuk
ASUS dan merek teknologi serupa, yang menyoroti pentingnya memperkuat
ikatan emosional, membangun kepercayaan, dan meningkatkan nilai yang
dipersepsikan melalui pemasaran yang terfokus dan peningkatan kualitas
layanan. Pendekatan komprehensif ini dapat memperdalam keterlibatan
pelanggan dan memberikan keunggulan kompetitif yang berkelanjutan dalam
lingkungan pasar yang semakin dinamis.

This study explores the key factors influencing customer loyalty within the
competitive laptop market, with a specific focus on ASUS laptop users in the
Jabodetabek region. The main goal is to assess how emotional and operational
elements such as brand love, brand trust, customer service, and brand awareness
impact customer loyalty, with perceived value acting as a mediating factor. This
research contributes to the academic discourse by addressing theoretical gaps
through the integration of emotional and functional aspects of brand-consumer
relationships. It enhances the current understanding in brand management
literature and offers practical insights for developing more effective customer
retention strategies. Core concepts include emotional influences (brand love and
trust), functional aspects (customer service and brand awareness), and the
mediating role of perceived value, all of which are shown to be interrelated in
fostering loyalty. The study offers actionable recommendations for ASUS and
similar technology brands, highlighting the importance of strengthening
emotional ties, building trust, and enhancing perceived value through focused
marketing and service quality improvements. This comprehensive approach can
deepen customer engagement and deliver a sustainable competitive edge in an
increasingly dynamic market environment.
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INTRODUCTION

This study focuses on ASUS laptops in the Jabodetabek region of Indonesia, a highly
competitive segment of the tech market where customer loyalty is essential for long-term business
sustainability. Although ASUS laptops are well-regarded for their high performance and innovation, the
brand faces increasing challenges in retaining loyal users due to the rapid growth of competing
alternatives. The research explores the combined influence of emotional factors such as brand love and
brand trust, along with operational factors like service quality and brand awareness, on customer loyalty.
It also examines the mediating role of perceived value—how customers assess the benefits received
relative to the costs incurred—in linking these variables to loyalty outcomes. Previous studies often treat
emotional and functional drivers separately and rarely explore their combined effect or the role of
perceived value in depth. By focusing on the niche market of high-performance laptop users within the
urban and digitally active Jabodetabek demographic, this study addresses a critical gap in the literature.
The central concern is how ASUS laptops, despite strong brand recognition and technical strengths, can
cultivate deeper customer loyalty. This study seeks to identify the key factors shaping loyalty and
understand how emotional bonds and service quality, mediated by perceived value, work together to
influence consumer behavior. The reason behind this research is to propose a brand new research model
that can further help brand owners understand key brand factors and their effects on customer loyalty,
enabling them to compete more effectively in the crowded and highly competitive laptop market. The
findings aim to contribute both to academic knowledge and practical strategies, enabling performance-
oriented laptop brands like ASUS to build stronger, longer-lasting customer relationships through
enhanced engagement and perceived value. Ultimately, the study offers guidance for fostering brand
loyalty in a market defined by evolving technology and rising consumer expectations.

METHOD

This research builds upon prior studies to identify and integrate key variables that influence
customer loyalty, aiming to propose a new and comprehensive research model. Past research has
extensively examined individual factors such as brand love, brand trust, service quality, and brand
awareness as determinants of consumer behavior and loyalty (Carroll & Ahuvia, 2006; Chaudhuri &
Holbrook, 2001; Parasuraman, Zeithaml, & Berry, 1988). However, these studies often explore these
variables in isolation, lacking a cohesive framework that captures how they collectively influence
customer loyalty, particularly in niche markets like high-performance laptops. By reviewing and
synthesizing findings from previous literature, this study identifies perceived value as a crucial
mediating variable that connects emotional and operational factors to loyalty outcomes (Sweeney &
Soutar, 2001). This integrated approach allows for the development of a more holistic research model
that reflects the complex and multifaceted nature of consumer loyalty in the context of ASUS laptops.

Table 1. Literature Studies
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No.

Article Name and Author

Findings

Gap in The Research

¥

Effects of Perceived Quality
and Social Media Marketing
on Brand Loyalty (2020) by
Nilowardono et al.

Structural Equation
Modeling of Brand Love,
Trust, Rezpect, Loyalty, and
Equity (2021) by Hariandja
& Suryanto

Influence of Brand Trust,
Perceived Value on Brand
Preference and Purchase
Intention (2020} by Tri
Cuong DAM

Mediating Fole of Brand
Trust and Love Between
Experience and Lovalty

(2023) by Meng Na et al.

Trust, Product Information,
Satizfaction, and Brand
Loyalty for ASUS (2022) by

Perceived quality and social
media marketing increase
brand trust and love, which
mediate brand loyalty.

Brand trust, love, and
respect influence brand
equity; trust does not always
translate to loyalty.

Brand trust and perceived
value improve brand
preference and purchase
intention.

Brand experience influences
trust and love, which
mediate behavioral loyalty.

Trust and product
information quality impact
satisfaction and brand

Did not examine brand awareness,
customer service quality, or perceived
valoe.

Focuzez on brand equity, omits
customer service and perceived value;
limited to e-commerce.

Focuses on purchase intention, not
loyalty; lacks customer service and
brand awareness.

Omits perceived value, customer
zervice, and brand awarenezs;
behavioral lovalty not directly
influenced.

Limited to Indonesia; cross-sectional
dezign; excludes emotional factors and
social media influences.
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W. Martin loyalty.

The integration of variables such as brand love, brand trust, customer service, brand awareness,
and perceived value into a unified research framework for examining their influence on customer loyalty
is strongly supported by contemporary academic literature. Each construct contributes meaningfully to
consumer decision-making, and analyzing their interrelationships provides a holistic perspective on the
key drivers of customer loyalty. This comprehensive approach enables a deeper understanding of how
emotional, functional, and cognitive factors collectively shape loyal customer behavior.

Brand Love and Customer Loyalty

Brand love represents the emotional connection and deep affection that consumers develop
toward a brand. This emotional attachment has been consistently identified as a key determinant of
customer loyalty. According to Bairrada et al. (2019), brand love exerts a significant influence on both
attitudinal and behavioral dimensions of loyalty, indicating that consumers who feel emotionally bonded
to a brand are more likely to engage in repeat purchases and become brand advocates.

Brand Trust and Customer Loyalty

Brand trust refers to the confidence consumers place in a brand’s dependability and ethical
behavior. It is widely regarded as a fundamental component in the development of long-term customer
loyalty. Hur et al. (2011) found that brand trust has a positive effect on customer loyalty, showing that
consumers who trust a brand are more likely to sustain an enduring relationship with it.

Customer Service and Customer Loyalty

Customer service quality plays a crucial role in shaping customer satisfaction and loyalty
outcomes. Exceptional service not only enhances the perceived value of the brand but also cultivates
trust, both of which contribute to increased loyalty. Loureiro and Kaufmann (2012) emphasized that
high-quality customer service strengthens customer retention by positively impacting perceived value
and satisfaction.

Brand Awareness and Customer Loyalty

Brand awareness refers to the degree to which consumers recognize and recall a brand. Elevated
levels of brand awareness often lead to stronger customer loyalty, as familiarity tends to build trust and
influence preference. According to Khamitov et al. (2019), there is a positive relationship between brand
awareness and loyalty, with well-recognized brands typically achieving higher customer retention rates.
Perceived Value as a Mediator

Perceived value represents the consumer’s assessment of the benefits received relative to the
costs incurred in acquiring a product or service. It serves as a mediating factor that connects various
antecedents, such as emotional and functional drivers, to customer loyalty. Chen and Hu (2010)
demonstrated that perceived value significantly affects purchase intentions and customer commitment,
thereby playing a pivotal role in fostering long-term loyalty.

Integrating the Variables

The integration of these variables into a unified research model is well-founded, given their

collective influence on customer loyalty. Brand love and brand trust represent emotional and cognitive
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evaluations that contribute to a consumer’s overall perception of value. High-quality customer service
enhances perceived value while simultaneously reinforcing brand trust. Similarly, brand awareness plays
a foundational role by ensuring that consumers recognize and recall the brand, thereby supporting the
development of brand love and trust. Perceived value acts as a central mediating variable that channels
the influence of these factors into customer loyalty. For example, when consumers experience strong
emotional attachment to a brand (brand love) and hold confidence in its reliability (brand trust), their
perception of the brand’s value is elevated. When these feelings are reinforced through exceptional
customer service and high brand visibility, the perceived value intensifies, ultimately fostering greater
customer loyalty. This integrated model aligns with the work of Iglesias et al. (2011), who emphasized
the synergistic impact of brand-related constructs on loyalty outcomes. In summary, consolidating brand
love, brand trust, customer service, brand awareness, and perceived value into a single framework is
strongly supported by recent academic literature. Their dynamic interplay offers a holistic perspective
on the drivers of customer loyalty, yielding valuable insights for both academic research and practical
marketing applications.

RESULTS AND DISCUSSION

Based on observations and analysis of previous studies, a new research model has been proposed
to better understand the dynamics influencing customer loyalty in the laptop market, specifically among
ASUS users in the Jabodetabek region. This model is designed to integrate both emotional and functional
variables—namely brand love, brand trust, service quality, and brand awareness—as key antecedents of
customer loyalty. The model also introduces perceived value as a mediating variable, grounded in the
theory that consumers’ evaluation of benefits versus costs plays a pivotal role in translating brand
perceptions into loyalty outcomes.

The theoretical rationale for including brand love and brand trust stems from emotional branding
literature, which suggests that deep emotional connections and a sense of reliability with a brand
significantly enhance consumers’ willingness to remain loyal (Carroll & Ahuvia, 2006; Chaudhuri &
Holbrook, 2001). Meanwhile, service quality and brand awareness represent operational and cognitive
drivers, drawn from the service-dominant logic and brand equity frameworks, where high service
performance and strong brand recall positively impact customer satisfaction and loyalty (Parasuraman
et al., 1988; Keller, 1993).

The inclusion of perceived value as a mediating variable is supported by value-based theories,
indicating that when consumers perceive a fair exchange between what they give (e.g., money, time)
and what they receive (e.g., product quality, service), they are more likely to develop brand loyalty
(Sweeney & Soutar, 2001). This integrated approach not only fills the gaps found in prior research—
where these variables were often studied in isolation—but also offers a more holistic understanding of
how emotional, operational, and value-driven factors interact to influence loyalty behavior.

This proposed model is expected to serve as a strategic framework for both academic
investigation and practical application in brand management, helping firms like ASUS to refine their
customer engagement strategies in a competitive and innovation-driven market.
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Picture 1. Proposed Research Model

The following hypotheses are formulated based on the variables examined in this study:

1.

H1: Brand love positively influences customer loyalty.

This hypothesis posits that as consumers develop stronger emotional attachment (brand love) toward
a brand, their commitment and loyalty to the brand increase accordingly.

H2: Brand trust positively influences customer loyalty.

It is hypothesized that a higher degree of trust in a brand leads to greater customer loyalty, as
consumers are more inclined to remain committed to brands they perceive as dependable and
credible.

H3: Customer service quality positively influences customer loyalty.

This hypothesis suggests that high-quality customer service enhances consumer satisfaction, which
in turn fosters stronger loyalty toward the brand.

H4: Brand awareness positively influences customer loyalty.

The hypothesis proposes that increased consumer familiarity and recognition of a brand are
associated with greater customer loyalty.

H5: Perceived value mediates the relationship between brand love and customer loyalty.
This hypothesis asserts that consumers who experience strong brand love also tend to perceive higher
value in the brand, which then leads to increased loyalty—indicating a mediating effect of perceived
value.

H6: Perceived value mediates the relationship between brand trust and customer loyalty.
According to this hypothesis, brand trust enhances perceived value, which subsequently reinforces
customer loyalty—demonstrating the indirect role of perceived value in this relationship.

. H7: Perceived value mediates the relationship between customer service quality and customer

loyalty.
This hypothesis posits that excellent customer service improves perceived value in the eyes of the
consumer, which in turn strengthens their loyalty to the brand.
H8: Perceived value mediates the relationship between brand awareness and customer loyalty.
This hypothesis suggests that high brand awareness increases the perceived value for consumers,
which ultimately enhances customer loyalty.

Based on these hypotheses, the study is positioned to examine both the direct and indirect effects

of the independent variables on customer loyalty, with perceived value serving as the mediating variable
that links emotional and functional brand attributes to loyalty outcomes.

This research model will employ a quantitative methodology, with Structural Equation

Modeling (SEM) serving as the core analytical tool. SEM is a robust multivariate technique designed to
assess intricate relationships between both observed and latent variables. It is particularly well-suited
for exploring causal pathways in disciplines such as social sciences, management, and marketing. One
of the key advantages of SEM lies in its ability to combine factor analysis and path analysis, allowing
researchers to evaluate multiple independent and dependent variables within a single, comprehensive
framework. SEM facilitates the estimation of relationships among latent constructs—variables that are
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not directly measurable but inferred from observable indicators. This analytical method enables the
testing of direct and indirect effects, the validation of theoretical frameworks, and the examination of
measurement models through indicators. It is especially valuable for assessing the overall model fit,
thereby confirming how well the proposed model aligns with the empirical data. By applying SEM, this
study aims to uncover the underlying structure of latent constructs, validate measurement indicators, and
analyze the direct and mediated relationships between variables. Moreover, SEM provides a goodness-
of-fit index, which is crucial for determining whether the hypothesized model adequately represents the
observed data. Overall, SEM offers a rigorous and systematic approach for evaluating complex
theoretical models involving multiple, interrelated variables (Hair et al., 2010; Byrne, 2016).

The central themes of this research are essential for understanding the development and
maintenance of customer loyalty. The following section introduces and defines the main concepts
involved.

Brand Love

Brand love describes the emotional bond and affection a consumer develops for a brand. It is
often compared to an interpersonal relationship, where individuals remain loyal and show preference
due to a strong emotional tie. This idea emphasizes how positive emotions can lead to ongoing
interactions with the brand (Batra et al., 2012). The theory suggests that the emotional connection
between a customer and a brand mirrors personal relationships, with love serving as the foundation for
lasting loyalty. It proposes that brand love encompasses not just favorable feelings, but also a lasting
commitment that motivates repeated engagement.

Brand Trust

Brand trust refers to the belief customers hold regarding a brand’s dependability and its capacity
to fulfill its commitments. It embodies the feeling of confidence and safety that customers gain during
their engagement with the brand, promoting enduring loyalty (Singh & Bajpai, 2021). According to
brand trust theory, trust is a foundational element in the relationship between customers and brands.
Singh and Bajpai (2021) highlight that trust is nurtured through reliable product performance, fulfillment
of brand promises, and transparent communication. This trust mitigates perceived uncertainties and
bolsters customers’ loyalty, serving as a cornerstone for sustained brand relationships.

Customer Service



Jurnal Pengabdian Masyarakat dan Riset Pendidikan,
Volume 03, No. 04, April-Juni 2025, hal. 2770-2778 2776

Customer service involves the standard of support and communication offered to customers
throughout and following their purchasing experience. Superior customer service boosts satisfaction and
reinforces perceived value, thereby contributing to increased brand loyalty (Intuluck et al., 2023). This
concept centers on how customer interactions influence broader brand impressions. Quality service plays
a pivotal role in elevating customer satisfaction, which enhances perceived value and fosters loyalty. As
noted by Intuluck et al. (2023), service that is timely, effective, and empathetic helps cultivate both
emotional and practical bonds with customers.

Brand Awareness

Brand awareness refers to how well customers can identify and recall a brand. It plays a vital
role in initiating customer engagement and fostering loyalty, as increased familiarity tends to enhance
trust and confidence in the brand’s products or services (Keller, 2001). In Keller’s Brand Equity Model
(2001), brand awareness is identified as a key element. It marks the starting point of the customer journey
by ensuring the brand is part of the consumer’s consideration set. Greater awareness promotes
recognition, builds trust, and lays the groundwork for favorable brand associations that support long-
term loyalty.

Perceived Value

Perceived value represents a customer’s assessment of the benefits received from a product or
service in comparison to the cost incurred. It acts as a mediating factor in this study, bridging emotional
and functional elements—such as brand love and service quality—with the overarching aim of
cultivating customer loyalty (Dam, 2020). According to Dam (2020), perceived value is determined by
weighing the advantages customers obtain against what they must give up. This perception links
emotional attachments, like brand love, with logical evaluations of worth, ultimately shaping loyalty-
related decisions.

Customer Loyalty

Customer loyalty refers to the consistent preference of customers for a particular brand over its
competitors. It is a crucial measure of a brand’s success, influenced by both emotional elements, such
as brand love, and rational factors like perceived value and trust (Oliver, 1999). Oliver (1999) proposed
a holistic framework for understanding loyalty, incorporating cognitive (belief-based), affective
(emotion-based), and conative (intent-based) dimensions. His theory posits that loyalty emerges through
a series of positive encounters with a brand, ultimately leading customers to remain committed even
when faced with alternative choices.

CONCLUSION

This study introduces a comprehensive theoretical model that integrates emotional, rational, and
experiential elements, specifically brand love, brand trust, customer service, brand awareness, and
perceived value, to explain their combined influence on customer loyalty. By bringing these variables
together, the framework aims to address critical gaps in current literature and provide a more holistic
understanding of what drives customer loyalty. The study highlights the importance of building
emotional bonds through brand love and trust, enhancing customers' rational evaluations through high-
quality service and perceived value, and ensuring consistent brand visibility through strong brand
awareness. Each factor plays a role on its own, but they also interact to create a cumulative impact,
reinforcing the importance of coordinated strategies for cultivating loyalty.While the study makes a
valuable contribution to theoretical development, its conceptual nature and lack of empirical testing
present limitations in terms of generalizability and practical implementation. However, this also opens
the door for future research to empirically examine the framework across different industries and
demographic segments. In conclusion, the model offers important insights for both academic researchers
and business practitioners by framing customer loyalty as a multidimensional construct shaped by
emotional, rational, and experiential influences. Companies that align with these dimensions are more
likely to form strong, enduring customer relationships, gain sustainable competitive advantages, and
succeed in a continually evolving marketplace.

Suggestion for Future Direction

Although the framework presents a strong conceptual base, it also reveals areas that merit further
investigation. Future empirical research should aim to test the model across a range of industries and
cultural settings to confirm its broader applicability. Scholars could also explore the long-term effects
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of loyalty-building strategies, specifically how consistent efforts to foster brand love and trust influence
customer loyalty over extended periods. Moreover, examining the influence of external variables, such
as changes in economic conditions or advancements in technology, could add greater depth to both the
theoretical understanding and practical use of the framework. By combining emotional, operational, and
value-based dimensions, this model offers a well-rounded approach to analyzing and enhancing
customer loyalty. Its versatility makes it valuable for academic inquiry, business strategy, and policy
development alike.
Final Thoughts

The proposed framework emphasizes the importance of understanding how emotional, rational,
and experiential factors interact to influence customer loyalty. Elements such as brand love, brand trust,
customer service, brand awareness, and perceived value have become increasingly significant in today's
competitive and customer-focused market environment. By combining these variables into a unified
theoretical structure, this study not only underscores their individual relevance but also reveals the
enhanced impact they can produce when considered together. Customer loyalty remains a key asset for
businesses seeking sustained growth. The ability to build loyalty through strategies that foster emotional
engagement, cultivate trust, deliver outstanding service, and offer perceived value is essential. By
addressing these core components, companies can strengthen their relationships with customers, boost
brand equity, and retain a competitive position across different industries. While this research is
conceptual and still requires empirical support, it lays a solid groundwork for future investigations and
practical implementation. It offers useful guidance for marketers and business leaders aiming to design
more effective loyalty initiatives and branding strategies tailored to specific customer groups. Overall,
the framework adds to the academic conversation on customer loyalty while also responding to the real-
world need for companies to form lasting and meaningful connections with their customers in a changing
marketplace.
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