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1 Introduction

The concrete business is one of the mainstays of financial improvement in Indonesia. Its part as one of the primary
segments in the framework and building improvement makes concrete one of the foundation of the nation's
advancement. Interest in concrete in Indonesia has expanded fundamentally as of late (Sidjabat et al., 2019; Setyawan
etal., 2017; Ahmed et al., 2002; Agustia et al., 2020). Because of measurable information from the Indonesian Cement
Association (ASI) in 2019, the development of concrete utilization in Indonesia shows a positive upward pattern, the
normal development in 2018 arrived at 4.8% in critical development from 2011 to 2019 (Novalius, 2019).

Table 1
Cement sales growth in Indonesia

Cement Sales in Indonesia

ey (Million Ton) Cirailn (9]
2014 80 3.3
2015 61 18
2016 62 10
2017 66 76
2018 70 48
2019 70 05

Table 1, it can be seen from 2014 to 2019 that cement sales in Indonesia have increased. In 2014, it showed that cement
sales in Indonesia amounted to 60 million tons with a growth percentage of 3.3%. Furthermore, in 2015, cement sales
in Indonesia had increased by 61 million tons or with a growth percentage of 1.8%. Likewise, in 2016 cement sales in
Indonesia increased with a growth of 1% compared to the previous year. In 2017, cement sales in Indonesia showed
an increase in growth of 7.6%. In 2018, cement sales in Indonesia increased by 4.8% and in 2019 by 0.5%.

Limited company Semen Baturaja Tbk is a company engaged in the cement industry and is headquartered in
Palembang, South Sumatra, and 2013 was listed on the Indonesia Stock Exchange (IDX). The type of cement produced
by limited company Semen Baturaja, Tbk is Portland OPC Type I, OPC Type Il and OPC Type V cement according
to SNI 2049: 2015 and Portland Composite Cement (PCC) according to SNI 7064: 2014. By owning three factories,
namely the Baturaja factory, the Palembang factory, and the Panjang factory, it will facilitate and reach markets in
Southern Sumatra, namely Jambi, Bangka Belitung, Lampung, Bengkulu, and Palembang.

According to Crick & Crick (2020), expanding business rivalry and combined with the Covid 19 pandemic, limited
company Semen Baturaja, Tbk, is growing its technique to seek benefits during the Covid 19 pandemic (Abuselidze
& Slobodianyk, 2019; Adalja et al., 2020; Akhtaruzzaman et al., 2020). As indicated by the President Director of
limited company Semen Baturaja, Tbk, Jobi Triananda Hasjim said that there are five primary methodologies to
improve organization execution, including streamlining appropriation and thickening pockets with the enhancement
of different incomes, to collaborations with bunch BUMN. The state of the Covid 19 pandemic has brought about
digitalization on all fronts, including showcasing so that organizations construct advanced arrangements by shaping
white naming.

2 Materials and Methods

In this examination, the populace were all customers who bought Baturaja concrete in the time frame September 2020
to October 2020 in the Lampung district. Examining was finished by utilizing the nonprobability testing procedure, by
being the specific purposive inspecting technique (Wahyuni, 2012; Berg, 2001). Non-probability inspecting with
purposive testing strategy is an examining procedure that does not give equivalent freedoms or freedoms to every
populace's component to be chosen as an example. The example in this investigation was buyers who bought Baturaja
concrete with different concrete kinds in the Lampung area. The example taken in this examination has the
accompanying standards:

a) Customers who purchase Baturaja cement in the Lampung area;

b) Customers aged 18 years and over;

c) Customers who have used Baturaja cement.
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3 Results and Discussions

Results of Multiple Linear Regression Analysis

Table 2
Multiple Linear Regression Analysis
Coefficients
Model Unstanc_ja_rdized Standa_lr(_jized
Coefficients Coefficients
1 B Std. Error Beta Sig
Constant .600 251
Brand Image A74 .059 175 .003
Brand Trust .668 .059 .669 .000

Y=0,600+ 0,174X, + 0,668X, +e

a) The constant value indicates a positive value with a value of 0.600. This shows that brand loyalty is considered
that without the influence of brand image and brand trust, the brand loyalty variable's magnitude is 0.600;

b) The relapse coefficient estimation of the brand picture variable is 0.174 with an estimation of 2.971 states that
brand picture positively affects brand unwaveringness. This shows that the higher the brand picture, the positive
effect, specifically the higher the unwaveringness of the Baturaja concrete brand;

c) The brand trust variable's regression coefficient value is 0.668 with a value of 11.381, which states that brand
trust has a positive effect on brand loyalty. This shows that the higher the brand trust is given, the positive
impact, namely the higher the loyalty of the Baturaja cement brand (Odin et al., 2001; Fournier & Yao, 1997).

Results of Correlation Coefficient (r) and Coefficient of Determination (R?)

Table 3
Correlation Coefficient (r) and Coefficient of Determination (R?)
Model Summary®

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 756 572 566 .655358

In light of the yield model outline in Table 3, the aftereffects of the connection coefficient (r) test show that the impact
of brand picture and brand trust factors on brand dependability is 0.756 or 75.6%. The greatness of the R square (R?)
the number is 0.572 or 57.2%; this figure is utilized to perceive what brand picture and brand trust mean for brand
steadfastness of Baturaja concrete. This figure expects how the factors of the brand picture and brand trust to show
what variables can influence the Baturaja concrete brand's unwavering ness, and together, it is 57.2%. In comparison,
the excess 42.8% is impacted by different factors, such as administration quality, item quality, and advancement.

Significance Parameter Individual Test (test t)

Table 4
Significance Parameter Individual Test (test t)
Coefficients
Model Variable B trable Casre Sig.
1 Brand Image 174 1.976 2971 .003
Brand Trust .668 1.976 11.381 .000
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Based on Table 4. the value of degree of freedom (df) = n-k = 150-3 = 147 and 0.05, the value for this research data is
1.976. The results of the analysis can be explained as follows:

a) The estimation of the brand picture variable (X1) is 2.971, and the importance esteem is 0.003, the value> is
(2.971> 1.976) or the worth (Sig.) 0.003 <0.05. This implies that brand picture significantly affects brand
faithfulness of Baturaja concrete. This demonstrates that the brand picture variable's primary speculation has a
positive and critical impact is adequate.

b) The value of the brand trust variable (X2) is 11,381 and the significance value is 0,000, the value> is (11,381>
1,976) or the value (Sig.) 0,000 <0.05. This means that brand trust has a significant effect on the brand loyalty
of Baturaja cement. This proves that the second hypothesis on the variable brand trust has a positive and
significant effect is acceptable.

The brand picture depicts the extraneous idea of an item or administration, remembering the path for which they
attempt to meet clients' mental or social necessities (Kotler, 2009; Kotler, 1987). The picture of the brand is identified
with mentalities as convictions and inclinations for a brand. Shoppers who have a positive picture of a brand will be
better ready to make buys and even brand dedication from buyers without a stable and positive brand picture; it is
exceptionally hard for organizations to pull in new clients and hold existing ones (Setiadi, 2003; Rusmiati et al., 2020;
Cretu & Brodie, 2007). Buyers who believe that they are sure will be continuously joined to shape reliability to specific
brands, which is called brand unwaveringness (Rossiter & Bellman, 2005; Morrison, 2018). Reliability happens when
there is a positive reaction from the buy and utilization experience for an item. The brand picture has a positive and
critical impact on brand dependability. The aftereffects of this investigation are by research results (Faradisa, 2019;
Hartati, 2019; Putra & Sulistyawati, 2019), found that brand picture has a positive and critical impact on brand
dedication.

The consequences of this examination show that brand picture is related with a few markers, for example, brand
character, brand character, brand affiliation, brand demeanor and conduct, brand advantages, and ability. The marker
"Baturaja concrete slogan is not difficult to recall and perceive" shows the most reduced worth. It is expected that the
slogan on Baturaja concrete is not a central point for purchasers in becoming acquainted with Baturaja concrete items.
This shows that the slogan of concrete Nataraja items does not affect brand reliability. On the pointer, "Baturaja
concrete items have a decent picture among the general population™ shows the most noteworthy score. This shows that
the general population all around perceives Baturaja’'s concrete items. A decent organization picture will think that it
is simpler to give customers positive reactions towards the organization by consistently utilizing Baturja concrete
items.

Brand trust is the eagerness to confide in a brand with all the dangers on account of the assumptions guaranteed by
the brand in giving positive outcomes to shoppers (Lau & Lee, 1999; Zehir et al., 2011; Laroche et al., 2012). On the
off chance that buyers have faith in a brand, they will keep on purchasing the brand, use it, and even educate others
concerning the brand's upsides dependent on purchaser experience in utilizing that brand (Andryusalfikri et al., 2019).
Brand trust affects buyer dedication. If shoppers put stock in these brands, purchasers will not change to different
brands. Brand trust has a positive and critical impact on brand unwaveringness. This outcome is following research
results from (Marliawati & Cahyaningdyah, 2020; Qurbani & Pasaribu, 2019; Fatikhyaid et al., 2019), that found that
brand trust has a positive and massive impact on brand reliability.

The outcomes demonstrated that brand trust is related to a few pointers, for example, brand trademark, organization
trademark, and buyer brand trademark. On the pointer, limited company Semen Baturaja, Tbk is a state-possessed
organization, demonstrating the most reduced worth. It is expected that buyers do not think about the organization that
sells concrete items, even though limited company Semen Baturaja, Tbk, a state-possessed organization, is not a factor
impacting purchasers' staying faithful to the brand because dependent on-field reviews, the organization's status a state-
claimed or privately-owned business is not a benchmark for shoppers to be faithful to the brand. Since buyers will be
faithful to brands, dependent on the nature of the items the organization produces. The marker "l accept that Baturaja
concrete items are of acceptable quality shows the most elevated worth. This shows that shoppers now feel that the
nature of Baturaja concrete items is of acceptable quality. The nature of the concrete created gives buyers a feeling of
fulfillment with an item, which will affect shopper reliability to the brand. This shows that buyers truly trust the nature
of the concrete items created by limited company Semen Baturaja, Thk by demonstrating the most elevated outcomes.
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4 Conclusion

1. The brand picture has a positive and massive impact on the brand faithfulness of Baturaja concrete.
2. Brand trust has a positive and massive impact on the brand faithfulness of Baturaja concrete
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