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Abstract

In an increasingly cutthroat business environment, companies must be able to choose the
right strategy for the company's survival, particularly by marketing their products in
accordance with consumers' and customers' wants and expectations. Trust and resistance
to change are two factors that consumers/customers take into account when deciding
whether or not to remain loyal to a product. This study set out to evaluate the partial
impact of trust and mobility limitations on loyalty.

The research methods used in this study include descriptive and verification. The
population of this study consists of users of Karadenta Skincare products in the city of
Sumedang, which also includes the villages of South Sumedang and North Sumedang.
For this study, 97 participants were chosen using a purposive sample technique. The
distribution of questionnaires served as a method for gathering data. A data instrument's
validity and reliability are tested. While the standard assumption test, multiple regression
analysis, coefficient of determination analysis, and hypothesis testing are among the data
analysis techniques used.

Keywords: Trust, Barriers to Movement, and Loyalty.

INTRODUCTION

In Yulita, Rodhiyah, and Widayanto (2015), Daryanto states that trust is the
conviction that one will find what their trading partners want. This example demonstrates
that developing trustworthy relationships will be more likely to occur in certain
industries, especially those that involve customers taking risks over either short- or long-
term time frames. We may therefore draw the conclusion that a consumer will only trust
a product if they believe it to be suitable and fulfill their expectations. In order for
customers to become loyal clients who continually seek out those products.

As a result, in order to prevent customers from switching to a different kind of
product or service, the business must create barriers that prevent customers from using
alternatives. Jones et al. in Danang, M. Hurfon, and Afi (2017: 157), claim that obstacles
are things that make it more difficult or expensive for customers to migrate between
product and service suppliers. In conclusion, customers that are committed to a product
may navigate around obstacles without difficulty. Not only that, but the organization
must be able to establish supremacy through efforts that are creative, original, and
effective in order to become the top choice for many customers, who will then be expected
to be "loyal."

As for brands, Karadenta goods, a brand of beauty products, will be researched.
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The product Karadenta is very well-liked by ladies. The 2019 Top Brand index table data
is as follows:

TABLE 1.

TOP BRANDS FACE CLEANSER
BRAND TBI TOP
Pond's 32. % TOP
Biore 18. % TOP
Karaden 14. % TOP
t
Gatsby 6.8 %
wardah 3.6 %

Source: Wikipedia Year 2023
The phenomenon that has been observed is that everyone needs cosmetics to
support their appearance on a daily basis. This allows us to understand the tall low loyalty
customer skincare Karadenta in Sumedang City as well as the sizeable impact that
switching barriers to loyalty customer have on their products.

Mix Marketing

Kotler and Armstrong (2010) claim that the marketing mix is a collection of four
factors, including the product, price structure, activity promotion, and system distribution
in Treasurer Mulya Muttaqin (2019: 15). Fourth component of the mix marketing is how
the different players relate to and influence one another.

1. A productis a fertilized combination of commodities and services that is made available
to the market to satisfy needs and desires. Existing products might be considered the
focal point of marketing efforts because they serve as the foundation for all subsequent
marketing initiatives. Can be introduced to the general public with diversity in product
types, qualities, designs, features, or forms, trademarks, packaging, sizes, services,
warranties, and returns.

2. Price (price) is the sum of money that the consumer or customer must pay to obtain a
something or service in order to use it to fulfill needs and desires that have not yet been
satisfied. The most adjustable attribute and only aspect of the marketing mix is price,
which does produce revenue.

3. Promotion (promotion) is any activity carried out by a business to convey a good
product to a customer target or an intermediary. By this, we mean to convey
information that will inform, persuade, or bring attention to a company's generated
product. Promotion comprised public relations, personal selling, sales promotions, and
advertising policy.

4. Business Location (Place) Choose location and place with customer needs to preserve
power competitiveness. In addition to factoring in customer proximity, factor comfort
also wants to be seen and how to communicate with customers.

Loyalty Customer

Literally, the word "loyal" means "loyal," yet it can also imply "faithful." Loyalty is
something that develops out of self-consciousness rather than being forced. "Loyalty is a
commitment Which held firm For buy, return, or subscribe product choice or services in
the future despite influence situational And effort marketing own potency For cause
consumer switch to another product," said Kotler and Keller (2012) in Early (2018: 21).
According to Yulita, Rodhiyah, and Widayanto (2015), loyalty is defined as "Behavior
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purchase repeat... concerns purchase of the same particular brand on an equal basis
repeated time." Tjiptono (2011:483).

According to the definition given above, loyalty is an attitude that a customer has
toward a product or service and not just toward the company; it is also a commitment to
purchase the product or service from the company and to suggest it to third parties.

There are four different types of loyalty, according to Griffins (2007) in Early (2018:
22), namely: no loyalty, weak loyalty, loyalty hidden, and loyalty premium.

Indicator Loyalty
According to Griffins, which Ratih Hurriyati (2015:130) cited, signs of consumer
loyalty include the following;:
1. Do your shopping regularly.
2. Purchase in-line goods and services.
3. Recommend a product, third.
4. Exhibits resistance to being pulled by a competitor

Trust (Trust)

In Yulita, Rodhiyah, and Widayanto (2015), Daryanto (2013: 279-280) states that
trust is the conviction that someone will find what is desired on a partner's transaction.
According to Moorman, Desphande, and Zatman (1993) in Danang, M. Hufron, and Afi
(2017: 156), trust is defined as the willingness of a person to hang himself to a party in
exchange because that party has earned that person's confidence.

As a result, trust is an attitude that someone exhibits when they are confident in
something. In addition, trust can be seen as a crucial element in resolving conflicts
between business partners and as a resource for building enduring corporate
relationships.

Indicator Trust
According to Farida Jasfar (2017:168), there are two parts that make up the trust
indicator:
1. Perception of justice or honesty (perceived fairness).
2. Company's perceived competence (perceived competence).

Obstacle Moved ( Switching Barriers )

Obstacle refers to the degree of difficulty for moving to another service provider
when a customer is not satisfied with the service they have received. According to Bansal
and Taylor in Danesh et al. (2012), a move's biggest challenge is the estimate of the
consumer's power and opportunity. Barriers to switching, according to Jones et al in
Danang, M. Hufron, and Afi (2017: 157) are elements that make a consumer's decision to
switch to a different product provider or other services more difficult or expensive.

Kotler claims in Vebby (2018: 29) that the following elements are obstacles to
movement: Values, economic, social, psychological, and functional.

Indicator Obstacle Moved
Creepers Lupiyoadi (2014:237) describes the following as an indicative obstacle
move:
1. Cost loss:
2. Adaptation to cost
3. Expense move
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Framework Thinking

Many businesses use a large amount of power to attract customers and expand
market share. In order to create a good marketing strategy, customer knowledge is
essential. Customers can turn into the company's most precious assets, so the business
needs to defend equity while creating it. Customer information must be gathered by the
business in order to evaluate customer needs, build customer trust, and remove consumer
obstacles.

In Danang, M. Hurfon, and Afi (2017: 157), Jones et al. state that a barrier to change
is anything that makes it more difficult or expensive for customers to transfer between
product suppliers or other services. Rambat Lupiyoadi (2014:237) states that three
indicators—cost losses, adaption costs, and moving costs—are used to quantify the
respondent's variable obstacle move perception. Due to the significant expenditures
involved in switching to a different product, customer loyalty to that product will
ultimately result in customer loyalty.

Kotler and Keller (2012) in Early (2018: 21) define loyalty as a commitment to
continue using a product choice or subscribing to a service in the future notwithstanding
the potential for situational influences and marketing campaigns to persuade customers
to switch to alternative products. According to Ratih Hurriyati, who cited Griffins
(2015:130), four indicators —making regular purchases, buying across lines of products
and services, recommending items, and displaying resistance to rival attraction—can be
used to gauge how devoted customers see them. Customer loyalty refers to a situation
where the seller hopes the buyer will purchase a good that the buyer accepts. The
customer will be unhappy if the product isn't what they expected. Contrarily, if a product
lives up to expectations, customers will stick with it. Customers will eventually tell their
friends, family members, and anybody else they know about the product. He will
repeatedly purchase the thing for himself.

H1 = Trust and loyalty are influenced

H2 = There is an impediment to loyalty called influence.

METHOD STUDY

Research strategy using a methodology that is descriptive and verifies Survey is a
form of investigation. This Ward Sumedang North And Ward Sumedang South's
population is being studied. Purposive sampling is the sample technique utilized in this
study. The following criteria were used to choose respondents for the sample: minimum
age of 21 years and maximum age of 31, only students, public servants, self-employed
people, and mothers who are on the top rung of the family ladder, as well as frequency of
purchase each month minimum two times and maximum more than two times. Regarding
the study's sample, there are 91 participants. Data collected using a survey and the Likert
scale at one point 5. Regression analysis is the method of analysis used in this study. use
SPSS.

variable research This is trust, with obstruction move acting as an independent
variable, and customer loyalty acting as a dependent variable.

1. Variables Trust

In Danang, M. Hufron, and Afi (2017: 156), Moore, Desphande, and Zatman (1993)
defined trust as someone's willingness to entrust themselves to the other parties involved
in exchange because they have faith in the other party. With the help of two indicators —
perceptions of justice or honesty (perceived fairness) and competence (perceived
competence) —we may measure the respondent's variable trust (X1) perception.

2. Moved Variable Obstacle

According to Jones et al. in Danang, M. Hufron, and Afi (2017: 157), an obstacle is
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a factor that makes transferring to another provider's product or service more difficult or
expensive for consumers. Respondents' impression of a variable obstacle move (X 2) was
examined using three indicators: the cost of losses, the cost of adaptation, and the cost of
the move.
3. Customer with Variable Loyalty

Kotler and Keller (2012) wrote in Early (2018) that "loyalty is commitment Which
held firm For buy return or subscribe preferred product or service in the future although
influence situational and effort marketing own potency For cause consumer switch to
product other". Variable loyalty customer (Y) perception respondents are measured using
4 indicators, i.e., they make regular purchases, choose products and services that are in
line with their needs, advocate products to others, and exhibit resistance to approaches
from rival businesses.

RESULTS AND DISCUSSION
Results Study
1. Test Instrument Study

Achieved test validity Study of the instrument (items, questions, or statements) for
the test's applicability includes the construct that will be measured. R count > r table is the
criterion used to judge the veracity of each claim.

Valid questionnaire results It can be used as a tool for data collection. In this study,
the validity test was computed using SPSS 21.

2. Test Reliability

To evaluate the consistency of the instrument study, reliability testing was done.
An internal test (internal consistency) with a cronbach alpha coefficient is a common and
often used tool test.It has been recommended that the level coefficient a be 0.7 (Hair et al.,
1998) or 0.6 (Nunnaly, 1978). presently (2003, classification level coefficient reliability):
Cronbach alpha 0.6 up to 0.8 represent level dependability, which is better because
coefficient cronbach alpha not enough from 0.6 signify reliability.

Table 4. Results Test Reliability

Loyalty Customer

B t sig.

Trust 0.190 | 3,454 |0.000

Obstacle 0.215 | 4,778 |0.000
Moved

Hypothesis Test Influence Passive

Reporting results from hypothesis testing demonstrate the influence that was
hypothesized to exist. Table 4: Regression analysis of the service outcomes examining the
influence of a theory partial variable trust and a barrier to a move in favor of client loyalty.
Test Comparison of the partial use requirements between the t count and the t table
(1.984).
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Table 5. Results Test Partial

Nilai
Variabel Total Item | Reliabilita Ttabel Keterangan
Pernyataa | S (a=5%)
n Cronbach’
sAlpha
Kepercayaan 6 0,,799
HambatanBerpind 6 0, 801 0,60 Reliabel
ah
Loyalitas 8 0,,781

Trust (X1), moving obstacles (X2), and customer loyalty (Y) all have numbers for
cronbach's alpha that are larger than the cutoff value (0.60), therefore all items for each
variable in the study. This was deemed trustworthy and is suitable for use as tool
collection data. SPSS 21 and the reliability test outcomes for each variable listed in table 4
are used in this study's calculation of test reliability. Reliability is acceptable and cronbach
alpha values greater than 0.8 are positive.

Table 5 reveals that each of these variables have a sig value of 5% and t arithmetic
> t table. H1 and H2 agreed, therefore. It denotes that there is a relationship between Trust
and Loyalty (H1) and a relationship between Obstacle Move and Loyalty (H2).

DISCUSSION

Influence Trust to Loyalty Customer

Based on data analysis and verification, it was discovered that trust has a positive
and significant influence on loyalty. In other words, better Trust results in higher
Customer Loyalty.

Therefore, the premise that Trust influences loyalty in a big way can be
demonstrated to be true. This is supported by the theory put forth by Mom Abdurohman
(2017:25-26), who said that trust is an incorrect component that might affect loyalty
(loyalty). This implies that a customer's loyalty is pushed by trust.

A lot of variables contribute to the customer's high level of trust in Karadenta's
skincare products. One of these variables is the company's ability to provide high-quality
service. In addition, Karadenta skincare products contain their unique ingredients that are
safe for the skin. Additionally, clients claim that Karadenta Skincare is capable of meeting
their needs despite problems with those needs. Many customers utilize Karadenta
skincare products. It indicates that Product Skincare Karadenta is highly known among
the general audience. In addition, customers think that the skincare product Karadenta
has a feature that makes it safe for facial skin.

This supports the concept that trust is the conviction that someone will discover
what they are looking for on a partner's transaction, as put forth by Daryanto in Yulita,
Rodhiyah, and Widayanto (2015). Matter This demonstrating that create connections that
can be trusted will more likely occur in specific sectors of the economy, notably those that
lead to customer risk-taking over either a short- or long-term period. Thus, it can be said
that Trust has a considerable impact on loyalty.

Effect of Switching Barriers on Loyalty Customer

According to results analysis and verification, barriers move their own positively
and significantly to loyalty. It implies that the higher the resistance moved, the more the
consumer loyalty. Therefore, the statement that an obstacle moved an influential major

person away from loyalty can be demonstrated to be true. Matter This was supported by
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the notion of Griffins (in Sangadji and Sopiyah 2013:111-112), according to which there
are several ways for businesses to keep customers from switching to competitors and to
foster client loyalty. The only mistaken impediment is that one. Matter Therefore, Obstacle
Moved is a major Loyalty Factor.

There are a lot of variables that reveal a high barrier to switching to skincare
products, including the value being above average and the perception of the user skincare
Karadenta that switching to another product will increase costs. Then, if a different
product is introduced, a high level of uncertainty will be raised. Specifically, Karadenta's
skincare products It is of high quality and excellent for facial skin, according to Karadenta
skincare customers.

Testing this hypothesis is consistent with the argument made by Jones et al. in
Danang, M. Hufron, and Afi (2017: 157), according to which switching providers of goods
or services might be difficult or expensive for customers.

Therefore, it can be said that obstacles have an impact on loyalty that is significant.

CONCLUSION AND IMPLICATIONS

Conclusion
According to the analysis of the data in the previous chapter, the following
conclusions may be drawn from the study Trust And Obstacle Moved To Loyalty (Studies
On Customer Product skincare Karadenta in Sumedang City):
1. Trust has a favorable effect and is important to loyalty. It signifies that the customer's
loyalty grows as tall as the trust that was earned.
2. Switching Barriers Have a Positive and Significant Impact on Loyalty Customers. This
implies that the consumer will be more loyal the taller the obstacle that is moved.

Implications Managerial

1. In order for consumer trust in a brand to remain consistent, skincare brand Karadenta
must provide its customers with products of the highest caliber. The author then
suggests that businesses raise the quality of their products by selecting higher-quality
ingredients, monitoring the products' quality, and doing routine maintenance on their
machinery, among other things.

2. The authors advise the Company Product Skincare Karadenta to improve more
product-related information Skincare Karadenta Examples do promotion direct with
method communicate with consumers / customers, do promotion through media
Facebook, Instagram, And television advertisements in order for the Transfer Barrier
to remain stable.

3. To ensure that customers remember the brand's loyalty, the author suggests Company
skincare Karadenta for giving price discounts relating to its product packages or prices.
Given that Karadenta Skincare Products are slightly less expensive than similar
skincare products, many consumers and customers are interested in utilizing them,
which, in turn, can increase customer loyalty.

Recommendation For Researcher Furthermore

In order to make the script for compiling resources more variable, the researcher
should also add independent variables that are distinct from those that are employed in
the research. Additionally, use object research, which is broader and distinct from earlier
location research. According to studies on Telkomsel user cards in Java West, the influence
of belief, price, and obstacle moved to loyalty.
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