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ABSTRACT 

As an effort to identify the underlying determinants of willingness to pay, this 

study seeks to examine brand image, customer trust, and customer loyalty that 

impacts directly on willingness to pay during the 2020 COVID-19 pandemic 

time frame. This study also seeks to identify the impact of customer trust and 

brand image towards willingness to pay though customer loyalty and to 

identify the indirect impact of customer trust and brand image towards 

willingness to pay during the 2020 COVID-19 pandemic time frame. 
 

Using a convenient sampling method, someone who ever bought some sports 

apparel during this COVID-19 pandemic were selected as the sample. Out of 

230 distributed, 171 useful questionnaires were returned. Confirmatory factor 

analysis and path analysis were conducted using partial least square equation 

modelling. 
 

The results of this study showed that the willingness to pay of sports apparel 

during the pandemic covid 19 in Indonesia was influenced by the customer 

trust and customer loyalty but not significantly influenced by the brand image. 
 

This study has a different research originality by researching the relationship 

between brand image, customer trust, customer loyalty and willingness to pay 

of any sports apparel during a specific time frame of the 2020 COVID-19 

Pandemic, also the impact of brand image and customer trust towards 

willingness to pay were a rare relation of a research. 

 

Keywords: 2020 COVID-19 Pandemic Time Frame, Brand Image, Customer 

Loyalty, Customer Trust, Sports Apparel, Willingness to Pay 
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Introduction 

Indonesia is part of the ongoing worldwide 

pandemic of corona virus disease 2019 

(COVID-19) caused by severe acute 

respiratory syndrome coronavirus 2 

(SARS-CoV-2) where the first case was 

confirmed to have spread to Indonesia on 2 

March 2020. During the COVID-19 

pandemic started March 2020, many 

businesses struggle due to having to close 

offline stores in some regions and having 

less customer real life interaction due to the 

lockdown initiated by the government. 

However, it does not mean that every 

business needs to fall and surrender. There 

is always a solution to every problem. One 

of the industries has been impacted during 

the COVID-19 Pandemic starting March 

2020 is the fashion industry including 

clothes, sportswear, fashion wear, urban 

wear and shoes. 
 

Relating to the above, nowadays the active 

sportswear is no longer utilized limited to 

sport activity, but for daily activities too. 

Active sportwear is one of the most heavily 

branded areas in global apparel market. 

Since 2007, three sportswear brands had 33 

percent of the global active athletic 

sportswear and footwear market, they are 

Nike, Adidas and Reebok (Tong & Hawley, 

2009). Sportswear and athletic footwear are 

the areas of clothing where the customer’s 

choices are determined by someone they 

admire, such as an athlete (Tong & Hawley, 

2009). Reebok was one of 3 biggest 

sportswear and athletic footwear brand in 

the world and was acquired by Adidas in 

2006. According to Forbes, the rivalry 

between Nike and Adidas has been going 

for long, competing in sportswear and 

athletic footwear market. In 2019 the 

revenue of Nike reached US$ 39 billion, 

which was 50 percent bigger than adidas. 

Despite having a considerable revenue, 

adidas recorded a growth rate 70 percent 

faster than Nike. Since the demand of 

customers to get a better products, Adidas 

and Nike is competing to get popular artist 

and athlete to popularize their products. 

During Pandemic time frame, Adidas and 

another brand, Puma which is one of the 

biggest brands are did the store closures in 

china because of the novel corona outbreak 

had caused sales to plummet. The worst 

thing that adidas announced that the first 

quarter profit fell more than 90% in 2020 

due to store closures. Puma has loss in the 

second quarter of 2020 after the pandemic 

was started, Puma reported a quarterly loss 

report of 114.8 million euros compared to 

its profit 49.7 million euros in the second 

quarter of 2019. In another side, Nike 

announced the revenue was US$ 10.6 

billion in the quarter which was ended in 

31st of august down for one percent from 

the prior year, and digital sales increased 

over 80 percent. The corona virus forced 

Nike to close their stores, and also prompted 

most professional and youth sports to be 

suspended temporarily. According the wall 

street journal, the first quarter, net income 

of Nike was USS$1.52 billion, or 95 cents 

per share. And it was nearly twice as much 

as what The Wall Street Analysts had 

projected. The company also continued to 

shift more attention to it’ s own store, 

website, but also its app. Direct sales made 

up 3.7 billion dollars of revenue in the 

quarter. Nike explained it spent less 

marketing because of postponed events, 

that translated into higher profits. 
 

A good impact of Covid-19 is it wakes 

people up to implement healthy living. 

Since a new normal is applied in Indonesia, 

community passion in exercising is in fact 

increasingly high during this pandemic 

period. Optimism about the sportswear 

market's recovery is growing, and industry 

players are starting to warm up again in 

order to run fast to spur growth that is 

believed to be growing. 
 

There are reasons as to why Nike has 

chosen Indonesia as one of their market. As 

of 2020, it is stated in google that there are 

over 273 million people residing in 

Indonesia. Taking over the market means 

gaining lots of profits and we can see that 

Nike is trying to win not just the shoe 



BRAND IMAGE, CUSTOMER TRUST, AND CUSTOMER LOYALTY                                         Tamara, Hartanto, Rizky and Cahyaputra 

TOWARDS WILLINGNESS TO PAY OF SPORTS APPAREL 

DURING PANDEMIC COVID-19 IN INDONESIA 

Emerging Markets: Business and Management Studies Journal, 2020:8(1), pp.57-71                                      59 

market but also generating profits in the 

fashion market via sports, urban, and street 

wear. We suspect that they have always 

aimed to have a strong brand image and 

creating a good perceived value as well as 

brand recognition. To dominate the market, 

they want people to buy their products and 

thus they need to affect their purchase 

decision. 
 

Big fashion companies competing in 

Indonesian’s fashion market uses brand 

image, customer trust, and customer loyalty 

to affect and impact customer’s purchase 

decision even before the 2020 COVID-19 

Pandemic.  However, we would like to 

focus on how they managed to keep on 

selling their products during the pandemic. 

We suspect that they use their brand image 

recognition and perceived value to have a 

competitive advantage by generating 

customer trust and loyalty during the 

pandemic that affects their customer’s 

purchase decision. As researchers, we are 

interested to dig this phenomenon using 

Nike as our brand research subject to see the 

significance of Nike’s Brand Image that 

creates brand recognition and perceived 

value relating with their value creation of 

customer loyalty and customer trust 

towards their customer’s purchase decision. 

To survive the competition during the force 

majeure of 2020 COVID-19 Pandemic time 

frame, we suspect that their brand image has 

impacted their sales as a competitor in 

competing in the shoe market in Indonesia. 

 

Customer Behavior 

Building a sustainable relationship between 

customer is the must thing and the biggest 

challenge for company, customers are not 

passive respondents but active. To generate 

long terms profitability in services and 

product, firms must establish strong 

relationship between firm and their 

customers. Customer is usually used to refer 

to one who purchase from a particular store 

or company regularly, in other side 

consumer behaviour defined that the 

consumer more generally refers to anyone 

engaging in any of the activities 

(evaluating, acquiring, using or disposing of 

goods and services) (Harcourt, 2020).  

Every customer has different expectation, 

needs, and ideas to every manufacturing 

company they trust. It’s companies’ 

requirement to meet these expectations and 

fulfil their customers satisfaction in 

consuming necessary products or services 

(Kurniawan et al., 2017). And the last thing, 

consumers situations and characteristics 

could be influence on customer’s style on 

buying in store or online. (Newman & 

Foxall, 2003). 

 

Willingness to Pay 

Didier & Lucie (2008) was explaining 

willingness to pay as the maximum price a 

buyer is willing to pay. The premium price 

represents consumers’ willingness to pay 

more than the usual or generally expected 

price. Sometimes, even the willingness to 

pay is reversed depending on which is 

offered first: an option to receive a free gift 

or to pay for it (Tore et al., 2011). DEMIR 

et al., (2015) also explained that willingness 

to pay more is amount of money that 

customer would like to pay more for a better 

qualified good rather than giving less to a 

less qualified good. 
 

In a marketing context, the definition which 

mentioned above, could be expanded and 

understood as consumers’ willingness to 

pay extra for the additional value that the 

brand offers. This process takes place when 

a consumer is ready to pay for a product 

because he/she also wants to acquire certain 

benefits from a brand (Nebojsa S. & Piyush, 

2015). Augusto & Torres (2018) also 

explained that consumers are willing to pay 

a price premium for a brand that is 

successful. Hence, a firm should set the 

price around the values that the brand offers 

to consumers. Meanwhile, customers stated 

willingness to pay more for an 

environmentally friendly product and their 

actual purchase behavior during an auction 

process (Barber et al., 2012). 
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Brand Image 

Brand is one of many factors that have an 

impact on consumer purchase and decision-

making process. Brand was providing 

information about products and create 

associations that affect the mind of the 

consumer in the purchasing process 

(Hrablik et al., 2015). Brand image is 

defined as total and overall personality in 

the consumer’s mind. Brand image was 

depending upon the actual image of the firm 

in consumers’ mind. Unique set of 

association in the mind of consumers 

communicates expectations (Arslan & 

Author, 2014).  
 

Meanwhile, prior study defined brand 

image as the perception of brand that 

created in memory of consumer due to 

brand involvement (Keller et al., 2011). The 

importance of brand image on consumers’ 

product evaluations varies across products, 

and brand image may not be the primary 

evaluative criteria for all products (Graeff, 

1997). Well-known brands may become the 

name for the product category as well as 

provide mnemonic and symbolic value to 

consumers (Murphy et al., 2003). 

Consumers have evoked set of brands, 

while choosing a brand the image help 

consumer in purchase decision. Image of a 

brand differentiate the brands from 

competitor’s brands (Arslan & Author, 

2014). 

 

Customer Trust 

According to (Fitriyasari, 2016) one of 

reasons someone use products or services to 

use is trust. Customer trust can be defined 

as the willingness to take action based on 

trust and honesty between colleagues or 

partners. Trust builds when the customer 

has confidence in a service provider’s 

reliability and integrity (Suhaily & 

Darmoyo, 2017). Trust was explained as the 

expectation of an individual in a transaction 

with any organization during service 

experience and it relates to the risks 

associated with assuming and acting on 

such expectations by the concerned 

organization. (Upamannyu et al., 2015) 

Meanwhile, Patranother journal also 

explained that customer trust as thoughts, 

feelings, emotions, or behaviours 

manifested when customers feel that a 

provider can be relied upon to act in their 

best interest when they give up direct 

control (Patrick, 2002).  
 

Consumers develop trust in a brand based 

on a positive thought regarding their 

expectation for the organization’s behavi-

our and products performance which brand 

represents (Simarmata et al., 2017). As a 

positive respond of consumers to 

producer’s ability to produce products and 

satisfy customer, (Halim et al., 2014) 

included integrity, competencies, consis-

tency and transparency as four key 

dimensions of the concept of trust, as 

explained below: 
 

First, integrity, integrity was refer to 

something honest and based on the truth. 

Integrity will be seen in the trust on product 

excellence or quality, then the trust in the 

company which producing a great quality 

product, trust within company commitment 

to give best, and trust within the great 

quality of product. 
 

Second one was competencies. Competen-

cies was relating to knowledge and skills of 

personal and technical that owned by 

individual. 
 

Third is consistency. Companies was able 

to innovate their new idea on a new product, 

trust the company for continue to produce 

advanced products, trust in the constancy 

determination companies adopting the 

latest technological development for each 

product and trust in brand to compete with 

similar products. 
 

The last one is transparency. It will be seen 

by how the company help consumer who 

experiencing difficulties which associated 

with the products purchased. The company 

should have a solution of best financing 

programme for consumers whose ability of 
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economic is limited, believe in the company 

to organize social programs for the commu-

nity, and also have a trust in the ability of 

the company for creating some products 

that will gain benefit to the costumers. 

 

Customer Loyalty 

Loyalty was given for those customers who 

hold a good attitude towards an organi-

zation, who recommend the organization to 

other consumers and exhibit repurchase 

behaviour (Dimitriades, 2006). Customer 

loyalty itself was defined as a deeply held 

commitment for rebuying or patronizing a 

preferred product/ service consistently in 

the future. Thereby, causing repetitive 

same-brand or same brand-set purchasing, 

despite situational influences and marketing 

efforts having the potential to cause 

switching behaviour (Oliver, 1999).  
 

According to Lam et al. (2004), customer 

loyalty is a construct embodying two 

distinct dimensions, namely, recommend-

ing the service provider to other buyers and 

an intention to repeat purchase or 

patronage. Customer loyalty is defined as a 

promise from the buyers to purchase some 

products, services, and brands of an 

organization repeatedly, irrespective of 

competitor’s new products and innovations 

and these customers are not compelled to 

switch. Loyal customers positively view the 

organization, endorse the organization to 

others, and would engage in repurchasing 

(Leninkumar, 2017). 

 

Theoretical Framework 

Customer Trust – Customer Loyalty 

Sarwar, Abbas, and Pervaiz (2012) arguing 

that trust plays a big role in e-business, 

privacy and security are the key elements to 

develop trust between customer, and trust 

development is more suitable to  trade when 

deciding the business to consumer or 

market, even in store sales person plays a 

big role to build the relationship. When 

customers have putted their trust to 

company’s products and services, then the 

thing lead it towards the loyalty. A 

successful relationship to customers has a 

big potential for loyalty as their willing and 

preparation to pay a premium price for 

goods and services (Rizan et al., 2013). To 

gain customers’ loyalty, you must gain their 

trust first (Glaveli, 2020). 

 

H1: Customer Trust has a positive impact 

on Customer Loyalty. 

 

Figure 1 shows the research model.  

 

 

 

 

 

 

 

 

  

 

 

Figure 1. Research Model 
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Brand Image – Customer Loyalty 

Brand image as a set of perception about 

brands or products as reflected by the 

brand’s association held in customer 

memory (Hsieh & Li, 2008). Ogba and  Tan 

(2009) explained that loyalty as repeating 

customers purchase and exists only when 

customers loved the brand’s product or 

firm’s offering. In this case, the brand 

image is a critical role in helping customers 

to decide whether or not buy the products 

and also affect customer to repurchase them 

in the future (Nyadzayo & Khajehzadeh, 

2016). 

H2: Brand Image has a positive impact on 

Customer Loyalty. 

 

Customer Loyalty – Willingness to Pay 

(WTP) 

Individuals are emotionally and 

symbolically linked to these suburban areas 

and these links favour the development of 

certain kinds of conduct, such as WTP and 

loyalty (López-Mosquera & Sánchez, 

2013). Customers’ brand preferences and 

WTP are contingent on their status and 

potential changes to that status would 

benefit loyalty programme managers, who 

could then segment customers according to 

whether their status will be affected by their 

next purchase decision or not. Other study 

also explained that loyalty has more impact 

on willingness to pay more rather than 

satisfaction. Demir et al.,(2015) explained 

that willingness to pay more for a product 

significantly depend on loyalty and 

satisfaction, respectively. In the other point 

of view, loyalty programme members also 

can demonstrate a higher brand preference 

and WTP than non-members, which signals 

that reciprocity functions to enhance value 

for both loyalty programme members and 

the firm (Mathies & Gudergan, 2012). 

H3: Customer Loyalty has a positive impact on 

Willingness to Pay. 

 

Customer Trust – Willingness to Pay 

Nocella et al., (2014) explained that trust 

towards information sources convey the 

willingness to pay. Noticeably, trusted 

information sources will lead consumer to 

higher levels of trust such as cost of 

accessing food information and enhance the 

willingness to pay.  

H4: Customer Trust has a positive impact on 

Willingness to Pay. 

 

Brand Image – Willingness to Pay 

Consumers are willing to pay a price 

premium for a brand that is successful 

(Augusto & Torres, 2018). For consumers, 

brand knowledge is important, and 

evaluating a brand positively will lead to 

willingness to pay.  

H5: Brand Image has a positive impact on 

Willingness to Pay. 

 

Methodology 

This research is a quantitative research with 

a non-probability sampling. From many 

types of non-probability sampling, we use 

convenience sampling to determine the 

targeted respondents. This research is using 

a data that collected from an online 

questionnaire. Respondents were asked four 

questions about brand image, five questions 

of customer trust, five questions of 

customer loyalty, and two questions about a 

willingness to pay. The measuring method 

were mainly adapted from previous 

research to re-ensuring the content validity. 

Questionnaire for this study will contain 

multi-item measures of brand images, 

customer trust, purchase decision, and 

customer loyalty. A questionnaire will be 

construct by using five-point Likert scales. 

Five-point Likert scale has been used with 

numerical coding from 1 to 5, 1 is strongly 

agree, 2 is agree, 3 is neutral, 4 is disagree 

and 5 is strongly disagree. Brand images 

will be measured using four statements that  
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adapted from (Vahie & Paswan, 2006) 
which aimed to measure the degree to 

which respondents influence by the 

performance of the brand. For customer 

trust, will be measured using five 

statements adapted from (Fang et al., 2011). 

Then, Willingness to Pay will be measured 

using two statements that divided into, one 

statement from (Chaudhuri & Ligas, 2009), 

and one statement from (Park & Kim, 

2014). Last, customer loyalty will be 

measured using five statements that adapted 

from (Leninkumar, 2017). 

 

Data Sample 

This study chose convenience sampling and 

were able to collect data from 171 

respondents that purchased some sports 

apparel during this COVID-19 pandemic.  

 

Validity & Reliability  

The first measurement model is convergent 

validity which has two criteria, first is factor 

loadings should be greater than 0.5 to be 

categorized as valid (Hartono & Abdillah, 

2014) and the second is all indicators in this 

research should have at least 0.5 average 

variance extracted or AVE to be considered 

valid (Hair et al., 2018, p. 775). For the 

discriminant validity, all the square root of 

average variance extracted or AVE should 

be higher than the correlation with other 

latent constructs (Fornell & Larcker, 1981). 

For the reliability there are composite 

reliability which should be higher than 0.7 

(Nunnally, 1994) and Cronbach alpha 

should also be greater than 0.7 (Hair et al., 

2018, p. 775) to be able to know that the 

constructs are reliable. 

 
Table 1. Variable and Indicators 

Variable Items  Source 

 CT 1 Based on my experience with my favorite brand in the 

past, I know it is honest 

(Fang et al., 

2011) 

 CT 2 Based on my experience with my favorite in the past, I 

know it is not opportunistic. 

Customer 

Trust 

CT 3 Based on my experience with my favorite brand in the 

past, I know it keeps its promises to customers. 

 CT 4 Based on my experience with my favorite brand in the 

past, I know it is trustworthy.  

 CT 5 Based on my experience with my favorite brand in the 

past, I know it has ability to complete transactions. 

 CL 1 I say positive things about favorite brand’s loyalty to 

other people  

 CL 2 I recommend my favorite brand to someone who seeks 

my advice  

Customer 

Loyalty 

CL 3 I encourage friends and relatives to do some business 

with my favourite brand  

(Leninkumar, 

2017) 

 CL 4 I consider my favorite brand as first choice to buy 

product 
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 CL 5 I will do more business with my favorite brand in the 

next few years  

 BI 1 Too many of the “brands” I buy at “my most frequented 

store” are defective in some way (Vahie & 

Paswan, 2006) 

Brand Image 
BI 2 Most “brands” I buy at “my most frequented store” wear 

out too quickly 

 BI 3 “My store” does not care enough about the quality of its 

“private label brands” 

 BI 4 I am satisfied with most of the “brands” I buy at “my 

store” 

Willingness to 

Pay 

WTP 1 I would be willing to pay a higher price for this 

brand over other similar brands 

(Chaudhuri & 

Ligas, 2009) 

 WTP 2 I prefer to purchase from this brand even if another 

brand advertising a lower price 

(Park & Kim, 

2014) 

 

 

Result  

The ages characteristic of respondent is 

mostly age 21-25 (Figure 2). It shows that 

this age the most purchased sports apparel 

during pandemic.  

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Respondent’s Age 

 

 

The results of respondent gender 

characteristic comprised of 53% female and 

46% male (Figure 3). 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Gender Characteristic 

 

Result 

For research models that use the outer 

reflexive model is evaluated based on 

convergent, discriminant validity, 

composite reliability. Score convergent 

seen from the loading value, that value is 

considered sufficient between 0.5 to 0.6 for 

the amount latent variable between 3 to 7 

(Hartono & Abdillah, 2014).  
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Table 2. Outer Loadings and Indicator 

Brand Image Customer Loyalty Customer Trust Willingness to pay  

Indicator Outer 

Loadings 

Indicator Outer 

Loadings 

Indicator Outer 

Loadings 

Indicator Outer 

Loadings 
BI1 0,849 CL1 0,599 CT1 0,763 WTP1 0,913 
BI2 0,678 CL2 0,602 CT2 0,712 WTP2 0,918 

BI3 0,626 CL3 0,785 CT3 0,770   

BI4 0,779 CL4 0,767 CT4 0,665   

  CL5 0,765 CT5 0,703   

 

Discriminant Validity - Average 

Variance Extracted (AVE) 

In assessing discriminant validity, it can be 

done by comparing the square root of 

average variance extracted (AVE) for each 

construct with the correlation between the 

other constructs in the model. Discriminant 

value validity is seen based on the AVE 

value, the AVE value > 0.5. Good 

discriminant validity has square root of 

average variance extracted (AVE) value 

greater than 0.5 (Fornell & Locker 1981 in 

Ghozali, 2014). 

 
Table 3. Average Variance Extracted 

  Brand Image 
Customer 

Loyalty 
Customer Trust 

Willingness to 

Pay 

Brand Image 0,738    

Customer Loyalty 0,137 0,709   

Customer Trust 0,139 0,689 0,724  

Willingness to Pay -0,012 0,509 0,558 0,916 

 

Table 3 shows that the value of AVE is 

greater than 0.5 This means that testing 

discriminant validity with the AVE value 

for all variables was good and acceptable. 

 

Composite Reliability – Cronbach Alpha 

Composite reliability measures value 

actually the reliability of a construct and 

more good in estimating the internal 

consistency of a construct (Salisbury et al., 

2002 in Hartono & Abdillah, 2014). 

Cronbach's alpha measure limits below the 

reliability value of a construct. Rule of 

thumb the value of alpha or composite 

reliability must be greater of 0.7, although a 

value of 0.6 is still acceptable ( Hair et al., 

2006 in Hartono & Abdillah, 2014). 

 
Table 4. Composite Reliability & Cronbach Alpha 

 Cronbach's Alpha Composite Reliability 

Brand Image 0,789 0,825 

Customer Loyalty 0,749 0,832 

Customer Trust 0,773 0,846 

Willingness to Pay 0,807 0,912 

 

 

The Composite Reliability model include 

two criteria, which are the composite 

reliability that should be greater than 0.7 

and the Cronbach alpha should also be 

above 0.7. Table 4 shows that all latent 

constructs have composite reliability higher 

than 0.7, while the highest is achieved by 

willingness to pay at 0.912 and the lowest is 
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achieved by brand image at 0.825. 

Therefore, all latent constructs meet the 

composite reliability requirement. All latent 

constructs also show higher number than 

0.7 in Cronbach alpha, while the highest is 

achieved by willingness to pay at 0.807 and 

the lowest is achieved by customer loyalty 

at 0.749, with these latent constructs are 

proved to be reliable. 

 
Table 5. Hypotheses Testing Results 

Hypotheses Path 
Original 

Sample (O) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

 

Result 

H1 CT -> CL 0,683 0,060 11,400 0,000 Accepted 

H2 BI -> CL 0,042 0,053 0,794 0,427 Rejected 

H3 CL -> WTP 0,245 0,117 2,087 0,037 Accepted 

H4 CT -> WTP 0,404 0,109 3,689 0,000 Accepted 

H5 BI -> WTP -0,101 0,065 1,552 0,121 Rejected 

 

From the result that shown on Table 5 

above, we can see that H1 (Customer Trust 

has a positive impact on Customer Loyalty.) 

have original sample of 0.683, standard 

deviation 0.060, T Statistic of 11.400, and 

p-values of 0.000, which means H1 was 

accepted and have a positive relation, which 

also means that when customer trust 

increased by 0.683, customer loyalty will be 

increased by 0.683 as well.  

Second, H2 (Brand Image has a positive 

impact on Customer Loyalty.) have original 

sample of 0.042, standard deviation 0.053, 

T Statistic of 0.794, and p-values of 0.427, 

which means H2 was rejected. The possible 

explanation is the respondent perceived 

brand image is less likely impact the 

customer loyalty. In other circumstances 

the respondent might not consider brand 

when they repurchase the product.   

Third, H3 (Customer Loyalty has a positive 

impact on Willingness to Pay.) have 

original sample of 0.245, standard deviation 

0.117, T Statistic of 2.087, and p-values of 

0.037, which means H3 was accepted and 

have a positive relation, which also means 

that when customer loyalty increased by 

0.245, customer loyalty will be increased by 

0.245 as well.  

Fourth, H4 (Customer Trust has a positive 

impact on Willingness to Pay.) have 

original sample of 0.404, standard deviation 

0.109, T Statistic of 3.689, and p-values of 

0.000, which means H4 was accepted and 

have a positive relation, which also means 

that when customer trust increased by 

0.404, customer loyalty will be increased by 

0.404 as well.  

Finally the fifth hypotheses, H5 (Brand 

Image has a positive impact on Willingness 

to Pay.) have original sample of -0.101, 

standard deviation 0.065, T Statistic of 

1.552, and p-values of 0.121, which means 

H5 was rejected and have a negative 

relation, which also means that when brand 

image decreased by 0.101, customer loyalty 

will be increased by 0.101.  

 

Conclusion 

This paper examines the effect of brand 

image, customer trust, and customer loyalty 

on willingness to pay in sport apparel 

purchasing during COVID-19 pandemic in 

2020. The study concludes that customer 

trust and customer loyalty positively affect 

the willingness to pay. The customer trust 

also positively affects the customer loyalty. 

Both of hypothesis of brand image 

positively affects customer loyalty and 

hypothesis brand image positively affect 

willingness to pay are rejected. The 

research model basically can explain that 

customer trust, brand image, customer 

loyalty is able to positively affect the 
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willingness to pay for consumers of sport 

apparel during pandemic Covid-19 in 2020. 

 The research can help the sport apparel 

supplier to focus on building customer’s 

trust and increase the loyalty program, to 

keep them purchase the sport apparel. The 

customer who is mostly female in this 

respondent can use the apparel to do sport 

activities at home and update their status in 

their social media.  

The limitations of this research are limited 

respondent that answer the survey, and the 

respondent is mostly female. The research 

could gain more insight if the respondent 

balanced between male and female. Other 

limitation is the respondent age. Since the 

pandemic forced people to stay at home, the 

respondent should look for broader range of 

age, and get insight from older or younger 

ones.  

This research recommends adding the 

model with customer commitment to 

willingness to pay, as to understand how to 

make commitment to purchase the product. 

It is interesting to measure the commitment 

on buying sports apparel when the 

pandemic is longer than expected, forcing 

people to stay more at home, doing sports at 

home or in surroundings. 

 

APPENDIX 1. THE SURVEY  

Variable & Code  Likert Scale 

Customer Trust Indicators 1 2 3 4 5 

CT 1 Based on my experience with my favorite brand in 

the past, I know it is honest 
     

CT 2 Based on my experience with my favorite in the 

past, I know it is not opportunistic. 
     

CT 3 Based on my experience with my favorite brand in 

the past, I know it keeps its promises to customers. 
     

CT 4 Based on my experience with my favorite brand in 

the past, I know it is trustworthy.  
     

CT 5 Based on my experience with my favorite brand in 

the past, I know it has ability to complete 

transactions. 

     

Customer Loyalty        

CL 1 I say positive things about favorite brand’s loyalty 

to other people  
     

CL 2 I recommend my favorite brand to someone who 

seeks my advice  
     

CL 3 I encourage friends and relatives to do some 

business with my favourite brand  
     

CL 4 I consider my favorite brand as first choice to buy 

product 
     

CL 5 I will do more business with my favorite brand in 

the next few years  
     

Brand Image       

BI 1 
Too many of the “brands” I buy at “my most 

frequented store” are defective in some way 
     

BI 2 
Most “brands” I buy at “my most frequented store” 

wear out too quickly 
     

BI 3 “My store” does not care enough about the quality 

of its “private label brands” 
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BI 4 I am satisfied with most of the “brands” I buy at 

“my store” 
     

Willingness to Pay 
      

WTP 1 I would be willing to pay a higher price for this 

brand over other similar brands 
     

WTP 2 I prefer to purchase from this brand even if another 

brand advertising a lower price 
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