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The purpose of this study was to analyze the 

effect of brand awareness and brand trust on 

brand loyalty through customer satisfaction on 

bottled drinking water for the Aqua brand. This 

research method is quantitative research with 

the analysis technique used is path analysis.  

The sample used was random sampling with 

100 respondents. The result of this study is that 

brand trust affects customer satisfaction. 

Meanwhile, brand awareness has no effect on 

customer satisfaction. Brand awareness affects 

brand loyalty while brand trust and customer 

satisfaction have no effect on brand loyalty. 

Brand trust affects brand loyalty through 

customer satisfaction, while brand awareness 

has no effect on brand loyalty through customer 

satisfaction.  
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INTRODUCTION  
The large demand for mineral water products has resulted in many 

companies creating bottled drinking water products (AMDK), especially 
mineral water. People believe that bottled mineral water is cleaner than water 
that is cooked first. This is because companies produce quality mineral water 
and cleanliness by having special sophisticated tools in producing mineral 
water. 

Table 1 Top Brand Index of 

Source: mordorintelligence.com 
 
 
 
 
 
 
 

 
Based on the Indonesian bottled drinking water market data graph 

above, the percentage of the bottled drinking water market in Indonesia has 
always increased every year. In 2017 it was 87.54%, in 2018 it was 87.75%, in 
2019 it was 89.27%, in 2020 it was 90.21%, and in 2021 it was 90.78%. The 
highest increase was in 2019 by 1.52%. 

Increased expenditure on drinking water due to lack of availability of 
safe drinking water. Lack of access to clean water sources is a major risk factor 
for many infectious diseases, including cholera, diarrhea, dysentery, hepatitis 
A, typhoid and polio. Most urban dwellers in Indonesia are concerned about 
the quality of tap water, especially in terms of taste and consistency. This has 
resulted in a growing demand for bottled drinking water in Indonesia 

 
Table 2 Top Brand Index of 

Source: topbrand-award.com 

 
 
 
 
 
 
 

Based on table 1.1 Top Brand Index of the Packaged Drinking Water 
(AMDK) category above, it explains the percentage of various mineral water 
brands consisting of Aqua, Le minerale, Club, Cleo and Ades. Based on this top 
brand index table, the Aqua brand has been ranked first for the last five years. 
The Aqua brand has been the brand with the highest level of success and 
popularity for 5 years from 2019 to 2023 with a percentage in 2019 of 61%, 2020 
of 61.5%, 2021 of 62.5%, 2022 of 57.20% and 2023 of 55.1%. The percentage of the 
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Aqua brand does not always increase, as in 2022 it decreased by 5.2% and in 
2023 it decreased by 2.1%, so it can be concluded that Aqua products currently 
need evaluation in increasing the number of consumers, even though for the 
last five years it has always been ranked first in the bottled drinking water 
(AMDK) category. This is also considering that there are also many other brand 
competitors that are no less good quality than the Aqua brand. 

Based on the explanation above, brand awareness and brand trust are 
important factors to determine brand loyalty. So the researcher is interested in 
conducting research with the title "The Effect of Brand Awareness and Brand 
Trust on Brand Loyalty through Customer Satisfaction as an Intervening 
Variable (Case Study on Aqua Drinking Water Consumers in Surabaya). 

 
THEORETICAL REVIEW 
Brand Awareness 

Brand Awareness describes the extent to which the level of consumer 
memory of a product brand (Kinnear and Taylor, 2006 in Samsudin 2023). 
Brand awareness is consumer awareness of a product or service brand as a 
consideration for choosing a product or service 

 
Brand Trust 

Brand trust, according to Suryani et al (2019), is a sense of security that a 
consumer has through his interaction with a brand based on consumer 
perceptions that the brand can be trusted and is responsible for the interests 
and welfare of consumers 

 
Customer Satisfaction 

 Consumer satisfaction is the level of feeling that consumers have when 
receiving a product or service provided and comparing the performance of the 
product or service they receive with their expectations increase. Customer 
satisfaction depends on consumer perceptions, wants and needs 

 
Brand Loyalty 

Brand loyalty perceives buying a good or service repeatedly as a strong 
and consistent commitment to buying that good or service (Oliver & Rust, 1997 
in Putra & Keni, 2020) 
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Conceptual Framework 
  
 
 
 
 
 
 
 
 
 
 

Figure 1. Conceptual Framework 
 
Hypothesis 
H1: Brand awareness has a significant effect on customer satisfaction  
H2: Brand trust has a significant effect on customer satisfaction  
H3: Brand awareness has a significant effect on brand loyalty  
H4: Brand trust has a significant effect on brand loyalty  
H5: Customer satisfaction has a significant effect on brand loyalty  
H6: Brand awareness has a significant effect on brand loyalty through customer 
satisfaction as an intervening variable  
H7: Brand trust has a significant effect on brand loyalty through customer 
satisfaction as an intervening variable  
 
METHODOLOGY   

The purpose of this study was to analyze the effect of brand awareness 
and brand trust on brand loyalty through customer satisfaction as an 
intervening variable in bottled drinking water for the Aqua brand in Surabaya. 
The research method used in this research is quantitative research. The 
sampling technique used simple random sampling and obtained a sample size 
of 100 respondents.   
 
RESULTS 
Based on several tests that have been carried out in research, the following 
results were obtained. 
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Validity Test 
 Table 3 Validity test result 

Source: Processed by researchers 

        

Based on the table above, it shows that the results of validity testing on 
indicators of all variables have valid information, which is due to the 
correlation value ≥ than 𝑟𝑡𝑎𝑏𝑙e of 0.195 so that all of them are valid. 
 
Reliability Test 

Table 4 Reliability test result 

Source: Processed by researchers 
 
 
 
 
 
 
 

Based on the table above, it can be concluded that the calculated 
Cronbach's alpha value on all research variables is greater than the minimum 
Cronbach's alpha of 0.60. Therefore, it can be said that the measuring 
instrument in the form of a questionnaire in this study is reliable so that it can 
be used for further analysis. 
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Test Classical Assumptions 
In the classical assumption test consists of several tests, including the 

following. 
 

1) Normality Test 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Based on the table abo ve, it can be explained that the Kolmogorov 
Smirnov test results prove that the residual values follow the normal 
distribution because Asymp. Sig (2-tailed) = 0.08 > 0.05 

 
2) Heteroscedasticity Test 

 
 
 
 
 
 
 
 
 
 

 
 
 
 

Figure 2 Heteroscedasticity test result diagram 
Source: Processed by researchers 

 

Based on the picture above, it can be concluded that the results of the 
heteroscedasticity test, produce an image that does not have a clear pattern, and 
the points spread above and below 0 on the Y axis, so there is no 
heteroscedasticity.  
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3) Multicollinearity Test 
 

Table 5 Multicollinearity test result 

Source: Processed by researchers 
 
 
 
 
 
 
 

Based on the table above, it can be seen that all independent variables 
have a tolerance value of more than 10% and a VIF value of less than 10, so it 
can be concluded that the regression model does not occur multicollinearity. 

 
4) Linierity Test 

Table 6 Linierity test result 

Source: Processed by researchers 
 
 
 
 
 
 
 
 

Based on the table above, it can be concluded that the form of 
relationship between the independent variable (independent) and the variable 
(dependent) has a linear form because it has a Sig value of each variable greater 
than 0.05. 

 
Path Analysis 

1. Substructure 1 
This substructure is used to determine the influence of variables X to Z, 
or independent variables on intervening variables. 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

𝒁 =  𝜶 +  𝝆𝟏𝑿𝟏 +  𝝆𝟐𝑿𝟐 + 𝒆𝟏 

 
=  𝟑, 𝟐𝟎𝟓 +  𝟎, 𝟎𝟖𝟓𝑿𝟏 +  𝟎, 𝟖𝟐𝟎𝑿𝟐 + 𝒆𝟏 
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1. The constant value (α) = 3.205. This value means that the variables 
Brand Awareness, Brand Trust are constant, there is no change with a 
constant customer satisfaction value of 3.205. 

2. The coefficient value of Brand Awareness (X1) = 𝝆𝟏  = 0.085, this 
means that if the Brand Awareness (X1) variable is increased by one 
unit, the Brand Awareness (X1) of Aqua bottled drinking water will 
increase by 0.085 units.  

3. The coefficient value of Brand Trust (X2) = 𝝆𝟐  = 0.820, this means that 
if the Brand Trust (X2) variable is increased by one unit, the Brand 
Trust (X2) of Aqua bottled drinking water will increase by 0.820 units. 

 

The results of the t test from substructure 1 are: 
 

1. Brand Awareness (X1) has a 𝑡𝑐𝑜𝑢𝑛𝑡 <  𝑡𝑡𝑎𝑏𝑙𝑒  value, which is 0.912 < 
1.985. Therefore, it can be concluded that there is no significant effect 
of the Brand Awareness variable (X1) on the consumer satisfaction 
variable (Z) or the hypothesis is rejected. 

2. Brand Trust (X2) has a 𝑡𝑐𝑜𝑢𝑛𝑡 >  𝑡𝑡𝑎𝑏𝑙𝑒   value, which is 7.707 > 1.985. 
Therefore, it can be concluded that there is a significant influence of 
the Brand Trust (X2) variable on the consumer satisfaction variable 
(Z) or the hypothesis is accepted. 
 

2. Substructure 2 
This substructure is used to determine the influence of variables X and Z 
to Y, or independent variables and intervening variables on dependent 
variables. 

 
 
 
 
 
 
 
 

𝒀 = 𝒂 + 𝝆𝟑𝑿𝟏 + 𝝆𝟒𝑿𝟐+ 𝝆𝟓𝒁 + 𝒆𝟐  

 
1. Constant value (𝒂) = 1.235. This value means that the variables 

Brand Awareness and Brand Trust are constant, there is no 
change with a constant Brand Loyalty value of 1.235.  

2. Brand Awareness Coefficient Value (X1): 𝝆3 = 0,370. This means 
that if the Brand Awareness (X1) variable is increased by one unit, 
the Brand Awareness (X1) of bottled drinking water for the Aqua 
brand will increase by 0.370 units. 

3. Brand Trust (X2) Coefficient Value: 𝝆4 = 0,177. This means that if 
the Brand Trust (X2) variable is increased by one unit, the Brand 
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Trust (X2) of Aqua brand bottled drinking water will increase by 
0.177 units.  

4. Coefficient value of customer satisfaction (Z): 𝝆5 = 0,161. This 
means that if the consumer satisfaction variable (Z) is increased by 
one unit, then the consumer satisfaction (Z) of bottled drinking 
water for the Aqua brand will increase by 0.161 units. 

 
The results of the t test from substructure 1 are: 

 
1. Brand Awareness (X1) has a tcount >  ttable value, which is 4.393 > 

1.985. Therefore, it can be concluded that there is a significant 
influence of the Brand Awareness (X1) variable on the Brand 
Loyalty (Y) variable or the hypothesis is accepted. 

2. Brand Trust (X2) has a  tcount <  ttable  value, which is 1.448 < 1.985. 
Therefore, it can be concluded that there is no significant effect of 
the Brand Trust (X2) variable on the Brand Loyalty (Y) variable or 
the hypothesis is rejected. 

3. Customer satisfaction (Z) has a value of  tcount <  ttable , which is 
1.773 < 1.985. Therefore, it can be concluded that there is no 
significant effect of the Consumer Satisfaction variable (X2) on the 
Brand Loyalty variable (Y) or the hypothesis is rejected. 

 
Path Analysis Results 

 
 
 
 
 
 
 
 
 
 
 
 
DISCUSSION 
The Effect of Brand Awareness (X1) on Customer Satisfaction (Z) 

Based on the result of the analysis, brand Awareness does not have a 
significant effect on Customer Satisfaction. This is proven by shown by the 
value of  tcount 0.912 < ttable  1.985. Thus Brand Awareness on Aqua can be said 
to be unable to guarantee that customers are satisfied 

 
The Effect of Brand Trust (X2) on Customer Satisfaction (Z) 

Based on the path analysis that has been carried out it can be obtained 
that the results of Brand Trust have an effect on Customer Satisfaction. The 
value of  tcount 7.707 > ttable 1.985 which means that Brand Trust has a 
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significant effect on Customer Satisfaction. Thus it can be concluded that good 
Brand Trust can guarantee Customer Satisfaction 
 
The Effect of Brand Awareness (X1) on Brand Loyalty (Y) 

Brand Awareness variable has a significant effect on Brand Loyalty. This 
is evidenced by the results shown in the t test are the significance value of the 
Brand Awareness variable is 0.000 < 0.005 and the value of  tcount 4.393 > ttable  
1.985 which means that Brand Awareness has a significant effecton Brand 
Loyalty 
 
The Effect of Brand Trust (X2) on Brand Loyalty (Y) 

Based on the path analysis that has been carried out it can be obtained 
that the results of Brand Trust have no effect on Brand Loyalty. Therefore Aqua 
needs to increase consumer confidence to buy Aqua brand bottled drinking 
water by paying attention to the quality and appearance of the product. by 
paying attention to product quality and appearance 
 
The Effect of Customer Satisfaction (Z) on Brand Loyalty (Y) 

Based on the test results on Sub Structural II with a coefficient value of 
Customer Satisfaction 0.070 with  tcount < ttable , namely 1.753 < 1.985 with a 
significance level of 0.161 > 0.05. significance level 0.161 > 0.05. So this shows 
that  tcount < ttable  which means Customer Satisfaction has no effect on Brand 
Loyalty 
 
The Effect of Brand Awareness (X1) on Brand Loyalty (Y) through Customer 
Satisfaction (Z) 

Based on the results of the data analysis that has been carried out, it is 
known that the direct effect of brand awareness on brand loyalty is 0.370. direct 
effect of brand awareness on brand loyalty is 0.370. Meanwhile, the  tcount 
obtained through the t statistic test is 1.599, which is smaller than ttable  so the 
conclusion is that brand awareness does not significantly affect brand loyalty 
through customer satisfaction. 
 
The Effect of Brand Trust (X2) on Brand Loyalty (Y) through Customer 
Satisfaction (Z) 

Based on the results of the data analysis that has been carried out, the 
 tcount obtained through the t statistical test is 13.537 which is greater than ttable , 
so the conclusion is that brand trust has a significant effect on brand loyalty 
through customer satisfaction. 
 
CONCLUSIONS AND RECOMMENDATIONS 

The result of this study is that brand trust affects customer satisfaction. 
Meanwhile, brand awareness has no effect on customer satisfaction. Brand 
Awareness affects brand loyalty while brand trust and customer satisfaction 
have no effect on brand loyalty. Brand trust affects brand loyalty through 
customer satisfaction, while brand trust has no effect on brand loyalty through 
customer satisfaction. The ability of the Aqua Company to provide satisfaction 
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to customers is still good, with the results of the above research it can be seen 
that there is an influence that is not good or through intervening variables, 
namely customer satisfaction. Therefore, Aqua should consider or review using 
customer trust well, maintaining customer trust in a good and consistent brand 
and even increasing brand loyalty to Aqua brand bottled drinking water so that 
customers will always feel satisfied and remain loyal customers 

 
FURTHER STUDY 
 For future researchers who will conduct research with approximately the 
same or similar themes or objectives, it is hoped that in the future it will be 
more varied in developing what affects customer loyalty not only from brand 
awareness, brand trust, brand loyalty and customer satisfaction. 
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