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 This study examines the influence of brand image and product innovation on trust in 

service brands and their effect on consumer advocacy. Data were collected from 

consumers of PT Mutyara Solo Group using purposive sampling, involving 100–200 

respondents. Data were obtained through cross-sectional online and offline 

questionnaires using a Likert scale that measured four key variables: brand image, 

product innovation, trust in service brands, and consumer advocacy. The analysis 

employed Structural Equation Modelling (SEM) with AMOS software. The findings 

show that brand image significantly influences trust in service brands and directly 

encourages consumer advocacy. Product innovation also influences trust but does not 

directly affect consumer advocacy unless mediated by brand trust. Trust acts as a 

partial mediator between brand image and consumer advocacy, and a full mediator 

between product innovation and consumer advocacy. These results highlight the 

importance of developing a positive brand image and strong consumer trust as a 

foundation for fostering brand advocacy. Product innovation must be supported by 

effective communication and trust-building efforts to influence advocacy behavior. For 

brand management, the study underscores the need to balance emotional aspects 

(image) and functional aspects (innovation) to build long-term consumer loyalty and 

advocacy. 
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BACKGROUND  

      Academics and business practitioners have long sought to understand the role of marketing as an 

important factor that explains differences in performance between companies. Marketing not only 

serves to increase sales, but also strengthens the relationship between companies and customers through 

more effective and efficient interactions (Minarti & Segoro, 2014). The main role of marketing is to 

increase the number and quality of interactions with consumers while reducing the costs incurred for 

marketing activities (Rangaswamy et al., 2020). One effective strategy is to create customer loyalty, 

where loyal customers voluntarily promote the products they enjoy, thus providing an additional 

competitive advantage. In the context of the tourism and transportation sector such as PT Mutyara Solo 

Group, service innovation is crucial to meet the dynamic needs of consumers and build positive 

perceptions that support loyalty (Mahmoud et al., 2018). Thus, innovation and adaptation of services 

that are responsive to changes in the business environment are essential to maintain the competitiveness 

of the organization. 

 

In addition, the company's success in facing business challenges depends on its ability to adapt to 

constantly changing internal and external factors (Iswanti & Hendra, 2023). Companies in the tourism 

and transportation sectors must develop dynamic capabilities to be able to respond to cultural and 

environmental changes quickly and appropriately (Sudrajat, 2013). Quality service through empathic 

interaction and effective coordination between staff is at the core of the consumer experience that 

contributes to customer satisfaction and loyalty (Ahrholdt et al., 2019). High consumer trust also 

influences consumer advocacy, where satisfied customers voluntarily spread their positive experiences 

to others, which is considered more credible than information delivered by the company directly (Quaye 

et al., 2022). Therefore, PT Mutyara Solo needs to build a consumer advocacy strategy that integrates 

trust, brand image, and emotional touch in product innovation to strengthen its market position and 

support long-term growth. Innovation adoption models that incorporate the role of consumer emotions 
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can enrich marketing strategies and strengthen a company's competitive advantage in an increasingly 

tight market (Castro et al., 2020; Wang et al., 2021). 

 

THEORETICAL STUDIES  

Consumer Advocacy  

      Consumer advocacy refers to customer behavior that voluntarily provides positive support to a brand 

through recommendations or testimonials to other potential customers. This behavior often arises from 

positive customer experiences and trust in the brand. The Verma et al. (2024) study highlights how 

demographic and attitudinal similarities between influencers and their followers can affect follower 

trust, ultimately driving brand advocacy.  

      The company always strives to get as many consumers as possible through various strategies. The 

company conducts intensive promotions, to introduce its products. On the other hand, in addition to the 

promotions that have been carried out, observant companies are able to see the potential of consumers 

as a means of free but effective promotion. Therefore, consumer disappointment and dissatisfaction 

with the products that have been consumed must be avoided, as they will result in a behavioral response 

that is detrimental to the company. Consumers exchange market information and advise other 

consumers triggered by their positive experiences of the brands they consume (Jayasimha & Srivastava, 

2017). On the other hand, consumers can also share negative market experiences to prevent others from 

having similar unsatisfactory experiences. Chelminski & Coulter, (2011) refer to such sharing as 

consumer advocacy. Jayasimha & Srivastava, (2017) measured the level of consumer advocacy in terms 

of consumer disappointment with the products that have been consumed. Meanwhile, (Shimul & Phau, 

2018) measures the degree of consumer advocacy in individuals through the role of individuals in 

sharing their experiences, pleasures, and also feelings of responsibility to convey to others the 

experiences that have been gained. In addition, consumer advocacy is also explored from how strongly 

a person has the will to advise others to consume or not to consume the products he has consumed. 

      Some of the main factors that influence consumer advocacy include psychological, emotional, and 

relational elements formed from consumer interactions with brands. These factors are not only related 

to satisfaction with the product or service, but also include consumers' perception of the brand's 

credibility, uniqueness, and social value. In addition, consumers' personal experiences, trust built 

through consistency of service, and strong emotional connection with brands also play an important 

role in encouraging individuals to voluntarily recommend the brand to others (Verma et al., 2024). A 

strong emotional connection between customers and brands can increase the likelihood of customers 

becoming brand advocates. Research by Tran et al. (2024) shows that consumer perception of a brand's 

"coolness" can strengthen consumer-brand relationships and encourage advocacy. Additionally, trust in 

the brand increases the likelihood of customers recommending the brand to others. The research of 

Verma et al. 

(2024) highlights the role of trust mediation in the relationship between influencer-follower 

commonality and brand advocacy.  

 

Service Brand Trust  

Brand trust is an important concept in marketing that refers to consumers' confidence in a brand's 

ability to consistently meet its promises and expectations. Pentina et al., (2013) define brand trust as 

"the average consumer's willingness to rely on the brand's ability to perform its functions properly. 

Brand trust has a crucial role in building long-term relationships between consumers and brands. The 

Hernandez-Fernandez & Lewis (2019) study found that brand authenticity contributes positively to 

perceived consumer value and brand trust, which can ultimately increase customer loyalty.  

      Most buying attempts happen because there are driving factors. Building consumer trust is one of 

the determining factors for the success of service providers.  Consumers with a strong level of trust in 

product brands, will increase their loyalty (Bricci et al., 2016; Song et al., 2019), and has been shown 

to have an impact on a company's financial performance (Lins et al., 2017). Developing customer trust 

is inseparable from the level of satisfaction felt by consumers (Fernández-Bonilla et al., 2022). 

Therefore reducing social uncertainty, understanding, predicting, and controlling the behavior of others, 

will be the main forces to motivate consumer behavior (Gefen & Straub, 2004). Trust builds slowly but 

can be destroyed in an instant, and then almost never recovers (Fuchs, 2019). Therefore, maintaining 

consumer trust must be made a sustainable agenda. In the business world, trust is similar to the 
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"attachment" of the market, to "precontractual solidarity", and to the emotional and existential 

foundations of social life (Fuchs, 2019). Trust is the main medium, to achieve the success of business 

activities. Trust is usually considered an intrinsic feature of valuable social interactions derived from 

personal relationships in social psychology (Song et al., 2019). Brand trust can be reviewed to the extent 

to which the company keeps its promises to customers, for example the suitability of the promotional 

program with the reality obtained by consumers. The level of confidence, service stability, commitment, 

and consistency perceived by consumers is a measure of the level of consumer trust in the brand.  

      Similar to the transportation services industry, consumer trust in its brand will have an impact on its 

performance. The transportation service industry needs to build, and then strengthen its consumer trust 

in its brand, which is in the form of service products. Consumer trust in the brand is a crucial factor in 

building a long-term and profitable relationship between a company and its customers. A variety of 

factors influence this level of trust, including product quality, credibility of the source of information, 

and consumers' emotional experience of the brand. One of the key determinants of brand trust is 

consistent product and service quality. Consumers tend to trust brands that consistently meet or exceed 

their expectations in terms of quality and performance. Recent research highlights the importance of 

perceived consumer value in building trust in sustainable brands (Monfort et al., 2025).  

      In addition, the credibility of information sources also plays an important role in shaping consumer 

trust. A study emphasizes that the credibility of information sources significantly affects brand loyalty 

in the fast fashion industry, suggesting that consumers are more likely to trust and remain loyal to brands 

whose marketing information is considered trustworthy (Low et al., 2025). Consumers' emotional 

experiences with brands also contribute significantly to the formation of trust.  Research examining the 

influence of brand personality, brand self-conformity, and brand love found that these factors 

collectively affect consumers' trust in brands. Further, in the context of social media marketing, effective 

activities can increase consumer engagement, which in turn strengthens trust and loyalty to the brand.  

      Studies show that well-designed social media marketing activities can improve self-brand 

connections, brand equity, consumer loyalty (Ali et al., 2025). Thus, to build and maintain consumer 

trust, companies need to ensure consistent product quality, use credible sources of information, create 

a positive and emotional brand experience, and utilize effective social media marketing strategies.  

 

Brand Image  

       Brand image is a brand attribute as perceived by potential and actual customers. Brand image has 

been extensively researched, such as Mohammed & Rashid (2018) concluding from the results of their 

analysis, that brand image empirically has a positive effect on consumer satisfaction, while other studies 

have found empirical evidence that brand image is able to positively predict consumer trust (Lien et al., 

2015; Song et al., 2019; Wang et al., 2021). Based on some of this empirical evidence, it can be clarified 

what strategic steps should be taken by business practitioners, including the transportation service 

industry, how they should build a brand image that is valuable to consumers.  

      The alignment between expectations and perceived reality by consumers will have an impact on 

their perception of the company's brand image. Therefore, the brand image will be better if the greater 

the compatibility between expectations and reality perceived by consumers. Product quality is important 

for brand image because it reflects the value or image of the product itself. Companies around the world 

are using social media tactics as part of their marketing. They promote their products while also aiming 

to instill their brand image to diverse stakeholders.  

      Successful branding can be achieved through ways of engaging the community for full participation 

(Uchinaka et al., 2019), as any branding effort must be in accordance with the perceived image of the 

user (Childers, 2014). The research of L. Huang et al. (2020) took Procter & Gamble as a brand target, 

developing and testing a theoretical model regarding the relationship between brand image, brand trust 

(i.e., cognitive and affective), and customer loyalty (i.e., repurchase and advocacy intent). Empirical 

results reveal that brand image is positively related to brand trust, both cognitive and affective. Brand 

image indirectly correlates with repurchase intent through cognitive trust. In addition, it is also 

concluded that brand image is indirectly related to advocacy intentions through affective brand trust. 

These findings provide a basis for the company's marketing management to increase loyalty as well as 

user advocacy behavior by shaping brand image.  

       Brand image is a consumer's perception of a brand that is influenced by various factors. One of the 

main factors is the country-of-origin image, which reflects consumer perception of the country in which 
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the brand originated. Research by Blanco-Encomienda et al. (2024) reveals that the image of the country 

of origin significantly influences consumers' evaluation of brands, especially through dimensions such 

as the general image of the country and the image of the country's specific products. Product packaging 

design also affects consumers' perception of the brand. Research by Wangmo et al. (2025) highlights 

that packaging elements, such as color, shape, and material, contribute to shaping a positive 

consumption experience and brand image.  

     Furthermore, corporate social responsibility (CSR) has a significant impact on brand image. The 

study of Guo et al. (2025) found that consumers' association with a company's CSR activities affects 

their perception of the brand's image, which in turn can improve the company's financial performance. 

Thus, brand image is influenced by a combination of factors such as the image of the country of origin, 

social media marketing activities, product packaging design, and corporate social responsibility. 

Companies that effectively manage these factors tend to build a strong and positive brand image in the 

eyes of consumers.  

 

Innovation Products  

      Product innovation refers to the introduction of a new product or significant improvement to an 

existing product, which provides added value through improved features, design, or technology. 

According to Aydin (2021), product innovation involves developing products that not only meet the 

needs of current customers but also anticipate future needs, by utilizing the technological capabilities 

owned by the company. Further, product innovation can be categorized into incremental innovations, 

which involve minor improvements to existing products, and radical innovations, which create 

fundamental changes and offer unprecedented benefits to customers. Thus, innovation products serve 

as a key driver of competitive advantage and company growth in a dynamic market (Slater et al., 2014).  

      In the face of increasingly complex competition, creativity and innovation are strategic elements 

that must be designed in a planned manner. Competitive advantage can be achieved by integrating 

creativity and innovation into various managerial aspects, supported by strategy, technology, and other 

management tools. The dynamics of changing performance demand continuous evaluation of products 

to meet the needs of increasingly diverse markets. Creativity, according to Fidan and Oztürk (2015), is 

the ability to generate new, original, and useful ideas for the world of work. Organizations that prioritize 

communication, participation, and knowledge management have been proven to be able to strengthen 

innovation and competitiveness (Fachrunnisa et al., 2020). Innovation itself is the main force in 

expanding the market, introducing new functionality, and improving organizational performance in a 

sustainable manner (Prajogo, 2016; Andersén, 2021).  

      Innovation according to English disctionary is the act of innovating; the introduction of new things 

or methods, while products are the totality of goods or services provided by a company. Innovation 

products refer to the final result in the form of goods or services produced by the company through the 

application of new methods, integrating elements of novelty, and being ready to be distributed and 

consumed by the market. Product innovation doesn't happen in a vacuum; Its success is influenced by 

a variety of internal and external factors that interact with each other. Internally, organizational 

capabilities such as creative human resources, leadership that supports change, and flexible 

organizational structures play an important role in driving the creation of innovative ideas. Aydin's study 

(2021) emphasizes that the synergy between innovative culture and the use of digital technology is the 

key to the success of new product development. Meanwhile, from the external side, factors such as 

market dynamics, competitive pressures, evolving consumer needs, and support from business and 

government partner networks also greatly affect the innovation process. Research by Saunila and Ukko 

(2023) highlights that a company's ability to understand customer needs and respond quickly to market 

changes greatly determines the success of product innovation (Ding et al., 2021). Thus, an effective 

product innovation strategy requires a holistic approach that takes into account the company's internal 

dynamics and external market demands.   

 

HYPOTHESIS  

      The background of this research proposes several problem formulations developed in the form of 

research questions. To answer the research question, several provisional answers were asked as a 

hypothesis to the research question. Here are some hypotheses proposed: 
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Brand image and trust in service brand  

      Brand image reflects the quality of the product perceived by the user based on his experience after 

using. The brand image is built by the company over a period of time. In other words, brand image can 

be valuable or vice versa depending on user perception based on the name. To obtain a positive 

perception from users, this brand image needs to be strengthened in the minds of users, because this 

brand image will have an impact on users' trust in the brand that has been consumed (Huang et al., 2020; 

Lien et al., 2015; Song et al., 2019).  

      The results of the study Huang et al, (2020) found empirical evidence from 283 consumer data, that 

brand image has a positive relationship with trust in brands, both cognitively and affectively. Previously, 

Song et al. (2019) have also empirically proven that consumer love for brands plays a positive role in 

the relationship between consumer trust and loyalty. Similarly, long before the research of Huang 

(2020), Song (2019) and Lien et al., (2015) also concluded from the results of their analysis, that brand 

image as a predictor of trust in products. Based on the logical thinking of the researcher and the support 

of previous research, the following hypotheses are proposed:  

H1: Brand image has a significant positive effect on consumer trust in the service products that 

have been used  

 

Product innovation and brand trust  

      The influence of product innovation on trust in brands, we can illustrate it with a scientific approach 

that integrates theory and the latest research. According to Huaman-Ramirez et al. (2019), product 

innovation plays a crucial role in strengthening consumer perception of a brand's excellence. When a 

brand consistently produces relevant and meaningful innovations, it not only improves product quality 

but also builds long-term consumer trust in the brand (Huang, 2017).  

      Furthermore, research by Bae & Kim (2023) shows that product innovation can be an effective 

catalyst in building an emotional bond between brands and consumers. When consumers identify 

innovations that provide the best solutions to their needs or problems, this not only strengthens their 

relationship with the brand but also increases trust that the brand can be trusted to deliver added value 

on an ongoing basis. Thus, it can be concluded that product innovation is not only about creating new 

products, but also about building a solid foundation of trust between brands and consumers through 

solutions that are constantly evolving and relevant.  

H2:   Product Innovation has a significant positive effect on trust in the Brand  

 

Brand image and consumer advocacy  

      A strong brand image plays a crucial role in driving consumer advocacy. When consumers have a 

positive perception of a brand, they tend to be more satisfied and trust the brand, which in turn increases 

their likelihood of recommending it to others. For example, a study shows that a positive brand image 

and high brand awareness can increase consumer satisfaction and significantly influence purchasing 

decisions (Mariana et al., 2024).  

      Additionally, other research found that brand awareness and brand image have a significant positive 

relationship with purchasing decisions and customer advocacy behavior. This study highlights the 

important role of brand awareness and image in shaping consumer decisions and influencing post-

purchase advocacy behavior (Rodrigues et al., 2021). Thus, building and maintaining a positive brand 

image not only increases consumer satisfaction and loyalty but also encourages them to become brand 

advocates, actively recommending products or services to others.  

H3: Brand image has a significant positive impact on consumer advocacy  

 

Product innovation and consumer advocacy  

Product innovation has a significant impact on consumer advocacy. When a company develops a 

new product that meets the needs and expectations of consumers, it not only increases customer 

satisfaction but also encourages them to recommend the product to others. Research shows that product 

innovation can improve company performance through increased efficiency, new market development, 

and improved company image (Agustia et al., 2022). In addition, online customer reviews play a crucial 

role in sustainable product innovation. The sentiment and number of online customer reviews can affect 

the iteration of software product innovations. Companies can leverage this feedback to improve their 

products, which in turn can improve consumer advocacy. However, product complexity may moderate 
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the relationship between online reviews and iterative innovations, suggesting that more complex 

products may require a different approach to innovation (Tian & Yang, 2024). Thus, product innovation 

that is responsive to consumer needs and driven by customer feedback can improve consumer advocacy, 

which in turn supports the company's performance and growth.  

H4: Product innovation has a significant positive effect on consumer advocacy  

 

Trust in service brand and consumer advocacy   

      Consumer advocacy is a manifestation of customer behavior that appears after they consume or use 

certain products or services. These behaviors can manifest in contrast, depending on the level of 

satisfaction felt; Satisfied consumers tend to show an advocacy attitude, while disappointed consumers 

may behave the opposite. High satisfaction results in strong trust in the product or brand used. This trust 

further acts as a psychological foundation that moves consumers to recommend and voluntarily 

disseminate their positive experiences to their immediate social environment, thus shaping brand 

advocacy behavior. 

      According to Susanta (2013), within the framework of social exchange theory, consumer advocacy 

arises as a result of dynamic interactions of consumer satisfaction, trust, commitment, and loyalty to 

brands. Empirical confirmation of these findings is also put forward by Kumar et al. (2014), who affirm 

that consumer trust and loyalty contribute significantly and positively to consumer advocacy. 

Furthermore, the research of Huang et al. (2020) found that brand image has a positive indirect influence 

on consumer advocacy, with cognitive and affective trust in the brand or product as the main mediator 

in the process. Based on the synthesis of these empirical findings, the research hypotheses proposed in 

an effort to answer the research questions are as follows: 

 

H5: Trust in service brand has a significant positive effect on consumer advocacy.  

 

RESEARCH METHODS  

      The research method used in this study is quantitative with a positivism paradigm that considers 

social phenomena to be objectively observable and measured and have a stable cause-and-effect 

relationship. This research is in the form of a descriptive and verifiable study in the field of marketing 

management that examines the influence of trust in services, brand image, and product innovation on 

consumer advocacy. The cross-sectional survey method was chosen to systematically collect data from 

relatively large respondents, thus allowing for valid, reliable, and replicable analysis. 

      Data collection was carried out through a closed questionnaire with a Likert scale which was 

distributed online and offline to PT Mutyara Solo Group consumers with purposive sampling 

techniques. Data analysis uses structural equation modeling (SEM) through AMOS software to test the 

validity of the model and the relationships between variables simultaneously. The validity and reliability 

of the instruments were also tested to ensure the consistency of the measurements, while the descriptive 

analysis provided an overview of the respondent profile and the distribution of the variables studied. 

 

RESEARCH RESULTS  

Descriptive Statistics 

Based on the recapitulation of the questionnaire filled out by the following respondents, it is presented 

in table 4.1:  

Table 4. 1: Demographic Data Characteristics  

Category     Demographics  Frequency  Percent  

Gender  Man  83  55.0  

  Woman  68  45.0  

  Total  151  100.0  

Age  < 26 (W)  29  19.2  

  27 – 42 (Y)  41  27.2  

  43 – 58 (X)  54  35.8  

  > 59  27  17.9  
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  Total  151  100.0  

Education  High  School/  

Equivalent  

39  25.8  

  S1  96  63.6  

  S2  16  10.6  

  Total  151  100.0  

Source : Primary Data (processed, 2025)  

 

Based on gender, the majority of respondents were men as many as 83 people (55.0%), while 

women amounted to 68 people (45.0%). Judging from the age group, respondents are divided into four 

generational groups. Most of them came from generation X (aged 43–58 years) as many as 54 people 

(35.8%), followed by generation Y (aged 27–42 years) as many as 41 people (27.2%), generation Z 

(under 26 years old) as many as 29 people (19.2%), and the rest over 59 years old as many as 27 people 

(17.9%).  

      In terms of education level, the majority of respondents had the last education of strata one (S1) as 

many as 96 people (63.6%), followed by high school graduates or equivalent as many as 39 people 

(25.8%), and graduates of strata two (S2) as many as 16 people (10.6%). This demographic composition 

provides a diverse picture of the respondents' backgrounds and has the potential to influence their 

perception and participation in the context of this study.   

 

Inferential Statistics 

After all research instruments are declared to meet the criteria of validity and reliability, the data 

analysis process can be continued to the next stage, namely hypothesis testing. This stage aims to 

confirm the relationship between the previously formulated variables, as well as to evaluate the 

suitability of the theoretical model with the empirical data obtained.  

  

 
  

Picture 1: Path Diagram Structural Equation Modeling (SEM) 

      Based on the SEM diagram, all indicators on the latent variable show a strong loading factor, as 

most of them are valued above 0.70, so it can be concluded that all indicators are valid in measuring 

their respective constructs. Indicators on Brand Image, Product Innovation, Brand Trust, and Consumer 

Advocacy all meet convergent validity criteria. In terms of Goodness of Fit, the model also shows an 

excellent match with the data. This can be seen from the value of Probability = 0.098 (>0.05), CMIN/DF 

= 1.223 (<2), as well as other indices such as TLI = 0.991, GFI = 0.925, IFI = 0.993, CFI = 0.993, and 

RMSEA = 0.039, all of which are in the range of good fit to excellent fit. Overall, the SEM model was 

declared to be very fit, and the research instrument proved to be valid in measuring the variables studied. 
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Hypothesis Test Results  

      The results of hypothesis testing were carried out using Structural Equation Modeling (SEM) 

analysis to see the direct influence between variables in the research model. This test involves the 

relationship between brand image, product innovation, brand trust, and consumer advocacy. The 

estimated value, critical ratio (CR), and significance (p-value) are the basis for determining whether the 

hypothesis is confirmed or not. 

 

Table 1: Regression Weights Hypothesis Analysis Results 

Endogenous    Eksogen         Estimate        S.E.   C.R.      P  Information 

KPM  <---  BI  .764  .071  10.716  ***  Confirmed 

KPM  <---  PI  .191  .061  3.147  .002  Confirmed 

AK  <---  KPM  .255  .083  3.094  .002  Confirmed 

AK  <---  BI  .474  .088  5.378  ***  Confirmed 

AK  <---  PI  .032  .045  .706  .480  Unconfirmed 

Source : Primary Data (processed, 2025)  

      The results of the hypothesis test in this study show that most of the relationships between variables 

are confirmed to be confirmed. Based on Table 4.6, the Brand Image (BI) variable has a positive and 

significant effect on Trust in Brand (KPM) with an estimated value of 0.764 and a p-value below 0.001. 

Furthermore, Product Innovation (PI) was also proven to have a significant effect on KPM with an 

estimated value of 0.191 and a p-value of 0.002. In relation to the Consumer Advocacy (AK) variable, 

the results of the analysis showed that KPM had a significant positive influence with an estimate value 

of 0.255 and a p-value of 0.002, as well as Brand Image which had a significant effect on AK with an 

estimated value of 0.474 and a p-value below 0.001. However, in contrast to other variables, the effect 

of Product Innovation on AK is not significant because it has a p-value of 0.480, so the hypothesis is 

not confirmed. Overall, these results confirm that brand image and trust in brands have a stronger 

contribution in driving consumer advocacy. 

 

Mediation Test Results  

Based on the analysis with the approach of Baron and Kenny (1986), the trust in brand variable 

(KPM) was tested as a mediating variable in the relationship between brand image (BI) and product 

innovation (PI) to consumer advocacy (AK). First, the direct relationship between brand image (BI) and 

consumer advocacy (AK) was found to be significant (estimate = 0.474, p < 0.001). Meanwhile, BI also 

has a significant influence on KPM (estimate = 0.764, p < 0.001), and KPM is also significant in 

affecting AK (estimate = 0.255, p = 0.002). Since all of these lines are significant and BI's direct 

relationship with AK remains significant after the mediator is incorporated, it can be concluded that 

KPM partially mediates the relationship between brand image and consumer advocacy. This means that 

part of the effect of brand image on consumer advocacy is channeled through trust in the brand.  

In contrast, in the relationship between product innovation (PI) and consumer advocacy (AK), no 

significant direct relationship was found (estimate = 0.032, p = 0.480). Although PI has a significant 

effect on KPM (estimate = 0.191, p = 0.002) and KPM also has a significant effect on AK, because the 

direct relationship between PI and AK is not significant from the beginning, then based on Baron and 

Kenny's theory, there is full mediation in this relationship. This shows that product innovation does not 

directly contribute to consumer advocacy.  
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DISCUSSION  

      The results show that brand image has the strongest influence on forming trust in the brand, with 

the highest estimate value in the model. This confirms that a positive perception of the brand, whether 

through messaging, design, or customer experience, is the main foundation for the formation of 

consumer trust. Product innovation has also been shown to have a significant effect on trust, although 

the contribution is lower, so innovation needs to be supported by a consistent customer experience to 

be able to strengthen that trust. Trust in brands has further been shown to drive consumer advocacy, 

showing that consumers who believe in a brand are more likely to recommend it to others, either through 

direct conversations or social media. 

      In addition, brand image is proven to have a significant direct influence on consumer advocacy, 

signifying that positive perceptions not only build trust but are also able to create an emotional drive 

for consumers to become active supporters of brands. In contrast, product innovation did not show a 

significant influence on advocacy, indicating that the technical aspects of innovation were not enough 

to trigger consumer recommendations. Therefore, innovation needs to be accompanied by strengthening 

brand experiences and emotional connections to be able to encourage advocacy. These findings 

underscore the importance of marketing strategies that emphasize reputation, customer experience, and 

emotional value to build ongoing consumer loyalty and advocacy. 

 

CONCLUSION  

      Brand image has proven to be the most powerful factor in building consumer trust, as positive 

perceptions of the brand through consistent experiences, a professional visual identity, and clear brand 

values can foster confidence that the brand is trustworthy. Product innovation also contributes to 

increasing trust, although the impact is not as great as the brand image, so innovation needs to be 

communicated and executed properly so that the benefits are truly felt by consumers. The trust that is 

formed then encourages consumers to do advocacy, as recommendations are only given to brands that 

they truly trust and are proud of. 

      In addition, brand image not only strengthens trust, but also directly increases consumers' tendency 

to support and recommend brands, especially when strong emotional bonds are formed. In contrast, 

product innovation does not have a direct influence on advocacy, as innovation tends to be seen as a 

technical plus and has not sufficiently created an emotional connection. The mediation analysis shows 

that trust in the brand partially mediates the relationship between brand image and advocacy, as well as 

mediates fully the relationship between product innovation and advocacy. Thus, trust is a key element 

that bridges how brand image and product innovation contribute to the creation of consumer advocacy.  
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