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Abstract  

This study investigates how brand affection, loyalty programs, and brand trust 

determine the loyalty in airways industry. We examined the influence of brand trust 

and brand affection on loyalty in airlines services. The airways companies applied 

loyalty programs as a trend. The purpose of the loyalty programs is to encourage 

the loyalty of the customers. The purpose of this study is to analyze the influence of 

brand affection and loyalty programs on brand trust and loyalty among 

GarudaMiles members. Primary data were collected through a survey. Data 

collected by online quistionnaire through social media and resulting 171 

processable questionnaire. Data were analysed using confirmatory factor analysis 

and structural equation modelling. Confirmatory factor analysis within structural 

equation modeling were carried out to assess adequacy of the measurements and 

validity of the model. We found that brand affection is not significantly influence 

customer loyalty; brand affection significantly influence brand trust; and brand 

trust significantly influence customer loyalty. This result indicate that brand 

affection has an indirrect effect on loyalty, it’s mediated by brand trust. Loyalty 

program is not significantly effect brand trust, it has direct effect on loyalty. It’s 

become clear that only brand trust mediates the relationship of brand affection and 

loyalty. The customers of the airways companies tend to be loyal because of the 

loyalty programs applied by the airways companies. These finding add 

performance effectiveness and long-term relationships with customers in airlines 

industry to the factors needed to respond to the highly competitive situation at 

present, which will be even more important with the ASEAN Economic Community 

in 2015. 

Keywords: Brand Affection, Brand Trust, loyalty, Loyalty Program 

1. INTRODUCTION  

In an growing competition environment, the brand becomes the most valuable 

asset. It is strategic and criticall for the company (Kabadayi and Alan, 2012). In the 

aviation industry, the industry continues to experience growth. International Air 

Transport Association (IATA) predict the global airline business net profit reached 

US $ 25 billion in 2015. It grows up 25.6 percent compared with last year at $ 19.9 

billion. IATA predicts that the aviation industry in Indonesia will reach the 9th 

largest market in the world for domestic flights and for international flights 

Indonesia was ranked on sixth, the fastest growth of the international aviation 

market in the world's (http://industri.kontan.co.id). In Indonesia there are 17 

http://industri.kontan.co.id/


The Role of Brand Trust in Determining The Relationship Between Brand Affection and 

Loyalty Programs on Customer Loyalty 

13 
 

airlines that registered as the airlines that have fixed schedules and airport specific 

flight service. 

Due to the growing number of airline company, the competition makes it 

difficult for airline company to increase the base customer and retain new customer. 

Loyalty has been identified as an important factor to predict the success of the 

company in relationship marketing (Griffin, 1996; Oliver, 1999). Oliver (1999) 

suggested that loyalty is an important factor to determine the success of a company. 

The company will be able to survive in a competitive market competition if they 

have loyal customer. Loyal customers would be willing to pay more and repurchase 

for its brands, they consider some unique value that no other brands can provide 

(Jacoby and Chestnut, 1978). This unique value derived from greater confidence 

of the brand capacity or it can be described as a positive affection when customers 

use the brand (Kabadayi and Alan, 2012).  

Kabadayi and Alan (2012) suggested that the brand trust arrise after the 

customer evaluated companies offering. Customers would feel confidence with the 

brand if the company give assurance on safety, honesty and reliability of their brand 

(Doney & Cannon, 1997). According to Lau and Lee (1999), the brand trust is the 

consumer's willingness to believe in the brand because there have more 

expectations  to the brand that will give them good performance. The study on 

brand trust suggested that the high level of trust towards brand would lead to 

repurchase intention, brand satisfaction, loyalty and brand commitment.  

The consumption of services began to be seen as something that involves 

feelings (affection). The feelings or emotions can be triggered by the customers 

experiences of services. Loyalty will be stronger under conditions of positive 

affection and will increase the positive attitude of consumers towards the brand 

(Dick and Basu, 1994). Lin and Lee (2012) suggested that brand affection would 

change customer’s perceptions and beliefs on brand, reduce the perceived risk, and 

increase the level of confidence to the brand.  

Air plane crash incident, Air Asia QZ8501 became the worse experience for 

aviation industry in Indonesia. Due to the indication of airline's flight schedule that  

was not official, these events led to poor air flight scheduling system. Because of 

that incident, recently every airline tries ro rebuild the customer’s trust by establish 

the international safety standard and accomply the government’s rules.  One of 

Indonesian airlines that equiped by Operational Safety Audit (IOSA) origin of the 

International Air Transport Association (IATA) is Garuda Indonesia  Airlines 

(http://hubud.dephub.go.id/?id/news/detail/2366). Garuda Indonesia is a state 

owned  aviation enterprise (BUMN), which runs the service in the country and 

abroad. The airline has been operating since 1949. 

Currently the loyalty program is an important component strategy of customer 

relationship management (CRM). Loyalty program is a program that allows 

consumers to accumulate free rewards when they make repeat purchases with the 

company (Liu, 2007: 20). Loyalty program aims to increase loyalty by rewarding 

customers for doing business with the company. This is supported by Yi da Jeon 

(2003) which states that the purpose of loyalty program is to build loyalty by 

providing the benefit that can motivate the customers. A high appraisal to a 

http://hubud.dephub.go.id/?id/news/detail/2366
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company's loyalty program is the reflection of higher trust to the company (Ou et 

al., 2011).  

Loyalty program was first used by American Airlines in 1999 under the name 

of Frequent Flyer Program. This is an entry point to the airline loyalty program. At 

Garuda Indonesia, loyalty program is called Garuda Frequent Flyer (GFF) which 

was established in 2001. In April 2014 GFF had been renamed as Garuda Miles 

that provide benefits and privileges to the profitable customer (www.garuda-

indonesia.com). IATA conclude that 14 percent of users of air transportation 

selected Frequent Flyer Program as their first reason in choosing an airline to travel 

(See Figure 1).  

 

 

Figure 1 The Customer’s First Reason for Choosing An Airline 

This trend is also seen in the membership of Garuda Miles and recently 

reached 1 million members from six levels of membership, including Junior, Blue, 

Silver, Gold, EC Plus, and Platinum 

(http://ekbis.sindonews.com/read/847960/34/garuda-targetkan-peningkatan-50-

kartu-anggota-1395835326). Currently customers require positive brand affection 

so that they can feel comfortable in traveling and indirectly improve the trust and 

loyalty. Loyalty program which is currently being  trend in the airlines industry, it 

is also one aspect in increasing loyalty.  

 

The purpose of this study was to examine the influence of brand affection to 

loyalty on GarudaMiles users, examine the influence of loyalty programs on 

loyalty, examines the effect of brand affection on brand trust, examine the influence 

http://www.garuda-indonesia.com/
http://www.garuda-indonesia.com/
http://ekbis.sindonews.com/read/847960/34/garuda-targetkan-peningkatan-50-kartu-anggota-1395835326
http://ekbis.sindonews.com/read/847960/34/garuda-targetkan-peningkatan-50-kartu-anggota-1395835326
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of loyalty programs on brand trust, and examine the effect of brand trust on loyalty 

of GarudaMiles users. We propose the model that describes the relationship 

between brand affection, lotalty programs, brand trust, and loyalty. 

2. LITERATURE STUDY AND HYPOTHESIS DEVELOMPMENT 

2.1 Brand Affection 

Brand is a company's long-term assets (Wood, 2000). With the difference in 

brand name and specifications of each product or services and if the product or 

services with a 'brand' name that brings satisfaction and loyalty, the brand will 

generate revenue from the sale of its products and can be a long-term asset for the 

company. In the development of brand, the brand of affection also be a 

comprehensive study in the marketing literature (Iglesias et al., 2011). Hulten 

(2011) argues that emotional connection between brands and customers is 

important in building a strong brand in the minds of customers. Brand affection are 

connected with emotional expressions or feelings of consumers (Law et al., 2009), 

emotion is a major factor in affective perspective. Chaudhuri and Holbrook (2001: 

82) defines brand affection as perspective of potential brand to get a positive 

emotional responses on customer as a result of the experience toward a product or 

services. In other words, brand affections can be described as an emotional 

response of consumers towards a brand in consequence of having experience with 

the brand.  

2.2 Loyalty Programs 

One of the most valuable marketing strategy in which executives can expand 

is a loyalty program, which is a promotion plan designed to increase loyalty by 

providing incentives to customers through benefits (Yi and Jeon, 2003). Loyalty 

programs have become an important component of customer relationship 

management (CRM) because it is considered very effective in retaining customers 

and readily accepted both by customers and retailers (Bose and Rao, 2011; Liu and 

Yang, 2009). Through this program, the company has the potential having 

customers repurchase intention and at the same time, acquire loyal consumer data 

that can assist future efforts. In some industry in which a variety of loyalty 

programs offered, these programs prompting a stiff competition.  

Uncles et al., (1997) states that the loyalty program is important in increasing 

the overall value of the product or service because they motivate loyal buyers to 

make future purchases. Liu (2007: 20) defines loyalty program as a program that 

allows consumers to accumulate free rewards when they make repeat purchases 

with the company.  

The program is intended to encourage loyalty from time to time. Moreover, 

the loyalty program not only helps build customer commitment, but also 

demonstrates the company's commitment (Liu, 2007). Frequent Flayer program 

was first used by American Airlines in 1991. Today, it is a form of loyalty program 

that is being implemented by many airline companies. The basic aim of this 

program is to encourage people to use the same airline companies as they travel 

(Colakoglu and Artuger, 2013). Kopalle and Neslin (2003) concluded that the 
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program frequentflyer increase the product value of an airline and an increase in 

consumer demand for airlines that offer such programs.  

2.3 Brand Trust 

Many research conducted in the various disciplines (psychology, economics, 

sociology, and others) related to the concept of trust, where the perspectives and 

definitions of the trust is in accordance with their respective fields (Ayidin et al., 

2014). In most studies related to trust, emphasized that trust is necessary to 

formalize and retain a good long-term relationship (Quinton and March, 2008).  

Delgado-Ballester et al., (2003) confirmed that customer’s trust in a brand are 

based on the perception that the brand is consistent and responsible for the benefit 

and welfare of customers. Herbst et al., (2011) describes brand trust as a customer’s 

belief to a product, or services companies that are reliable and competent.  

According to Lau and Lee (1999), there are three factors that affect trust in 

the brand, namely: 

1. Brand Characteristic 

Brand characteristic has a very important role in determining the customer’s 

decision to trust a brand. Customer  make an assessment before buying. Brand 

characteristics related to brand trust are predictable, reputable, and competent. 

2. Company Characteristic 

Company Characteristic can also affect the level of consumer trust in brand. 

Consumer knowledge about the company’s image is a pre-consumer understanding 

of a product. These characteristics include the company's reputation, the company 

desired motivation, and integrity of the company. 

3. Consumer Brand Characteristic 

Are the two groups who interact. Therefore, the consumer brand 

characteristics can influence trust to the brand. These characteristics include the 

similarity between the concept of emotional consumer brand personality. Customer 

will evaluate and assess a brand if a brand has congruencies.  

The existence of consumer trust to a brand will create a sense of pleasant and 

reduce consumers' perception of risk. Build and maintain customer trust towards 

the brand is very important, because it is the key to successful long-term 

relationship between the company and customers. Research on brand trust has 

supported that the high level of trust towards the brand leads to repurchase the 

brand, brand satisfaction, brand loyalty and brand commitment (Lau and Lee, 1999; 

Delgado-Ballesteret al., 2000). Customers who believe that a brand can meet the 

expected performance, will tend to more often use a single brand instead of using 

other brands. 

2.4 Loyalty  

Loyalty in the service industry has focused primarily in the marketing 

management theory and practice (Ruyter and Blomer, 1999). Loyalty can act as a 

barrier to customer switching behavior and have an impact on the development of 

sustainable competitive advantage (Gremler and Brown, 1996). Loyalty has been 

identified as an important factor for a company's success in marketing (Oliver, 

1993). Dick and Basu (1994) states that loyalty created by the relationship between 
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attitude to purchase and between attitudes to behavior, there are four conditions of 

loyalty, namely: 

1. True loyalty, related on attitudes and repeat purchase. 

2. Latent loyalty, associated with high attitude, but low repeat purchase. 

3. Spurious loyalty, associated with a low attitude, with a high repeat purchase. 

4. No loyalty, associated with a low attitude, combined with low purchase. 

Oliver (1999) suggests that loyalty is a commitment that is firmly held by the 

consumer to repurchase consistently in the future, thereby causing repetitive 

purchase the same brand despite the influence of the environment that has the 

potential effect for them to switch. According to Liu (2007) loyalty is a positive 

feeling toward the brand and a strong dedication to buy a product or service many 

times now and next of the same brand, regardless of the actions of competitors or 

environmental changes. 

Griffin (1995) concluded that customer relationship to the company and its 

products is determined by two factors, namely preferences (the level of consumer 

trust in product or services) and the perception of product differentiation (the extent 

to which consumers see different companies and their products with alternative 

options on the market).  

2.5 Hypothesis Development 

After using a product, consumers will have an emotional response to their 

experience on the brand. Affection positively is associated with greater 

commitment to loyalty (Lin and Lee, 2012). Those who have a positive affection 

on the brand or support the brand with her feelings are more likely to maintain a 

relationship with the brand (Fullerton, 2005). Chaudhuri and Holbrook (2001: 82) 

defines a brand affection as a potential brand to get a positive emotional response 

to the consumer as a result of customer’s experiences of a product or services. They 

show that the strong value of the products categorized as directly related to the 

brand affection and is one important factor in building loyalty. This shows that 

loyalty will be greater under conditions of a positive emotional affection that will 

increase positive attitudes of customers to the brand (Dick and Basu, 1994). Based 

on our review of the literature we formulate the following hypothesis: 

H1: Brand affection have a positive effect on brand loyalty. 

 

Appropriate loyalty programs not only increases customer trust that can be 

reflected in sales growth, it’s also contribute to increase the interaction between the 

business and the customer (Huang and Wonglorsaichon, 2013). Omar et al., (2009) 

conclude that the existing benefits in the loyalty program is a determinant in 

satisfaction assessment program, and plays an important role to determine loyalty. 

Ou et al., (2011) confirm that loyalty programs have an influence on loyalty. Yi 

and Jeon (2003) believe that loyalty program is a marketing plan designed to 

increase loyalty by providing incentives to customers through additional benefits. 

A successful loyalty program will further strengthen relationships with customers. 

Based on literature review above, we propose the following hypothesis: 

H2: Loyalty programs have a possitive effect on brand loyalty. 
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Although the concept of brand trust and brand affection have an influence on 

both brand loyalty, but both have different characteristics. Chaudhuri and Holbrook 

(2001) states that brand trust involves a process that is well consider, while the 

development of brand affection is spontaneously. Customers tend to use positive 

and negative affection as a source of information (FedorikhindanCole, 2004). 

When consumers feel positive affection towards a brand, they will believe that the 

brand reliable, trustworthy, and they thought it would be willing to give priority to 

the customer’s benefit. Brand affection can change perceptions and user’s belief to 

the brand, reduce the perceived risk, and increase the level of trust towards the 

brand (Lin and Lee, 2012). Based on literature review, we propose the following 

hypothesis: 

H3: Brand affection have a positive effect on brand trust. 

 

Some researchers believe that loyalty programs affect the customer’s trust to 

a brand (Ou et al.,. 2011; Huang and Wonglorsaichon, 2013). In this case, 

customers believe that they can receive a higher economic value, variety of awards 

system, and the chance to win prizes through the implementation of the company's 

loyalty program. Therefore, when customers appreciate a high value to a company's 

loyalty program, they also reflect a higher level of trust towards the brand (Ou et 

al., 2011). Based on literature review, we propose the following hypothesis: 

H4: Loyalty program have a positive effect on brand trust. 

 

Brand is a sign of trust, it can became a symbol of quality and assurance in 

building trust (Bart et al., 2005). The importance of building trust has been shown 

to support long-term relationship between buyers and sellers can trust is consumer 

confidence that he can rely on the seller to provide the promised services (Agustin 

and Singh, 2005). Trust is very important in building a strong relationship between 

consumers and brands, and have a positive relationship on loyalty (Lau and Lee, 

1999; Urban et al., 2000). Research on brand trust has supported that the high level 

of trust towards the brand leads to repurchase intention, brand satisfaction, brand 

commitment, and loyalty (Lau and Lee, 1999; Delgado-Ballester et al., 2000). 

Based on our review of the literature we formulate the following hypothesis: 

H5: Brand trust have positive effect on loyalty. 

3. RESEARCH METHODOLOGY 

The design of this study was empirical study. We collected data via online 

survey among GarudaMiles members. We use non-probability sampling conducted 

by snowball sampling technique. This technique shows the customers criteria of 

Garuda Indonesia Airlines loyalty program (GarudaMiles). Customers who are not 

the members of GarudaMiles could not be the respondents in the study. We 

distribute 189 questionnairs to the members of GarudaMiles, and only 171 

questionnaires are eligible to proceed.  
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Table 1 List of The Respondents 

Demography Frequency Percent 

Gender 

Male 78 45,6% 

Female 93 54,4% 

Age 

21-30 82 48,0% 

31-40 51 29,8% 

41-50 35 20,5% 

>50 3 1,8% 

Income per-month 

<5 Million 46 26,9% 

5 Million- 9 Million 103 60,2% 

10 Million - 15 Million 19 11,1% 

16 Million - 20 Million 3 1,8% 
Source: processed data 2015 

Based on Table 1, it shows that the respondents as the member of 

GarudaMiles are 93 respondents were female and 78 respondents were male, with 

an age range of the most dominant in group between 21-30 years (82 respondents). 

Most respondents are who have income between 5 million to 9 million Rupiah (103 

respondents or 60,2% of the total respondents).  

To test the hypothesis proposed in this study we use Stuctural Equation 

Modeling (SEM) as an analytical technique. Before we perform hypothesis testing, 

we examine the measurement model on the validity and reliability of each 

construct, we use convergent validity and construct reliability technique to perform 

the examination. 

4. RESULTS  

4.1 Validity And Reliability 

To test the validity of each construct, we use convergent validity. Convergent 

validity can be measured through measurement model of CFA, this technique used 

to determine whether each indicator is estimated to be a valid measurement of the 

concepts. Hair et al., (1998: 111) suggested the value of the loading factor that are 

greater + 0,30 fulfilled the minimum level, the value of loading factor + 0:40 is 

considered better, and the loading factor> 0,50 is considered to be significant.  

Based on Table 2, the indicator BT1 and L1 has a loading factor value less 

than 0,40, so that both indicators do not meet the convergent validity as a indicant 

of their latent constructs. Therefore, following the advice of Raghunathan et al., 

(1999) which suggested that if the values of  loading factor under 0,40 then these 

indicators should be excluded from the analysis as well. We perform the CFA test 

after the deletion of the indicator that have loading factor values less than 0,4.  
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Table 2 The Results of Construct Validity Test 

Constructs Indicators Estimate 

Brand Affection 

BA4 <--- BA ,463 

BA3 <--- BA ,723 

BA2 <--- BA ,438 

BA1 <--- BA ,458 

Loyalty Program 

LP4 <--- LP ,735 

LP3 <--- LP ,797 

LP2 <--- LP ,641 

LP1 <--- LP ,649 

Brand Trust 

BT4 <--- BT ,652 

BT3 <--- BT ,570 

BT2 <--- BT ,429 

BT1 <--- BT ,124 

Loyalty 

L4 <--- L ,690 

L3 <--- L ,870 

L2 <--- L ,601 

L1 <--- L ,362 

   Source: processed data 2015 

Table 3 shows that the factor loading value for each indicator of each 

construct is higher than 0.4. It can be concluded that the indicators of each construct 

is valid. We assess construct reliability by measuring the instruments used on 

reliability index (composite reliability) of structural equation modelling. The 

limitation values to assess a level of reliability that is acceptable at least 0.70 (Hair, 

et al., 1998).  

Table 3 The Results of Construct Validity Test 

After The Deletion of Indicator BT1 and L1 

Variabel Indicators Estimate 

Brand Affection 

BA4 <--- BA ,470 

BA3 <--- BA ,718 

BA2 <--- BA ,435 

BA1 <--- BA ,458 

Loyalty Program 

LP4 <--- LP ,731 

LP3 <--- LP ,796 

LP2 <--- LP ,644 

LP1 <--- LP ,651 

Brand Trust 

BT4 <--- BT ,622 

BT3 <--- BT ,629 

BT2 <--- BT ,434 

Loyalty 
L4 <--- L ,672 

L3 <--- L ,918 



The Role of Brand Trust in Determining The Relationship Between Brand Affection and 

Loyalty Programs on Customer Loyalty 

21 
 

Variabel Indicators Estimate 

L2 <--- L ,586 

   Source: processed data 2015 

We use the minimum CR (Construct Reliability) proposed by Ferdinand 

(2002) which suggested that the variable is reliable if it had an alpha reliability 

coefficient of 0.5 or higher. Based on Table 4, it shows that all construct are reliable 

because each latent construct have a reliability coefficient greater than 0.50. 

Table 4 Construct Reliability 

Construct Value 

Brand Affection 0,60187 

Loyalty Program 0,79979 

Brand Trust 0,58320 

Loyalty 0,77657 
   Source: processed data 2015 

4.2 Measurement Model 

 

 
Figure 2 Confirmatory Factor Analysis of Measurement Models 

The results of confirmatory factor analysis of  measurement models in Figure 

2 shows that the value of the measurement criteria of goodness-of-fit look much 

better. RMSEA value of 0.079, GFI=0.895, AGFI=0.845, CMIN/DF=2.064, 

TLI=0.835, and CFI=0,871. The goodness of fit of measurement models indicates 

that all constructs are fit.  

4.3 Structural Equation Modelling 

The results of data processing for the structural model analysis are shown in 

Figure 3.  
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Figure 3 The Results of Structural Equation Modelling 

Table 5 Goodness of Fit Index 

Goodness-of-fit Cut off value Results Declaration 

RMSEA ≤ 0.08 0,079 Good 

GFI ≥ 0.90 0,895 Marginal 

AGFI ≥ 0.90 0, 845 Marginal 

CMIN / DF ≤ 2.00 2,064 Marginal 

TLI ≥ 0.95 0, 835 Marginal 

CFI ≥ 0.95 0, 871 Marginal 
Source: processed data 2015 

Table 5 shows that six index goodness-of-fit index has met the standard cut-

off value that are recommended. The values of RMSEA=0.079 while the 

recommended value of RMSEA is equal to or less than 0.08. Therefore, we 

conclude that the value of goodness-of-fit is good. GFI value obtained at 0.895 

while the value recommended by GFI is equal or higher than 0.90. It indicates that 

the value is marginal because the GFI are closer to the recommended value. AGFI 

value are equal or higher than 0.90. AGFI value as presented in Table 5 are 0.845 

it shows that the value is marginal, because the value closer to the recommended 

value of AGFI. The value of CMIN/DF=2.064 while recommend value for 

CMIN/DF are equal to or higher than 2.00. Because the value of CMIN/DF are 

higher than 2,00 and still be within the tolerance level of the recomended value. 

Based on the value of CMIN/DF in Table 5, the model in this study is still 

acceptable. The recommended value of TLI are  ≥ 0.95 and the value of TLI in this 

study are 0.835. The TLI value is less than 0.95 and still be within the tolerance 

level. It shows that the TLI value is marginal and closer to the recommended TLI. 

The recommended value of CFI are ≥ 0.95 and the value of CFI=0.871. It shows 

that the value is marginal, because the value are closer to the recommended CFI.  

4.4 Hypothesis Testing 

We perform the analysis of the correlation and significance level 

betweenconstruct which indicated by the Probability level (p), Standardize 
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Estimate, and Critical Ratio (C.R.) betweenconstruct. The statistical testing results 

shown in Table 6. 

Table 6 Regression Weight of Structural Equation Modelling 

Construct Estimate S.E. C.R. p 

BT <--- BA ,495 ,240 2,063 ,039 

BT <--- LP -,026 ,111 -,230 ,818 

L <--- BA ,138 ,216 ,640 ,522 

L <--- BT ,274 ,129 2,133 ,033 

L <--- LP ,226 ,095 2,366 ,018 

Source: processed data 2015 

Table 6 shows the Critical Ratio value betweenconstruct Brand Affection 

(BA) and Loyalty (L) are 0.640, Standardize Regression Weight Estimate=0.138 

(p>0,05) it is indicate that Brand Affection (BA) has no significant effect on loyalty 

(H1=Not Supported).   

The Critical Ratio value betweenconstruct Loyalty Program (LP) and Loyalty (L) 

are 2.366, Standardize Regression Weight Estimate=0.226 (p<0,05) it is indicate 

that Loyalty Program (LP)  has a positive and significant effect on loyalty (H2= 

Supported).  

The Critical Ratio value betweenconstruct Brand Affection (BA) and Brand Trust 

(BT) are 2.063, Standardize Regression Weight Estimate=0.495 (p<0,05) it is 

indicate that Brand Affection (BA)  has a positive and significant effect on Brand 

Trust (BT)  (H3= Supported).  

The Critical Ratio value betweenconstruct Loyalty Program (LP) and Brand Trust 

(BT)= -0.230, Standardize Regression Weight Estimate=-0.26 (p>0,05) it is 

indicate that Loyalty Program (LP) has no significant effect on Brand Trust (BT)  

(H4= Not Supported).  

The Critical Ratio value betweenconstruct Brand Trust (BT) and Loyalty (L)= 

2.133, Standardize Regression Weight Estimate=-0.274 (p<0,05) it is indicate that 

Brand Trust (BT) has positive and significant effect on Loyalty (H5= Supported). 

5. DISCUSSION 

1. The effect of brand affection on brand loyalty 

The consumption of services began to be seen as something that involving 

feelings (affection). Feelings or emotions can be determined by customer’s 

experiences of certain services. Brand affection are important, because the 

customer who have a positive affection on brand or support the brand with her 

feelings may to maintain good relationships with the brand rather than the customer 

who had negative affection (Fullerton, 2005). The results in this study shows that 

there is no association between the brand affection and loyalty in the cotext of 

GarudaMiles Members, it means that if the members of GarudaMiles have positive 

or negative affectiion, it will not effect their loyalty towards service provider. Song 
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et al. (2012) confirm that the brand affection has no significant effect in increasing 

loyalty. However, significantly increase the brand trust and then will increase 

significantly on loyalty. There is an indirrect effect of the brand affection to loyalty, 

it is mediated by brand trust. It’s need to be consider that the companies capability 

to build loyalty is not enough just to increase customers' positive affection but will 

need additional triggers such as increasing customer trust.  

2. The effect of loyalty programs on loyalty 

Liu (2007: 20) defines loyalty program as a program that allows consumers 

to accumulate free rewards when they make repeat purchases with the company. 

The results showed that the loyalty program (GarudaMiles) increase the loyalty of 

GarudaMiles members. This finding consistent with Omar et al. (2009) which 

propose that the existing benefits in the loyalty program is a key determinant in 

satisfaction assessment program, and plays an important role in the formation of 

loyalty. Yi and Jeon (2003) states that the loyalty program is a marketing plan 

designed to increase loyalty by providing incentives to customers through 

additional benefits. This finding support the various theories and research results 

that can be concluded that the loyalty program has a positive effect on loyalty of 

GarudaMiles members in Indonesia.  
3. The effect of brand affection on brand trust 

The customers whose feel positive affection towards a brand would believe 

that the current brand are reliable, trustworthy, and would be willing to give priority 

to the customer’s benefit. Brand affection can change the perceptions and 

customer’s trust to the brand as well as reduce the perceived risk and improve the 

level of trust towards the brand (Lin and Lee, 2012). This research support Lin and 

Lee (2012); Chaudhuri and Holbrook (2001) and Song et al. (2012) which conclude 

that the brand affection positively influence brand trust.  

4. The effect of loyalty programs on brand trust 

Basically, customers believe that they can receive a higher economic value, 

the variety of awards, and the chance to win prizes through the implementation of 

the company's loyalty program (Ou et al., 2011). The results of this study showed 

that loyalty programs did not significantly affect the brand trust in the context of 

GarudaMiles’s members. The members of loyalty program tend to be focus on 

loyalty program that give them more benefit rather than increasing their trust in 

brand. This finding consistent with Wright and Sparks (1999) in Liu (2007) which 

suggested that the biggest attraction for customers to participate in a loyalty 

program is the reward program and free benefit program. They do not focus on 

company’s reputation but they intended to get the reward provided by the company 

for each purchase.  
5. The effect of brand trust on loyalty 

Trust is very important in building a strong relationship between consumers 

and brands. It has a positive effect on loyalty (Lau and Lee, 1999; Urban et al., 

2000). The result of this study shows that there is a positive relationship between 

brand trust and loyalty. This study support the research on brand trust that 

suggested that the high level of trust towards the brand leads to customer’s 

repurchase intention, satisfaction, loyalty, and commitment to the brand (Lau and 
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Lee, 1999; Delgado-Ballester et al., 2000; Urban et al., 2000). This finding 

confirmed that if the customer trust on a companies is high it would be necessary 

that they would stay on incumbend service provider. 

6. CONCLUSION 

We conclude that customer loyalty in the airlines industry are determined by 

the willingness of the customer to have positif affection and should be supported 

by customer’s trust on a company. Brand affection has an influence on brand trust. 

The brand affections perceived by Garuda Indonesia customer as feeling good, 

happy, and calm during the flight can build their trust to fly with Garuda Indonesia. 

Although brand affections are important in increasing competitiveness in airlines 

industry, but brand trustworthyness is also an important factor in increasing loyalty. 

Loyalty program directly effect the loyalty, with reward and attractive prizes for 

customers through this loyalty programs Garuda Indonesia would retain and keep 

customers loyal in the future. Loyalty program that has been done should be 

continuously upgraded in accordance with the needs of current customers, so that 

customers will be more interested when collecting Miles. Good communication 

through each account owner GarudaMiles also very important to be maintained. 

Customer perception on brand trust has an influence on customer loyalty, the 

confidence feeling or trust would encourage the willingness to repurchase Garuda 

Indonesia services in the future and build up  more commitment. 
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