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Abstract 

The research aims to determine the influence of customer trust and customer commitment on 

customer loyalty. The location of this research is Indomaret Meunasah Blang, Kota Juang District. 

This research uses a quantitative approach. The method used is a purposive sampling method. The 

number of samples used was 96 respondents. The data analysis method used is multiple regression. 

The research results show that the influence of customer trust on customer loyalty is obtained by a 

value of  𝑡count5,692 >𝑡𝑡𝑎𝑏le1.985 with a significant value of 0.000 < 0.05. So it can be concluded 

that customer trust has a positive and significant effect on Indomaret customer loyalty. Customer 

commitment to customer loyalty obtained a value of 𝑡count13,304 >𝑡 t𝑎𝑏le1.985 with a significant 

value of 0.000 < 0.05. So it can be concluded that customer commitment has a positive and 

significant effect on Indomaret customer loyalty. Based on the simultaneous test, the variables 

Customer Trust and Customer Commitment together (simultaneously) have a significant influence 

on customer loyalty at Indomaret. This can be seen by the value 𝐹count> 𝐹𝑡𝑎𝑏le obtained as 

1433,394 > 3.09 with a significance of 0.000 < 0.05. 

 

Keywords: Customer Trust, Customer Commitment Customer Loyalty 

 

INTRODUCTION 

Minimarkets developed starting in 2003, at that time Indomaret created a modern shop 

concept located near consumers' residences. Indomaret provides various basic needs with a self-

service system. Consumers are given the freedom to choose the items they want on the minimarket 

shelves. Before 2003, Indomaret actually had several outlets, but the number was still small. In 

2003 Indomaret began expanding to have around 700 outlets with a franchise concept 

(Sentrarak,2023). The development of minimarkets in Indonesia increases significantly from year 

to year. The number of minimarkets increased by 3,040 outlets to 36,146 outlets in 2006. In 2007, 

the number increased by 2,318 outlets to 31,460 outlets. The following year the number increased 

by 1,241 outlets to 32,701 outlets in 2018. Minimarket outlets increased further in 2019, increasing 

by 2,014 outlets to 34,715 outlets. Indomaret and Alfamart cover 92% of the total minimarket 

outlets in 2020. Indomaret has 18,271 outlets (50.5% ) and Alfamart has 14,973 outlets (41.5% ) 

(Databoks, 2020). 

Customer loyalty is a positive consumer attitude that creates the intention to repurchase 

certain products/brands/services. High consumer loyalty will generate large profits for the 

company. Therefore, the extent of consumer loyalty to the products produced must be known by 

the company. According to Morgan and Hunt (1994), loyalty is influenced by trust in the brand. 

This is because there is a reciprocal relationship that arises from the high value of trust. Therefore, 

loyalty is the process of forming sustainable trust in a brand. Companies with high loyalty 

customers tend to be able to exist in the industry for a longer period of time than companies with 

low loyalty consumers and customers (Rizaldi & Hardini, 2019). As a leading retail business and 

has a national reputation, Indomaret has gained the trust of the public (Adinugroho, 2015). Like 
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Widiyanto, who stated that customer trust is the foundation of business which is a way to create 

and retain consumers (Mahendra & Indriyani, 2018). However, there are still frequent complaints 

from customers regarding Indomaret minimarket services (Adinugroho, 2015), namely that 

customers find there is a difference in price between the shelf and the receipt and this condition 

gives the impression as if this is a trick from Indomaret to make a profit by dishonest means. . 

When complaining about this problem to the cashier, another customer next to him said that 

Indomaret often has different prices (Finance, 2018). From the phenomenon of this problem, what 

can be seen is reduced customer trust. 

In social exchange theory, customers will feel satisfied and loyal if the relationship 

provided by Indomaret is good and vice versa. Therefore, to increase customer loyalty and 

customer commitment, Indomaret needs to increase customer trust (Zulkham, 2019). By increasing 

customer trust and achieving customer commitment, customer loyalty can be built. Therefore, the 

customer trust given by the company can meet customer needs and will achieve customer 

commitment. If customer commitment is achieved then this increase will result in customer loyalty 

being achieved. Thus, through customer loyalty in this case, increasing customer trust and 

achieving customer commitment can build long-term relationships between the company and 

customers. 

 

LITERATURE REVIEW 

UnderstandingCustomer Loyalty 

Consumer trust is a belief that consumers have in a business, product, service or services 

offered to them (Morgan and Hunt, 1944). Rahmayanty (2013) states that loyalty is about the 

percentage of people who have purchased within a certain time frame and have made repeat 

purchases since the first purchase. However, it is not just a measure of attitude, because attitude 

alone will not produce satisfactory loyalty operations. Therefore, it must combine behavioral and 

attitudinal approaches in order to produce a satisfactory operational definition of loyalty (Darsono 

and Dharmmesta, 2015).Brand loyalty is a condition where consumers have a positive attitude 

towards a brand, are committed to that brand, and intend to continue purchasing in the future 

(Dharmmesta, 1999). 

 

Understanding Customer Trust 

Experts define trust as the behavior of trust in a company's reliability and integrity to meet 

customer expectations in the future. Understanding of the concept of trust was started by 

Parasuraman et al (2015) who saw that customers must have trust in the company, customers will 

feel safe in making transactions with the company and the transactions carried out will be 

guaranteed with certainty. 

 

UnderstandingCustomer Commitment 

Customer commitment is the customer's desire to maintain a long-term, mutually beneficial 

relationship between the company and its customers (Hidayat et al, 2014). This commitment 

implies a willingness for short-term rewards to generate longer-term benefits. Dwyer et al (1987) 

say that buyer-seller relationships can be developed through a number of stages from a unilateral 

type of relationship to a bilateral type of relationship, where both types have a high level of 

commitment to the relationship. 
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Conceptual Framework 

Based on the theoretical basis and relevant research results, the framework for this research is 

as follows: 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1 

Framework of Thinking 

 

Based on the figure above, it shows that the dependent variable that will be used in this 

research is customer loyalty (Y). Meanwhile, the independent variables are Customer Trust (X1) 

and Customer Commitment (X2). For partial testing, use the t test, while for simultaneous testing, 

use the F test. 

 

Hypothesis 

A hypothesis is an answer to a research problem that is theoretically considered the most likely and 

most important for its truth(Sugiyono, 2013).The hypothesis proposed in this research is: 

Ho1: Trust has no effect on consumer loyalty at Indomaret Meunasah Blang, Kota Juang District. 

Ha1: Trust influences consumer loyalty at Indomaret Meunasah Blang, Kota Juang District. 

Ho2: Commitment has no effect on consumer loyalty at Indomaret Meunasah Blang, Kota Juang 

District. 

Ha2: Commitment influences consumer loyalty at Indomaret Meunasah Blang, Kota Juang 

District. 

Ho3: Trust and commitment have no effect on consumer loyalty at Indomaret Meunasah Blang, 

Kota Juang District. 

Ha3: Trust and commitment influence consumer loyalty at Indomaret Meunasah Blang, Kota 

Juang District. 

 

METHOD 

Research Approach 

This research uses a quantitative approach. The characteristics of this quantitative research are: 

the existence of assumptions about deductive theory testing; there are efforts to reduce bias; 

controlling for alternative explanations; and research results can be generalized and replicated 

(Uyun & Yoseanto, 2022). 

 

 

 

Trust 

Customer 

(X1) 

Customer 

Loyalty (Y) 

Customer 

Commitment (X2) 
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Place and Time of Research 

According to Sugiyono (2014) research location refers to the definition of a place or 

research location which is characterized by the presence of elements of actors, places and activities 

that can be observed. The place where this research was carried out is Indomaret Meunasah Blang, 

Kota Juang District, Bireuen Regency.The time used by researchers for this research was carried 

out over a period of approximately 3 (three) months, namely from May - July 2024. 

Research Population 

Population is the area of the total number of units of analysis consisting of subjects/objects 

with certain qualities and characteristics determined by the researcher to be studied, then 

conclusions are drawn (Marhawati, et al., 2022). The population in this study was 96 Indomaret 

minimarket consumers in Kota Juang District. 

Research Sample 

The sample is included in the population. In the sense that all population units must be able 

to be selected as sampling units or the sample must be considered as an estimate of the population 

in reduced form (miniature population), the sample size must be sufficient to describe the entire 

population (Roflin, Liberty, & Pariyana, 2021). Purposive sampling is a technique for determining 

samples with certain considerations according to the desired criteria to determine the number of 

samples to be studied. Because the population in this study is unknown, the sample size was 

determined using the Lameshow formula, namely (Supranto, 2014): 

 

 
 

Information: 

n      = Sample size 

Za    = Sample confidence level required in price research 

a       = 5% (with confidence determined at 95%) has a value of 1.96 

e      = Tolerable error rate (defined as 10%) 

 

 

 

 

 

 

So, the sample in this study was 96 respondents. 

Data Analysis Methods 

The measurement scale used in this research is the Likert scale. The Likert scale is used to 

estimate the views, decisions and responses of a group or individual regarding social phenomena 

(Fadila, Rahayu, & K. Saputra, 2020). This research usesmultiple linear regression model. Data 

testing uses the Classical Assumption Test (normality test, multicollinearity test, heteroscedasticity 
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test and autocorrelation test), multiple linear regression test, hypothesis test (partial test and 

simultaneous test) and the coefficient of determination test (R2). 

 

RESULTS AND DISCUSSION 

Validity Test 

Based on the results of the validity test, it shows that the calculated r value for each 

indicator is greater than the table r value, this shows that the indicators for the variables Customer 

Trust (X1), Customer Commitment (X2), and Customer Loyalty (Y) are declared valid as 

measuring tools for research variables. 

 

Reliability Test 

Based on the test results, the independent variables consisting of customer trust discipline 

(X1), customer commitment (X2), and the dependent variable customer loyalty (Y) each have a 

Cronbach's alpha value that is greater than 0.6. This condition shows that all of these variables are 

reliable and can be used in further analysis. 

 

Classic Assumption Test 

Normality Test 

The normality test aims to find out whether each variable is normally distributed or not. 

 

Figure 2 

Normality Test Histogram 

 

Based on the histogram graph, the data processing results form a straight diagonal line 

which shows the research data in the regression model forming normal. 

Multicollinearity Test 

The multicollinearity test aims to test whether the regression model finds a correlation 

between the independent variables. 
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Table 1 

Multicollinearity Test 

Model 

Collinearity 

Statistics 

Toler

ance VIF 

1 Customer Trust (X1) .123 8,16

2 

Customer 

Commitment (X2) 

.123 8,16

2 

 

Source: processed, 2024 

The results of the multicollinearity test show that the VIF value of the customer trust 

variable is 8.162 and the customer commitment variable is 8.162. The test results show that the VIF 

value is smaller than 10. This means that in the regression model there is no correlation between 

the independent variables. Thus, in this regression model, multicollinearity does not occur. 

Heteroscedasticity Test 

The heteroscedasticity test aims to see whether there is an inequality of variance from the 

residuals of one observation to another. 

 

Figure 3 

Scatter Plot Heteroscedasticity Test 

Based on the image from the heteroscedasticity test results, it can be seen in the image 

above that there is no clear pattern, and the points are spread above and below zero on the Y axis, 

so it can be concluded that heteroscedasticity does not occur. 

Multiple Linear Regression Analysis 

Multiple regression analysis is used to analyze the influence of customer trust and 

customer commitment variables on Indomaret minimarket customer loyalty, both partially and 

simultaneously. 
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Table 2 

Regression Equation Model 

Model 

Unstandardized 

Coefficients 

Stand

ardized 

Coefficients 

B 

Std. 

Error Beta 

1 (Constant) 2,849 ,595  

Customer Trust (X1) ,231 .041 ,299 

Customer 

Commitment (X2) 

,705 ,053 ,699 

 

   Source: processed, 2024 

Based on the table above, the regression equation formed in this regression test is: 

 

Y = 2.849 + 0.231X1 + 0.705X2 + e 

 

The model can be interpreted as follows: 

a. The constant (a) of 2,849 means that if the independent variables Customer Trust and 

Customer Commitment are constant, then the size of the dependent variable employee 

performance is 2,849 units. 

b. Customer trust (X1) has a coefficient value of 0.231. This indicates that the coefficient of 

the customer trust variable (X1) has a positive (unidirectional) influence on customer 

loyalty (Y). This means that the higher the customer's trust, the higher the customer's 

loyalty. 

c. Customer commitment (X2) has a coefficient value of 0.705. This indicates that the 

coefficient value of the customer commitment variable (X2) has a positive (unidirectional) 

influence on customer loyalty (Y). This means that the higher the customer commitment, 

the higher the customer loyalty. 

 

Hypothesis Testing 

Partial Test (t-count) 

The results of calculating the regression coefficient using the SPSS program are as follows: 

Table 3 

T-test results (partial) 

Model t Sig. 

1 (Constant) 4,79

0 

,000 

Customer Trust (X1) 5,69

2 

,000 

Customer 

Commitment (X2) 

13,3

04 

,000 

Source: processed, 2024 

 

Based on the Partial Test with a constant = 5% above, it can be explained as follows: 
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1. Influence of X1 on Y with value 𝑡count 5,692 >𝑡𝑡𝑎𝑏le 1,985 with a significant value of 0.000 < 

0.05, indicating that the customer trust variable significantly and positively influences 

customer loyalty. 

2. Influence of X2 on Y with value 𝑡count13,304 >𝑡𝑡𝑎𝑏le1,985 with a significant value of 0.000 

< 0.05, indicating that the customer commitment variable significantly and positively 

influences customer loyalty. 

 

Simultaneous Test (F-count) 

To analyze the magnitude of the influence of the independent variables, namely customer 

trust and customer commitment simultaneously on the dependent variable.  

Table 4 

F Test Results (Simultaneous) 

Model 

Sum of 

Squares 

d

f 

Mean 

Square F Sig. 

1 Regr

ession 

1524,775 2 762,388 14

33.394 

,000 

Resi

dual 

49,464 9

3 

,532 
  

Total 1574.240 9

5 
   

 

         Source: processed, 2024 

 

The table above shows that the value 𝐹count >𝐹𝑡𝑎𝑏le obtained 1433,394 > 3.09, meaning 

positive. The significance value of F is 0.000 < 0.05. So it can be concluded that H0 is rejected and 

H1 is accepted. This means that the variables Customer Trust (X1) and Customer Commitment 

(X2) together (simultaneously) have a significant influence on the customer loyalty variable (Y). 

Correlation and Determination Coefficient 

To find out how strong the relationship between the independent variable is and the 

dependent variable and how much influence the independent variable has on the dependent variable 

can be seen in the table below: 

Table 5 

Correlation and Determination Coefficient 

Mode

l R 

R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .98

4a 

,969 ,968 ,729 

 

Source: processed, 2024 

The results of the multiple regression analysis above obtained a multiple correlation 

coefficient (R) of 0.969, this shows that the independent variable and the dependent variable have a 

level of relationship in the very strong category. The coefficient of determination (R2) value was 

obtained at 0.969, amounting to 96.9%. This means that the independent variable has an influence 

on the dependent variable of 96.9%, while the remaining 3.1% is influenced by other factors 

outside the variables of this research. 
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Discussion 

The Influence of Customer Trust on Customer Loyalty 

Based on the results of the partial test (t-count), the influence of customer trust on customer 

loyalty obtained a regression coefficient of 0.231 and a t-count of 5.692 with a significance of 

0.000. So it can be concluded that customer trust has a positive and significant effect on Indomaret 

customer loyalty, so that the first hypothesis is proven. The research results show that customer 

loyalty can be built by increasing customer trust which includes, among other things: trust in 

service quality, trust in the resulting performance, trust in time and cost efficiency in shopping at 

Indomaret. The results of this study are in line with researchLapasiang et al (2017) stated Trust has 

a positive and significant effect on Customer Loyalty.Supertini et al (2020) thatCustomer trust has a 

positive and significant effect on customer loyalty. 

 

The Effect of Customer Commitment on Customer Loyalty 

Based on the results of the partial test (t-count), the influence of customer commitment on 

customer loyalty obtained a regression coefficient of 0.705 and a t-count of 13.304 with a 

significance of 0.000. So it can be concluded that customer commitment has a positive and 

significant effect on Indomaret customer loyalty. The research results show that customer loyalty 

can be built by increasing the commitment of Indomaret minimarket customers which includes: 

affective commitment and continuous commitment. Customer commitment has an important role in 

relationship marketing. This means that customer commitment is an important factor in the success 

of good and long-term relationships between customers and Indomaret minimarkets so that 

customer loyalty will be achieved. The results of this study are the same as research Lubis et al 

(2022) state that commitment partially has a positive and significant effect on customer loyalty and 

Nafisatin et al (2018) found results that customer commitment has a significant effect on customer 

loyalty. 

 

The Influence of Customer Trust and Customer Commitment on Customer Loyalty 

That the variables Customer Trust and Customer Commitment together (simultaneously) 

have a significant influence on customer loyalty to Indomaret. This can be seen with Fcount of 

1433.394 with a significant value of 0.000, which is smaller than α (0.05), it can be concluded that 

Ho is rejected and H1 is accepted. That from the results of the F test (simultaneous) it is clear that 

in customer loyalty there is a need for customer trust and customer commitment to create a feeling 

of comfort at work so that company goals can be achieved. 

 

 

CLOSING 

Conclusion 

Based on the results of the research that has been carried out, the following conclusions can 

be drawn: 

1. Customer trust has a positive and significant effect on Indomaret customer loyalty. 

2. Customer commitment has a positive and significant effect on Indomaret customer loyalty. 

3. Customer trust and customer commitment together (simultaneously) have a significant 

influence on customer loyalty to Indomaret. 
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Suggestion 

Based on the results of the research that has been carried out, the suggestions that can be 

given in this research are: 

1. It is recommended that Indomaret management further improve factors that support 

customer trust, such as the best service performance. The goods purchased must match 

the list on the goods shelf. 

2. Indomaret management is advised to further improve factors that support customer 

commitment, such as feeling comfortable when making transactions, communicative 

employees and attention to customers. 

3. It is hoped that future research can develop research by including other variables such as 

brand equity and company image which influence customer loyalty. 

 

 

REFERENCES 

Amiruddin Hasan, Nurhasanah Nurhasanah, Martahadi Mardhani, Khairul Aswadi . (2023). 

Creative Industries And Regional Economic Growth: Time Series Evidence From Aceh, 

Indonesia. Journal of Economics Education and Entrepreneurship Vol 4, No 2 (2023)  

Asrida, A., Simahatie, M., Elfiana, E., Zahraini, Z., & Mangkuwinata, D. S. (2022). SWOT 

ANALYSIS AND MARKETING STRATEGY TO INCREASE HOME BUSINESS 

SALES VOLUME. Jurnal Ekonomi, 11(03), 1492–1495. Retrieved from 

https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/908  

Aswadi K., Jamal A., Syahnur S., Nasir M. 'Renewable and Non-renewable Energy Consumption 

in Indonesia: Does it Matter for Economic Growth?', Int. J. Energy Econ. Policy, 13: 

107 (2023).  

Azhari, A., Kamaruddin, K., & Simahatie, M. (2024). Strategi Penciptaan Lapangan Kerja Pada 

Sektor Umkm Di Indonesia. Ekonomika : Jurnal Ekonomi Dan Pembangunan, 16(1), 

19–25. https://doi.org/10.51179/eko.v16i1.2655  

Chadafi, M. F., Sofyana, N. N., & Chairani, Q. R. (2022). The Role Of Electronic Word Of Mouth 

On Consumer Satisfaction And Its Impact On Reusing The Gofood Food Delivery 

Service Application In Medan City. Jurnal Ekonomi, 11(03), 1050–1058. Retrieved 

from https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/827  

Chadafi, M., & Kamaruddin, K. (2021). Pengaruh Citra Perusahaan Terhadap Kepercayaan 

Konsumen Dan Dampaknya Pada Keputusan Pembelian Online Di Marketplace Shopee 

Di Kabupaten Bireuen. Eqien - Jurnal Ekonomi Dan Bisnis, 8(2), 208 -. 

https://doi.org/10.34308/eqien.v8i2.257  

Intan nia, Fatanilam, Simahatie, M., & Chadafi, M. F. (2024). The Influence Of Service Quality, 

Price And Product Quality On Consumer Satisfaction In Digahouse Bireuen District. 

Medan International Economics and Business, 2(1), 780–790. http://jurnal.um-

tapsel.ac.id/index.php/martabe/article/view/10575  

Malik, I., & Murni, M. (2022). Pengaruh Ekonomi Digital Dan Perkembangan Teknologi Terhadap 

Kinerja Penjualan Home Industri Terasi Kota Langsa. Eqien - Jurnal Ekonomi Dan 

Bisnis, 11(02), 322 -. https://doi.org/10.34308/eqien.v11i02.965 

 E. Rahmayanti, N. A, L. Maryasih and D. H. Achyar, "No Woman, No Tax Avoidance? A Study 

on CEO Gender in Indonesia," 2022 International Conference on Sustainable Islamic 

Business and Finance (SIBF), Sakhir, Bahrain, 2022, pp. 25-29, doi: 

10.1109/SIBF56821.2022.9939674.  

https://unefaconference.org/
https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/908
https://doi.org/10.51179/eko.v16i1.2655
https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/827
https://doi.org/10.34308/eqien.v8i2.257
http://jurnal.um-tapsel.ac.id/index.php/martabe/article/view/10575
http://jurnal.um-tapsel.ac.id/index.php/martabe/article/view/10575
https://doi.org/10.34308/eqien.v11i02.965


THE INFLUENCE OF CUSTOMER TRUST AND CUSTOMER 

COMMITMENT ON CUSTOMER LOYALTY IN INDOMARET 

MEUNASAH BLANG KOTA JUANG DISTRICT 

 

M Haikal Aulia
1
 Deri Ulana

2
 Lisa Elvina

3
 Rizka Yani

4 
Mulyadi

5
 

  

 

203 
UNEFA CONFERENCE 

https://unefaconference.org/  
 

Mirza, M., & Yanna, S. . (2022). Pengaruh Kualitas Pelayanan Terhadap Kepuasan Wajib Pajak 

Dalam Pembayaran Pajak Kendaraan Bermotor Pada Kantor Samsat UPTD . Lentera : 

Jurnal Ilmiah Sains, Teknologi, Ekonomi, Sosial, Dan Budaya, 6(2), 31–34.  

Nasution, A. A., Baginda Harahap, Zuriani Ritonga, & Nurjannah. (2022). The Influence of 

Product Quality, Promotion and Design on Purchase Decisions for Yamaha Nmax 

Motor Vehicles SPSS Application Based. International Journal of Economics (IJEC), 

1(1), 01–13. https://doi.org/10.55299/ijec.v1i1.6  

Nurhayati, A., Fata, K., Yusrawina, Y., & Chadafi, M. F. (2023). Determinasi Daya Tarik, Physical 

Evidence, Dan Viral Marketing Terhadap Minat Berkunjung Kembali Pada Objek 

Wisata Hutan Lindung Kota Langsa Dengan Kepuasan Sebagai Variabel Intervening. 

Nusantara: Jurnal Ilmu Pengetahuan Sosial, 10(10), 4906–4918.  

Simahatie, M., & Mangkuwinata, D. S. (2022). Swot Analysis And Marketing Strategy To Increase 

Home Business Sales Volume. Jurnal Ekonomi, 11(03), 1492–1495 Simahatie, M., 

Aswadi, K., & Chadafi, M. F. (2024). Study of Accelerating Technology, Consumerism 

and Credit Risk Issues. Medan International Economics and Business, 2(1), 1121–1130  

Yusuf, M., Zalikha, Z., Ariska, E., & Mulyadi, M. (2024). The Influence of Taste, Price, Store 

Atmosphere, and Service Quality on Consumer Satisfaction at Warkop Gb 2. JIM: 

Jurnal Ilmiah Mahasiswa Pendidikan Sejarah, 9(2), 465–472. 

https://doi.org/10.24815/jimps.v9i2.30313 

https://unefaconference.org/
https://doi.org/10.55299/ijec.v1i1.6

