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Abstract

This study aims to determine and analyze the role of brand image as a mediating
variable in the influence of brand trust and customer relationship management on
customer loyalty in Pelindo lembar stevedoring services. This type of research is
associative causal. The method used in this study is a census sample. The population
in this study were all customers of Pelindo lembar stevedoring services. The analysis
tool used is SmartPLS version 4. The result of this study establish several key
relationships between brand trust, customer relationship management, brand image,
and customer loyalty. The analysis indicates that both brand trust and effective
customer relationship management are significant, positive determinants of customer
loyalty. These two factors also exert a substantial positive influence on brand image.
Furthermore, the investigation confirmed that a favorable brand image directly and
significantly enhances customer loyalty. When examining indirect influences, the
research identified brand image as a significant mediator for the effect of customer
relationship management on customer loyalty. In contrast, while the connection from
brand trust to customer loyalty through the lens of brand image was positive, this
particular mediating pathway was not found to be statistically significant

Keywords: Brand Trust, Customer Relationship Management, Customer Loyalty,
Brand Image

The Effect of Brand Trust and Customer Relationship ..... B



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE) Vol. 8. No. 3 (2025)
e-ISSN: 2621-606X Page: 15086-15103

INTRODUCTION

Marketing is an important aspect of a company, along with other functions such as
finance, production, and human resources. According to Kotler & Keller (2016), marketing
is a social and managerial process through which individuals and groups obtain what they
want and need by creating, offering, and exchanging valuable products with others.
Furthermore, companies must produce and distribute products and communicate them back
to their target consumers, so that they feel interested and ultimately purchase the product or
service.

Marketing is not merely the act of selling products, but also the art of understanding
and fulfilling customer needs. The primary goal of marketing is to create satisfaction, both
for existing consumers and potential buyers. Therefore, marketing is not a static process, but
rather a dynamic movement that continues to evolve in line with changes in customer desires
and preferences. Businesses that can adapt to trends, innovations, and consumer needs will
have a competitive edge and be able to build long-term customer loyalty.

In the context of the port services industry, marketing has become increasingly
important with the liberalization of the port sector in Indonesia. Since the implementation of
port sector liberalization policies through Law No. 17 of 2008 on Shipping, the stevedoring
industry in Indonesia has undergone significant changes. This regulation opens up
opportunities for private Badan Usaha Pelabuhan (BUP) to get involved in providing port
services, including cargo loading and unloading services. Previously, PT Pelabuhan
Indonesia (Pelindo Lembar), a BUMN had almost complete dominance in this industry.
However, with the entry of private BUPs as competitors, the competitive landscape has
changed drastically, giving customers more flexible, efficient, and competitive service
options.

This phenomenon poses a major challenge for Pelindo Lembar, which previously
enjoyed a de facto monopoly in stevedoring services at Indonesia’s major ports. Now, with
the emergence of private BUPs, customer loyalty toward Pelindo Lembar is being
questioned. Major customers, such as shipping and logistics companies, are beginning to
switch to private service providers offering lower rates and more efficient services. If this
trend continues, Pelindo Lembar risks a significant decline in market share, which could
directly impact the company’s long-term revenue.

Table 1.
Cargo Loading Production Volume 2022-2024
Month Cargo Loading Production (tons)
2022 2023 2024

January 136.843 104.13 73.051
February 91.782 79.571 59.175
March 96.471 112.559 70.761
April 115.253 63.299 60.255
May 77.122 70.307 75.372
June 97.779 50.838 87.921
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July 93.480 111.802 99.589
August 86.428 78.710 87.847
September 113.275 67.096 79.475
October 104.805 109.034 78.170
November 77.754 92.164 89.579
December 118.270 101.378 105.626
Total 1.209.262 1.040.896 966.821

Table 1 shows the volume of cargo production from 2022 to 2024. One indicator that
reflects logistics and economic activity is the volume of cargo production carried out through
ports or other modes of transportation. Based on the data in the table above, there is a
downward trend in the volume of cargo production from 2022 to 2024. In 2022, the total
cargo production was recorded at 1,209,262 tons, then decreased to 1,040,896 tons in 2023,
and further decreased to 966,821 tons in 2024.

This decline is quite significant, especially in the early months of the year such as
January and February, where the freight volume in 2024 is much lower than in previous
years. This decline not only reflects a decrease in logistics activity but may also imply a
decline in customer confidence and satisfaction with freight services. In the logistics industry,
smooth and timely delivery is a key factor in determining customer loyalty. If there are
delays, distribution disruptions, or inconsistencies in the volume of goods shipped, customer
satisfaction will decline, potentially causing customers to switch to other service providers
that are considered more reliable. This could be one of the factors why the volume of cargo
has declined from year to year.

This decline may also indicate that customer loyalty to existing logistics services is
beginning to weaken, especially if it is not accompanied by improvements in service quality,
communication, and delivery speed. In this context, maintaining customer loyalty becomes
a challenge that requires a strategic approach, such as improving operational efficiency,
utilizing technology, and providing customer-oriented services.

REVIEW OF LITERATURE

Customer loyalty is closely linked to a company’s long-term orientation Customer
loyalty is a crucial concept in the business world, referring to an individual’s commitment to
making repeat purchases of a product, even amid changing marketing conditions (Kotler &
Keller, 2018).

Loyal customers are not merely loyal users of a brand but can also become brand
ambassadors who voluntarily recommend products or services they trust. Strong customer
loyalty makes them more resistant to competitors’ marketing strategies, enabling companies
to maintain their market share more stably. In fact, satisfied customers often engage in zero-
budget marketing by sharing their positive experiences with others without realizing it.
Kotler & Keller (2018) explain that brand trust is a brand’s ability to consistently meet
customer needs. According to Widyananda & Seminari (2022), brand trust arises from
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consumers’ expectations of the positive outcomes promised by the brand, including feelings
of safety and reliability during interactions with the service provider. This is particularly
relevant in the cargo handling industry, where cargo handling and logistics require a high
level of trust due to the potential risks involved.

Akoglu & Ozbek (2021) found that brands with high levels of trust tend to create
greater loyalty among consumers. This means that the higher the trust customers have in a
brand, the more likely they are to continue choosing and relying on its products or services.
Brand trust, as a key element in the relationship between consumers and brands, can
significantly influence customer loyalty. Previous research has investigated how brand trust
influences customer loyalty but has yielded inconsistent results. Some studies have shown a
significant influence (Al Satria & Firmansyah, 2024; Izzah et al., 2022; Madeline & O.
Sihombing, 2019), while others have shown no significant influence on customer loyalty
(Cantona, 2021). According to (Tjiptono, 2007, p. 354), the core of every loyalty promotion
program lies in the effort to build long-term relationships with customers. A similar view is
expressed by Hidayah & Nugroho (2023, p. 41), who states that relationship marketing is a
marketing strategy focused on customers to enhance long-term company growth and
maximize customer satisfaction. Satisfied customers can be a valuable asset for a company,
and if handled and served well, they will generate revenue and support the company’s long-
term growth. One strategy to achieve customer loyalty is to build good relationships with
customers, known as relationship marketing.

The implementation of Customer Relationship Management (CRM) is crucial for
improving customer satisfaction and operational efficiency (Syahrianda, 2025). In the
context of stevedoring services, where competition is fierce and services are often considered
homogeneous, the use of CRM can help companies build better relationships with customers,
enhance the customer experience, and ultimately strengthen their loyalty (Yolanda & Keni,
2022). By employing effective CRM strategies, companies can better understand customer
needs and preferences, enabling them to tailor their offerings and enhance customer
satisfaction (Mujiburrahman, 2021). However, similar to brand trust, the influence of
customer relationship management on customer loyalty also shows inconsistent results.
Some studies indicate a significant influence (Salamena & Emanuel, 2024; D. N. P. Siregar
et al., 2020). Others show no significant influence (Choirulloh et al., 2018).

In the midst of increasingly intense industry competition, the similarity of service
characteristics among competitors poses a unique challenge. Companies without a strong
brand image are more vulnerable to being imitated by competitors, which can ultimately
erode customer loyalty. The cultivation and preservation of a favorable brand image is a
fundamental component of a company’s long-term viability, extending its significance far
beyond a conventional marketing initiative. A brand’s image can be understood as the
aggregate of consumer perceptions and beliefs associated with it (Kotler & Keller, 2018).
According to research by Hermawati (2024), a well-regarded brand image can substantially
influence consumer preference, prompting them to select a company’s offerings over those
of its rivals. This highlights the pivotal function of brand image in establishing credibility
and a solid reputation. Furthermore, brand image serves as a critical intermediary that
connects brand trust and customer relationship management (CRM) with the ultimate
objective of customer loyalty. This dynamic is especially pronounced within service-oriented
industries, such as the cargo handling operations provided by Pelindo Lembar. When
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customers trust a brand, they tend to engage deeply with it, thereby fostering a positive brand
image. This relationship is important in the context of Pelindo Lembar, where service quality
and reliability are paramount. Customers tend to show loyalty toward brands they trust, and
part of this loyalty is directly correlated with how positively they perceive the brand image
(Lee-Kelley et al., 2003; Sayani, 2015). Similarly, research by Rudzewicz & Strychalska-
Rudzewicz, (2021) shows that there is a significant positive relationship between brand trust
and customer loyalty, where brand image also contributes to building that trust.

The brand image serves as a representation of how consumers perceive a brand based
on their experiences, interactions, and communication with the brand. When companies
effectively manage their customer relationships through CRM, this engagement has the
potential to positively influence brand image, as satisfied customers tend to associate positive
attributes with the brand itself. CRM initiatives focused on understanding and anticipating
customer needs are crucial for fostering this beneficial brand image (Haryandika & Santra,
2021).

RESEARCH METHOD

This study uses a quantitative approach, which is research that measures and analyzes
data by applying statistical calculations. According to (Hair, 2009), quantitative research is
designed to investigate specific populations and samples with the aim of testing
predetermined hypotheses. The type of quantitative research applied in this study is causal
research, which aims to analyze the cause-and-effect relationship and the correlation between
independent and dependent variables. In addition, this research also includes moderating
variables that play a role in influencing the relationship between the two variables (Malhotra,
2009). This study aims to explain the causal relationship between the influence of brand trust
and customer relationship management as influencing variables (exogenous variables) on
customer loyalty (endogenous variable), with the brand image as a mediating variable. This
study utilized a quantitative approach, employing a component-based Structural Equation
Model with Partial Least Squares (SEM-PLS) to analyze the data. The analysis was
conducted using SmartPLS software, a tool specifically designed for this variance-based
statistical method. Regarding the sample selection, the research involved a population of
fewer than one hundred individuals. In such cases, established research principles suggest
that surveying the entire population is preferable to sampling. Consequently, a census method
was adopted, incorporating all 31 members of the population as respondents in this study.
This approach eliminates sampling error and provides a complete representation of the
population’s characteristics. In other words, the sampling method used is a census. According
to Sugiyono (2018, p. 86) census sampling is a technique for determining a sample where all
members of the population are used as the sample.

Research Hypothesis

This study aims to analyze the influence of Brand Trust and Customer Relationship
Management on Customer Loyalty, both directly and indirectly through Brand Image as a
mediating variable. Based on the review of the literature and previous research, the
hypotheses proposed in this study are as follows:

o H1: Brand Trust has a positive and significant effect on Customer Loyalty.
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o H2: Customer Relationship Management has a positive and significant effect on
Customer Loyalty.

e H3: Brand Trust has a positive and significant effect on Brand Image.

o H4: Customer Relationship Management has a positive and significant effect on Brand
Image.

o HS5: Brand Image has a positive and significant effect on Customer Loyalty.

e Hé: Brand Image mediates the effect of Brand Trust on Customer Loyalty.

e H7: Brand Image mediates the effect of Customer Relationship Management on
Customer Loyalty.

Research Model

This research model describes the relationship between the exogenous variables
(Brand Trust and Customer Relationship Management), the mediating variable (Brand
Image), and the endogenous variable (Customer Loyalty). The proposed model can be
illustrated as follows:

Figure 1.
Research Model
The model illustrates that Brand Trust (X1) and Customer Relationship Management
(X2) are hypothesized to have a direct influence on Customer Loyalty (Y), as well as an
indirect influence that is channeled through Brand Image (Z) as a mediator. This model will
be tested using the Structural Equation Modeling-Partial Least Squares (SEM-PLS) approach
to analyze the direct, indirect, and mediating effects between the variables.

RESULTS AND DISCUSSION
Descriptive Analysis
Brand Trust

Brand trust is consumers’ belief that a brand will deliver positive results and meet
their expectations (Delgado, 2005). This means that the higher the trust customers have in a
brand, the more likely they are to continue choosing and relying on that brand’s products or
services. Brand trust in this study is measured using four indicators: trust, reliance on the
brand, brand honesty, and brand security. Table 2 shows that the brand trust variable consists
of 8 statements which indicate a very trusting category overall with an average of 6.28.
Among the four indicators, the brand honesty indicator has the highest average value.
Specifically, statement X1.5, which reads, “I feel that Pelindo Lembar has always been
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transparent in providing information about stevedoring services,” received the highest score
of 6.45. This indicates that respondents perceive Pelindo Lembar’s stevedoring services as
having integrity, as transparency is a tangible manifestation of honesty and business ethics
Table 2.
Descriptive statistics Variable Brand Trust
Code Statement Mean  Criteria
Trust
X1.1 I believe that Pelindo Lembar’s stevedoring 6,26 Highly Trust
services always provide services that meet
customer expectations.
X1.2 I believe that Pelindo Lembar is highly 6,29 Highly Trust
committed to providing quality services
Relying on Brands
X1.3 I always rely on Pelindo Lembar for 6,19 Highly Trust
stevedoring services because of its reliable
service.
X1.4 I am confident that Pelindo Lembar can 6,29 Highly Trust
handle every stevedoring ~ process
professionally.
Honest Brands
X1.5 [ feel that Pelindo Lembar has always been 6,45 Highly Trust
transparent in providing information about
stevedoring services.
X1.6 I feel that Pelindo Lembar has high integrity 6,26 Highly Trust
in every service they provide.
Brand Safety
X1.7 I feel safe when using Pelindo Lembar’s 6,26 Highly Trust
stevedoring services.
X1.8 I am confident that Pelindo Lembar always 6,23 Highly Trust
prioritizes safety in all of its stevedoring
services.
Mean 6,28 Highly Trust
Source: Primary data processed, 2025 (Appendix)
Customer Relationship Management (CRM)

Customer Relationship Management (CRM) centers on the deliberate cultivation and
oversight of interactions with clientele. Customer Relationship Management in this study
was measured using four indicators, namely technology, people, processes, and knowledge
and understanding. Based on Table 3, it shows that the customer relationship management
variable, consisting of 8 statement items, shows a very high category overall with an average
of 6.30. Among the four indicators, the knowledge and understanding indicator has the
highest average value. Specifically, statement X2.8, which reads, “I believe that Pelindo
Lembar continues to improve its services based on customer experience and feedback,”
received the highest score of 6.61.
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Table 3.
Descriptive Statistics of Customer Relationship Management Variables
Code Statement Mean  Criteria
Technology

X2.1 Pelindo Lembar uses technology that makes 6,26 Very High
it easier for customers to access stevedoring
services.

X2.2 The technology used by Pelindo Lembar 6,32 Very High
enables fast and effective communication
with customers.

People

X2.3 Pelindo Lembar staff are highly skilled in 6,19 Very High
handling customer needs

X2.4 I feel that the Pelindo Lembar customer 6,26 Very High
service team is always friendly and
responsive to customer complaints.

Process

X2.5 Pelindo Lembar has clear procedures for 6,23 Very High
handling customer complaints or requests.

X2.6 I feel that Pelindo Lembar provides a 6,23 Very High
comfortable and efficient interaction
experience in stevedoring services.

Knowledge and Understanding

X2.7 Pelindo Lembar understands my needs as a 6,26 Very High
customer and always offers suitable
solutions.

X2.8 I believe that Pelindo Lembar continues to 6,61 Very High
improve its services based on customer
feedback and experiences.

Mean 6,30 Very High

Source: Primary data processed, 2025 (Appendix)

Brand Image

A brand’s image is fundamentally the embodiment of consumer perceptions and
beliefs about it. Within the framework of this research, brand image is evaluated using three
specific metrics: its relative strength, its distinctiveness, and its perceived superiority. Based
on Table 4, it shows that the brand image variable consists of six statements which indicate
an overall excellent category with an average of 6.19. Among the three indicators, the
superiority indicator has the highest average value. Specifically, statement Z.4, which reads,
“I feel that the Pelindo Lembar customer service team is always friendly and responsive to
customer complaints,” received the highest score of 6.61.
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Table 4.
Descriptive Statistics of Brand Image Variable
Code Statement Mean  Criteria
Strength
Z.1  Pelindo Lembar uses technology that makes 6,13 Good
it easier for customers to access stevedoring
services.
7.2  The technology used by Pelindo Lembar 6,19 Very Good

enables fast and effective communication
with customers.

Uniqueness

7.3

Pelindo Lembar staff are highly skilled in 6,10 Good
handling customer needs

7.4 1 feel that the Pelindo Lembar customer 6,29 Very Good
service team is always friendly and
responsive to customer complaints.

Superiority

Z.5 Pelindo Lembar has clear procedures for 6,19 Very Good
handling customer complaints or requests

7.6 1 feel that Pelindo Lembar provides a 6,26 Very Good
comfortable and efficient interaction
experience in stevedoring services

Mean 6,19 Very Good

Source: Primary data processed, 2025 (Appendix)
Customer Rotalty

Customer loyalty is the tendency to make repeated purchases intentionally. Customer
loyalty in this study is measured using four indicators: making repeated purchases,
purchasing across product lines and services, referring others, and demonstrating resistance
to competitors’ attractions. Based on Table 5, it shows that the customer loyalty variable
consists of 8 statements, indicating a very loyal category overall with an average of 6.32.
Among the four indicators, the indicator of repeatedly making repeat purchases has the
highest average value. Specifically, statement Y.3, which reads, “I often use more than one
type of service provided by Pelindo Lembar,” received the highest score of 6.42

Table S.
Descriptive Statistics of Customer Loyalty Variable

Code

Statement Mean Criteria

Repeated repurchases

Y.1

Y.2

I always use Pelindo Lembar’s stevedoring 6,39 Very Loyal
services whenever I need loading and

unloading services.

I plan to continue using Pelindo Lembar’s 6,35 Very Loyal
stevedoring services for a long time.

Purchases across product and service lines

Y.3

I often use more than one type of service 6,42 Very Loyal
provided by Pelindo Lembar.
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Y4 I not only use Pelindo Lembar’s main 6,29 Very Loyal
services but am also interested in the
additional services offered.

Referrals to others

Y.5 I often share my positive experiences with 6,26 Very Loyal
Pelindo Lembar’s stevedoring services with
others

Y.6 I would recommend Pelindo Lembar to 6,23 Very Loyal
friends or colleagues who need loading and
unloading services.

Resistance to pull from competitors

Y.7 1 feel that the services provided by Pelindo 6,32 Very Loyal
Lembar already meet my needs, so there is no
need to look for alternatives.

Y.8 I am not tempted to switch to another 6,29 Very Loyal
stevedoring service provider because I am
satisfied with Pelindo Lembar.

Mean 6,32 Very Loyal

Source: Primary data processed, 2025 (Appendix)

Structural Model Analysis (SEM-PLS)

The approach used in analyzing this study was the Structural Equation Model Partial
Least Square (SEM-PLS) using SMART PLS software. The evaluation of the measurement
model and structural model is presented below.

Measurement Model Evaluation (Outer Model)

The Convergent Validity: This was confirmed as all indicators had outer loadings values
above the recommended threshold of 0.5. Furthermore, the Average Variance Extracted
(AVE) for every construct was higher than 0.50, specifically: Brand Trust (0.644), Customer
Relationship Management (0.566), Brand Image (0.597), and Customer Loyalty (0.578).
Discriminant Validity: The analysis of cross-loadings showed that the correlation of each
indicator with its own variable was higher than its correlation with other variables. This
confirms that each latent construct is distinct and measures a unique concept.

Internal Consistency Reliability: All constructs demonstrated strong reliability, with
Composite Reliability and Cronbach's Alpha values exceeding the common benchmark of
0.7.

Structural Model Evaluation (Inner Model)

Based on Table 9, the R-Square for brand image is 0.764, which signifies that brand
image accounts for 76.4% of the variance explained by Brand Trust and Customer
Relationship Management. The R-Square for Customer Loyalty is 0.915, which indicates that
brand trust and customer relationship management constructs can explain 91.5% of the
customer loyalty construct.

Table 6.
QOuter Value Results R-Square
R Square R Square Adjusted
Brand Image (Z) 0.764 0.747
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Customer Loyalty (Y) 0.915 0.906

Hypothesis Testing
The results of the hypothesis testing are presented in the table below. A hypothesis is
supported if the T-Statistic is greater than 1.96 and the P-Value is less than 0.05

Hypotesis Variables Original T- P- Result
Sample Value Statistics Value

H1 Brand Trust — Customer 0.254 2.665 0.008  Accepted
Loyalty

H2 CRM —  Customer 0.482 3.970 0.000  Accepted
Loyalty

H3 Brand Trust — Brand 0.354 2.628 0.009  Accepted
Image

H4 CRM — Brand Image 0.625 4.866 0.000  Accepted

HS Brand Image — 0.326 2.236 0.025  Accepted
Customer Loyalty

Hé6 Brand Trust — Brand 0.115 1.336 0.181  Rejected
Image —  Customer
Loyalty

H7 CRM — Brand Image — 0.204 2.325 0.020  Accepted
Customer Loyalty

The Influence of Brand Trust on Customer Loyalty

The results of the study indicate that brand trust has a positive and significant effect
on customer loyalty, meaning that the higher the brand trust, the stronger the customer loyalty
of Pelindo Lembar stevedoring services customers. Akoglu & Ozbek (2021) also found that
the level of brand trust has a significant influence on creating loyalty among consumers.
Febriani et al., (2022) emphasize that brand trust significantly contributes to customer
loyalty, where consumers who trust a brand will feel more satisfied and continue using the
product or service. Additionally, research by Nilashi et al., (2023) supports this finding by
showing that brand trust plays a crucial role in building customer loyalty, both in the context
of local and international products. Overall, these studies reinforce the position of brand trust
as a key factor in enhancing customer commitment and loyalty toward a brand.

Based on the results of descriptive statistical analysis of the brand trust variable, it
shows that the indicator with the highest value is “honest brand,” which has the highest
average value compared to other indicators. This indicates that consumers’ perceptions of
Pelindo Lembar’s brand honesty are the main foundation in forming their trust in the
stevedoring services provided. Additionally, customer loyalty is also reflected in the
frequency of service use by respondents, with the majority of respondents having used
Pelindo Lembar’s services more than eight times. The high intensity of use further supports
the evidence that high brand trust drives customer loyalty in the context of Pelindo Lembar’s
stevedoring services.

Therefore, brand trust in stevedoring services not only influences repeat purchase
decisions but also builds an emotional connection between customers and service providers.
This can enhance customer lifetime value, strengthen positive word-of-mouth, and
differentiate Pelindo Lembar from competitors in the port services industry.
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Thus, the results of this study empirically prove that brand trust is not only important in
forming positive consumer perceptions but also effectively increases customer loyalty in the
use of Pelindo Lembar services. Trust is the primary capital that drives sustainable loyalty
and competitive advantage in the stevedoring services sector.

The Influence of Customer Relationship Management on Customer Loyalty

The study’s findings reveal a significant, positive correlation between the
management of customer relationships and the loyalty of clients utilizing Pelindo Lembar’s
stevedoring services. The research demonstrates that enhanced efforts in customer
relationship management are a key determinant in fostering stronger allegiance from the
company’s clientele (Alsabri et al., 2022). According to Munandar et al., (2022, p. 184),
CRM is viewed as a relationship-based strategy, where companies actively manage
interactions and long-term relationships with customers. In practice, CRM is not merely a
tool for recording transactions but has evolved into an integral strategy for creating positive
and memorable customer experiences.

Furthermore, Hayati et al., (2020) state that the implementation of CRM enables

companies to build a customer-oriented culture, improve both internal and external
communication channels and strengthen interactions. Kehinde et al., (2024) add that CRM
encourages personalized communication, ensuring that each customer receives relevant,
accurate, and timely information, thereby strengthening customer trust and engagement with
the company. Previous studies have consistently found that CRM has a positive and
significant impact on customer loyalty across various sectors (Mazic et al., 2024;
Prestasyawati et al., 2021; Salamena & Emanuel, 2024). In other words, success in managing
customer relationships can directly strengthen loyalty, reduce customer churn, and enhance
long-term business growth.
Based on the results of descriptive statistical analysis of the customer relationship
management variables, it was found that the “knowledge and understanding” indicator had
the highest average value among the other indicators. This indicates that the aspect of deeply
understanding customer needs and characteristics is a dominant factor in building strong
relationships. With a better understanding of customers, Pelindo Lembar is able to provide
more personalized, responsive, and customer-centric services, thereby further strengthening
customer loyalty toward the stevedoring services they offer.

By adopting CRM principles, Pelindo Lembar strives to create a customer-centric
corporate culture, improving communication channels both internally (between operational
departments) and externally (with service users). Using the CRM system, Pelindo Lembar
can effectively manage customer data, provide faster, more personalized, and more accurate
services, and proactively address issues or complaints.

The Influence of Brand Trust on Brand Image

The results of the study indicate that brand trust has a positive and significant effect
on brand image, meaning that the higher the brand trust, the stronger the brand image of
Pelindo Lembar’s stevedoring services. According to (Kotler & Keller, 2018), brand trust is
a brand’s ability to consistently meet the needs and expectations of its customers. A number
of previous studies have revealed that brand image and brand trust are closely related. A
brand that can build trust among its consumers tends to develop a positive and strong brand
image (Lee-Kelley et al., 2003; Sayani, 2015). In the case of Pelindo Lembar, customer trust
is reflected in their experiences with the timeliness of loading and unloading, cargo safety,
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and service responsiveness. The relationship between brand trust and brand image is also
crucial because, in the port industry, reputation is the primary asset. Customers such as
exporters, importers, or logistics companies choose stevedoring partners not only based on
price but more on trust in service quality and the company’s image within the industry.
Thus, the results of this study not only emphasize the importance of brand trust in building
brand image but also show that in the stevedoring services sector, operational success such
as efficiency, safety, and excellent customer service, directly strengthens the company’s
brand image. Pelindo Lembar, through this approach, has been able to increase customer
loyalty while expanding its brand influence in the port industry.

The Influence of Customer Relationship Management on Brand Image

The results of the study indicate that customer relationship management has a positive
and significant effect on brand image, meaning that the higher the customer relationship
management, the stronger the brand image of Pelindo Lembar’s stevedoring services.
Customer Relationship Management (CRM) is a business approach that focuses primarily on
managing long-term relationships with customers (Alsabri et al., 2022). In the modern
business world, including in the port services industry such as stevedoring, CRM has become
a strategy that is not only important but also strategic in strengthening customer loyalty and
building a positive brand image. In the context of Pelindo Lembar as a stevedoring service
provider, effective CRM practices go beyond basic service delivery. This includes the ability
to understand the specific needs of each customer, from cargo type, and loading and
unloading priorities, to additional service requests.

For stevedoring services like those managed by Pelindo Lembar, CRM serves as a key
tool for building a brand image as a reliable, responsive, and customer-centric company. The
more frequently customers experience fast, safe, and tailored service, the greater the trust that
grows toward the Pelindo Lembar brand. This trust then evolves into loyalty, where
customers not only return to use Pelindo Lembar’s services but also recommend them to
other business partners.

The Influence of Brand Image on Customer Loyalty

The results of the study indicate that brand image has a positive and significant effect
on customer loyalty, meaning that the higher the brand image, the stronger the customer
loyalty to Pelindo Lembar’s stevedoring services. According to (Keller, 2013), brand image
is a collection of associations formed in the minds of customers about a brand. In the context
of Pelindo Lembar, brand image is not only built on the company’s reputation but also on
customers’ actual experiences when using their stevedoring services, such as the accuracy of
loading and unloading, cargo safety, customer service, and professionalism of the workforce.
Various studies have proven that brand image plays a crucial role in building customer
loyalty. A study by (Cantona, 2021) shows that a strong brand image in the fuel sector can
increase customer loyalty. Similarly, (Jastine, 2021) found that a positive brand image
strengthens customer loyalty toward local coffee brands. Both studies emphasize one
important point: a positive brand image encourages consumers to continue choosing and
trusting the brand in the long term.

In the context of Pelindo Lembar’s stevedoring services, a strong brand image as a
provider of fast, safe, and reliable loading and unloading services will strengthen customer
loyalty. Customers such as export-import companies, shipping lines, or logistics supply
chains will feel more confident in continuing to use Pelindo Lembar’s services because they
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trust the reputation and quality of the services offered. Furthermore, the findings of (Ghofur
& Supriyono, 2021) which state that consumers prefer brands with a positive image, are
relevant to the reality of the stevedoring industry. Customers tend to stay with service
providers that they consider to have a good service track record.

The Influence of Brand Trust on Customer Loyalty with Brand Image as a Mediating
Variable

The analysis of the indirect relationship reveals that brand image does not function as
a significant intermediary between brand trust and customer loyalty. The findings indicate
that while brand trust does exert a positive indirect influence on customer loyalty through
brand image, this effect is not statistically robust. In essence, the research demonstrates that
within this specific context, a customer's perception of the brand is an ineffectual conduit for
translating their trust into genuine loyalty.

This could occur for several reasons. First, customers who already trust the Pelindo brand
may feel loyal without giving much consideration to the brand image in their minds.
Stevedoring services are typically business-to-business (B2B) relationships, not direct-to-
consumer. In a B2B model, rational considerations such as price, service speed, efficiency,
and reliability are more dominant than emotional factors like brand image perception. As a
result, even though brand trust exists, brand image is not a key factor in loyalty decisions.
Third, it could also be due to the current level of Pelindo Lembar’s brand image, which still
needs to be strengthened to effectively serve as a bridge in reinforcing the influence of brand
trust on loyalty. In other words, while brand trust does encourage customers to be loyal, brand
image in this case has not yet been sufficiently successful in strengthening that relationship.
The Influence of Customer Relationship Management on Customer Loyalty with Brand
Image as a Mediating Variable

The analysis of the indirect relationship reveals that customer relationship
management positively and significantly influences customer loyalty when mediated by
brand image. This indicates that the impact of customer relationship management on
customer loyalty is not solely direct; it is also channeled through an initial enhancement of
the company's brand image. Consequently, these findings corroborate the second hypothesis,
underscoring the pivotal role of customer relationship management in cultivating loyalty
towards the stevedoring services offered by Pelindo Lembar.

Previous research has shown that customers who are involved in strong relationships
with brands tend to exhibit higher loyalty (Hayati et al., 2020; D. N. P. Siregar et al., 2020).
Effective CRM does not only involve occasional transactions or communication but focuses
on creating positive, consistent, and personalized customer experiences. With this approach,
customers feel valued, heard, and served according to their specific needs, which ultimately
increases satisfaction and deepens emotional attachment to the brand. In line with the
findings of (Salamena & Emanuel, 2024), the implementation of effective CRM will improve
the quality of interactions and services, contributing to the formation of stronger customer
loyalty.

Furthermore, brand image plays an important mediating role in this relationship. As
stated by (Wardani, 2022), a positive brand image is formed from a series of satisfying
customer experiences, which not only increase trust levels but also strengthen the emotional
connection between customers and the brand. In the context of Pelindo Lembar, the success
of CRM in creating a professional, reliable, and customer-centric brand image can strengthen
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customer loyalty to the stevedoring services offered. Customers who have a positive
perception of Pelindo Lembar’s brand image are more likely to demonstrate long-term
commitment, make repeat purchases, and recommend Pelindo Lembar’s services to others.
Thus, the integration of effective CRM strategies and efforts to build a strong brand image is
a strategic key to maintaining and enhancing customer loyalty in the competitive port services
industry.

CONCLUSION

This study examines the influence of brand trust and customer relationship
management on client loyalty for Pelindo Lembar's stevedoring services. It further
investigates the mediating effect of brand image within this relationship. The statistical
results detailed in the preceding chapter support the following conclusions: (a) Brand trust
has a positive and significant effect on customer loyalty, meaning that the more positive and
higher the brand trust, the stronger the customer loyalty to Pelindo Lembar stevedoring
services. (b) Customer relationship management has a positive and significant influence on
customer loyalty, meaning that the more positive and higher the customer relationship
management, the stronger the customer loyalty to Pelindo Lembar’s stevedoring services. (c)
Brand trust has a positive and significant influence on brand image, meaning that the more
positive and higher the brand trust, the stronger the brand image of Pelindo Lembar’s
stevedoring services. (d) Customer relationship management has been proven to have a
positive and significant influence on brand image, meaning that the more positive and higher
the customer relationship management, the stronger the brand image of Pelindo Lembar’s
stevedoring services. (¢) Brand image has been proven to have a positive and significant
influence on customer loyalty, meaning that the more positive and higher the brand image,
the stronger the customer loyalty to Pelindo Lembar’s stevedoring services. (f) Brand image
has a non-significant mediating effect on the relationship between brand trust and customer
loyalty. The brand image acts as a mediating variable that has a positive but non-significant
influence on the relationship between brand trust and customer loyalty. (g) Brand image has
a significant mediating effect on the relationship between customer relationship management
and customer loyalty. The brand image acts as a mediating variable that has a strong indirect
influence on the relationship between customer relationship management and customer
loyalty.
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