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Abstract

This study aims to examine the effects of negative media exposure related to the eSAF frame corrosion
case on Honda motorcycles and product quality on consumer trust in the Honda brand. A quantitative
research method with a survey approach was employed. The research sample comprised Honda
motorcycle consumers in Klaten. Data were analyzed using multiple linear regression analysis. The
results indicated that negative media exposure related to the eSAF frame case did not significantly affect
consumer trust in the Honda brand. In contrast, product quality demonstrated a positive and significant
effect on consumer trust. This suggests that consumers tend to prioritize the overall quality of the
product over focusing solely on a single negative issue.This study offers important implications for
companies in managing crisis communication and maintaining consumer trust.
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A. INTRODUCTION

The motorcycle industry in Indonesia has demonstrated remarkable growth in recent decades,
positioning it as one of the most substantial automotive markets in Southeast Asia.Among the numerous
brands present in Indonesia, Honda holds a preeminent position, maintaining a steady and substantial
market share.This achievement can be attributed to a meticulous business strategy, encompassing
superior product quality, fuel efficiency, reliable vehicle performance, and an extensive after-sales
service network. Moreover, Honda's marketing strategy exhibits a high degree of adaptability to
changing consumer trends, as evidenced by the introduction of modern motorcycle designs that align
with the preferences of the younger demographic (Negara & Hidayat, 2021).The effectiveness of this
strategy is further bolstered by the affordability of the products and the ease of acquiring spare parts,
thereby fostering strong brand loyalty among consumers (Algifari & Sulaeman, 2024).

However, Honda's preeminence in the domestic market is not without challenges. The brand,
which has long been synonymous with reliability and high quality, has recently encountered a
reputational crisis due to reports of corrosion and damage to the Enhanced Smart Architecture Frame
(eSAF) in several of its motorcycle models (Reynaldin & Saputra, 2024). This issue emerged through
various media channels, both conventional and digital, and subsequently garnered widespread attention
from the community. The dissemination of information through social media platforms, with their
expeditious nature, played a pivotal role in the propagation of this news, thereby exerting a substantial
influence on the public's perception.This incident gives rise to grave concerns regarding the safety of
motorcycling and calls into question the integrity of Honda's product quality, which has heretofore been
regarded with confidence by consumers (Muhamad Firzan Akbar et al., 2024).

The role of social media in disseminating this issue is a salient point of discussion. In the current
digital era, social media functions not only as a medium of communication but also as a platform that
significantly influences public opinion (Ausat, 2023).The proliferation of videos and consumer reports
pertaining to eSAF frame damage on various platforms, including YouTube, Twitter, and Instagram,
underscores the profound societal influence in shaping narratives that pressure companies to assume
responsibility. This phenomenon is further evidenced by the participation of mainstream media outlets
such as Kompas.com in disseminating related news, thereby expanding the reach of this information
(Pemerintah Panggil AHM Soal Rangka ESAF Honda Patah Dan Recall Produk Halaman All - Kompas.Com,
n.d.). Detik.com reported on the eSAF frames that had become a viral issue, highlighting evidence of
rust and breakage found by Honda (Viral Rangka ESAF, Honda Menemuka Bukti Karatan Dan Patah,
n.d.). CNBC Indonesia also reported on the viral phenomenon of rusty Honda motorcycle eSAF frames,
noting the intervention of the Ministry of Trade (Viral Rangka ESAF Patah, Honda: Motor Kami sudah Uji
Kuat, n.d.). This extensive media coverage underscores the significance of prompt responses and
effective crisis communication strategies in maintaining public trust.

Honda's introduction of the eSAF frame was positioned as a groundbreaking innovation, boasting
attributes such as enhanced lightness, strength, and fuel efficiency. This structural innovation was
initially promoted as a significant advancement aimed at enhancing rider performance and
safety.However, reports of corrosion and structural damage to the frame have raised critical questions
regarding the efficacy of Honda's quality testing procedures and internal controls. When claims of
innovation are incongruent with actual experiences, it not only erodes consumer trust in a specific
product but also initiates a cascading effect with the potential to tarnish the brand's overall image
(Abgari Faris et al., 2024).This scenario underscores the necessity for a meticulous evaluation of the
manufacturing process and the quality assurance system, which are indispensable components of
maintaining brand credibility in a competitive market (Eryanawati & Ismunandar, 2020).

This phenomenon underscores the impact of negative media exposure on consumer perceptions,
as evidenced by prior research demonstrating a positive correlation between media exposure and the
efficiency and efficacy of a company's response to a brand crisis (Wic diber, 2021).Brand image and the
perception of product quality play a pivotal role in shaping consumer trust.When expectations are not
met, particularly in regard to safety and quality assurances, trust in a brand can rapidly diminish.
Conversely, effective and transparent crisis management can mitigate adverse effects and even fortify
a company's relationship with its consumers (Lena Ellitan, 2022).Consequently, examining the impact
of negative media exposure on consumer trust is crucial to comprehend, particularly within the context
of the highly competitive automotive industry.
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In the context of the eSAF case, negative media exposure has exerted significant pressure on
Honda to act promptly. However, the perceived slowness of the response has the potential to exacerbate
public perception, underscoring the importance of swift and accurate information dissemination in
managing a brand crisis in the era of instant communication.From this case, automotive companies,
including Honda, must develop a crisis communication strategy that is not only reactive but also
proactive and preventive. A communication approach that prioritizes transparency, responsibility, and
empathy towards consumers can be pivotal in maintaining customer loyalty amidst the onslaught of
negative issues.

The present study aims to analyze two main questions: (1) Does negative media exposure have
a significant effect on Honda's brand trust? and (2) Does Honda's product quality still have a significant
effect on brand trust even when faced with negative media issues? The findings of this study are
expected to make significant contributions to the extant literature on crisis management and brand
trust, as well as offer practical recommendations for the automotive industry in managing similar issues
in the future.By understanding the dynamics between media exposure, perceived quality, and consumer
trust, companies can develop more effective strategies in maintaining their position in an increasingly
dynamic and competitive market.

B. LITERATURE REVIEW
Negative Media Exposure

Media exposure is defined as the repeated exposure of individuals to messages disseminated
through various media channels. According to Mandli et al. (2022), this process is reciprocal because
the media does not merely function as a source of information; it also exerts a substantial influence on
individuals' mindsets, attitudes, and behaviors. Negative media exposure, in this context, is defined as
exposure to information that can engender negative perceptions of certain subjects, such as companies
or brands. In the contemporary digital age, the propagation of such information can occur expeditiously,
particularly through social media platforms that facilitate the rapid dissemination of content.

Kim et al. (2023) delineate media exposure as a metric quantifying the frequency and intensity
of an individual's engagement with media content. This multifaceted concept encompasses variables
such as the type of media utilized (e.g., television, social media), the frequency of access, and the
duration of media consumption. This comprehensive understanding seeks to gauge the extent to which
media influences people's perceptions and behaviors.In this study, media exposure was measured based
on three key dimensions: (1) frequency, defined as the regularity with which individuals are exposed to
media messages; (2) duration, defined as the amount of time spent engaging with media content; and
(3) attention, defined as the level of individual focus on the messages conveyed through the media. The
significance of these dimensions lies in their capacity to elucidate the impact of adverse media exposure
on consumer perceptions of a brand.

Product Quality

Product quality is defined as the ability of a product to fulfill its intended use effectively and
efficiently (Safarudin Baihaky & Ahmad Nizar Yogatama, 2022). This quality encompasses various
aspects, including durability, reliability, accuracy, ease of use, and ease of repair. The possession of
quality products offers numerous advantages, such as the provision of functional benefits to consumers,
enhancement of brand image, and promotion of customer loyalty. Consequently, companies must persist
in innovating to ensure that their products align with market expectations and needs.

Diputra and Yasa (2021) posit that product quality is gauged by the extent to which a product
can fulfill its intended functions according to consumer expectations. The primary indicators of this
quality include durability, ease of use and maintenance, and the presence of supplementary features
that provide added value to users. Concurrently, Nuristigomah et al. (2020) identified several key
indicators to assess product quality, namely: First, product performance, defined as the effectiveness
of the product in fulfilling its primary function. Second, additional features, defined as the presence of
supplementary attributes that enhance the utility value of the product. Third, product durability, defined
as the capacity of the product to withstand wear and tear and damage over time. And fourth, ease of
repair, defined as the accessibility and affordability of the maintenance or repair process for the product.
These indicators hold particular relevance in the context of research on consumer perceptions of product
quality, especially in the case of the Honda eSAF frame, which has garnered significant public attention.
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Brand Trust

Brand trust can be defined as consumer confidence in a brand that is built through ongoing
interactions and the perception that the brand consistently fulfills its promises, is reliable, and prioritizes
consumer interests (Haudi et al., 2022). This element is important in building long-term relationships
between consumers and companies. Consumers who have a high level of trust in a brand tend to be
more loyal and are not easily influenced by negative information (Ikhsani et al., 2021). Consequently,
the cultivation and preservation of consumer trust have emerged as a pivotal concern for companies,
particularly in the context of intensified market competition.
Yudiana and Indiani (2022) further posit that brand trust is cultivated through consistent positive
experiences, where consumers perceive the brand as capable of meeting or surpassing their
expectations. Ikhsani et al. (2021) have identified several key indicators to assess the extent of brand
trust, namely: (1) brand preference, defined as the propensity of consumers to select a particular brand
over competing alternatives; (2) brand reputation, understood as the aggregate perception of
consumers regarding the image and credibility of the brand within the market; and (3) consumer trust,
characterized as the extent of consumer confidence in the brand's capacity to deliver on its
commitments. These three indicators are crucial components in understanding how negative media
exposure, such as in the case of Honda's eSAF frame, can influence consumer perceptions and ultimately
impact brand trust levels.

C. RESEARCH METHOD

This study utilizes a quantitative approach, employing a survey method as the primary data
collection technique. This methodological decision was made to obtain an objective and measurable
depiction of consumer perceptions regarding the trustworthiness of the Honda brand in the context of
negative issues related to the eSAF frame.The survey was administered to Honda motorcycle consumers
residing in the Klaten area of Central Java, employing a purposive sampling technique. Purposive
sampling was employed to ensure that the respondents were relevant individuals with direct experience
using Honda products, thereby ensuring that the data obtained reflected accurate perceptions of the
brand.The study's sample size was 100 respondents, selected based on the criteria of active use of
Honda motorcycles for at least one year.The survey included questions designed to measure negative
media exposure, perceptions of product quality, and levels of trust in the Honda brand.

The collected data underwent a dual-phase analysis: a descriptive and an inferential one.The
descriptive analysis yielded demographic information about the respondents, including their age,
gender, education level, and frequency of Honda motorcycle usage.The inferential analysis was
conducted to ascertain the relationship between negative media exposure, perceptions of product
quality, and brand trust. The data processing stage entailed the utilization of IBM SPSS version 23
software, a program designed to facilitate more comprehensive analysis through validity and reliability
tests, as well as multiple linear regression analysis.The employment of this method was intended to
yield valid and reliable results, thereby addressing the research questions and providing an empirical
depiction of the influence of negative media exposure on consumer trust in the Honda brand within the
designated research area.

D. RESULT AND DISCUSSION
Descriptive Statistics Respondents

Table 1. Karakteristik Responden

Characteristics Category Frequency Percentage

Gender Male 64 64%
Female 36 36%
Total 100 100%

Age 17-25 years 98 98%
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26- 35 years 1 1%
36-45 years 1 1%
>45 years 0 0%
Total 100 100%
Education Level High School 72 72,7%
Diploma 5 5,1%
Bachelor's 20 20,2%
Postgraduate 2 2%
Total 100 100%
Occupation Student 72 72%
Employee 23 23%
Self-employed 3 3%
Others 2 2%
Total 100 100%
Source: SPSS processed data (processed), 2024
Data Presentation
Multiple Linear Regression Analysis
Table 2. Multiple Linear regression test
Unstandardized Standardized
Model Coefficients Coefficients t-hitung  t-tabel sig.
B Std. Beta
Error
1 (Constant) 5.826 1.136 5.129 1,984 .000
ngj;"ree T;ld)'a 027 .070 059 386 1,984  .701
Product Quality (X2) -.137 .058 -.359 -2.355 1,984 .021

a. Dependent Variable: Abs_RES
Source: SPSS processed data (processed), 2024

Based on Table 2, the multiple linear regression equation obtained from the SPSS output is as
follows:

Y=a+PBIXl +B2X2 + B3 X3 + e
Y = 5,826 + 0,027X1 - 0,137X2 + e

The regression equation indicates that the constant value (a) is 5.826, suggesting that if all
independent variables are set to zero, the predicted level of brand trust is equivalent to 5.826. The
regression coefficient for negative media exposure is 0.027, indicating that a one-unit increase in
negative media exposure will result in @ 0.027-unit increase in brand trust, under the assumption that
other variables remain constant. Conversely, the regression coefficient for product quality is -0.137,
indicating that an increase in product quality by one unit leads to a decrease in brand trust of 0.137,
under the assumption that other variables remain constant.These regression coefficients offer significant
insights into the impact of specific factors on Honda's brand trust among consumers. These findings can
serve as a basis for companies to develop more effective marketing strategies.

For instance, while negative media exposure exerts a modest influence on brand trust, its impact
remains significant and should be duly considered.Conversely, product quality, which is theoretically
expected to enhance customer trust, exhibits a contrary effect in this model. This observation suggests
the possibility of alternative factors, such as customer expectations or prior experience with the product,
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potentially exerting a more substantial influence on brand trust compared to the quality of the product
itself.

The correlation coefficient offers insight into the strength of the relationship between the
variables in this study, with coefficients approaching 1 or -1 reflecting a more pronounced relationship.
Consequently, it is imperative for companies to recognize that factors external to this model also
influence brand trust and should be incorporated into their marketing and branding strategies.

Tabel 3. Model Summary®
Model R R Square Adjusted R Square Std. Error of the Estimate

1 .3162 .100 .081 2.06400

Predictors: (Constant), kualitas produkX2, terpaan mediaX1
Source: SPSS processed data (processed), 2024

The table above indicates that the correlation coefficient (R) is 0.316, suggesting a moderate
relationship between the independent variables, specifically negative media exposure (X1) and product
quality (X2), and the level of trust in the Honda brand among consumers in Klaten. This indicates that
approximately 31.6% of the variation in brand trust can be attributed to these two variables. However,
the coefficient of determination (R2) value of 0.081 suggests that a mere 8.1% of the variability in brand
trust can be attributed to these variables. This indicates that a significant portion, amounting to 91.9%,
of the variation in brand trust remains influenced by factors not incorporated into this study.These
unaccounted factors may include competitive pressures from other motorcycle brands, the impact of
additional marketing elements, and socio-economic and demographic factors.

In a business context, these results suggest that although factors such as negative media
exposure and product quality contribute to brand trust, the majority of the variability in brand trust
stems from other aspects not included in this study.These additional factors may include aspects of
customer experience, after-sales service interactions, overall brand image, and personal customer
preferences towards Honda products compared to its competitors.Consequently, it is imperative for
Honda to deliberate on the impact of external factors on consumer perceptions of its brand, with the
objective of enhancing customer trust in its products. A more comprehensive marketing communication
strategy, enhanced customer service, and continuous monitoring of brand image can serve as strategic
initiatives to fortify customer trust in Honda.

Partial Test (t-test)

In order to assess the partial effect of negative media exposure and product quality on Honda
brand trust, a t-test was conducted. The t-test is a statistical method used to test whether each
independent variable individually has a significant effect on the dependent variable. The purpose of this
test is to determine the extent to which each independent variable in this study can explain changes in
the dependent variable individually.This analysis is important because each independent variable may
have a different contribution in shaping consumer trust in the Honda brand.

The statistical test, conducted through a t-test, involves the comparison of the t-count value
with the t-table value and the subsequent assessment of the level of significance (p-value).A significance
value less than 0.05 indicates that the independent variable has a significant effect on the dependent
variable, while a value greater than 0.05 suggests that the independent variable does not have a
significant effect. The results of the aforementioned partial test (t-test) are presented in the following
table:

Tabel 4. t-test

Coefficients?

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) 5.826 1.136 5.129 .000

60



Vita Rahmasari, Amri Syarif Hidayat

Negative media exposure
(X1)

Product quality (X2) -.137 .058 -.359 -2.355 .021

.027 .070 .059 .386 .701

Source: SPSS processed data (processed), 2024

Preliminary analysis of the partial test results, as presented in the tabular data above, suggests the
potential for further investigation into the t-count value and significance level of each independent
variable. This analysis can be conducted by comparing them to the t-table value (one-sided test with a
= 5%). The following interpretation of the partial test results is proposed:

1. Negative Media Exposure

The results of the analysis of the negative media exposure variable demonstrate that the t-value
is 0.386 with a significance level of 0.701. In hypothesis testing, if the t-value is smaller than the t-
table value and the significance value is greater than 0.05, then the null hypothesis (HO) cannot be
rejected. In this context, the t-value of 0.386 is smaller than the t-table (1.984), and the significance
value of 0.701 is much greater than 0.05, indicating that this variable does not have a significant
effect on Honda brand trust.Consequently, these results suggest that the frequency of negative news
about the eSAF frame case does not have a significant impact on consumer perceptions of the Honda
brand.

While negative media exposure is frequently regarded as a factor that can damage brand
reputation, this study suggests that other factors, such as direct consumer experience and product
quality, may have a more substantial impact on consumer trust in the Honda brand.This finding
indicates that an effective communication strategy and superior after-sales service can help mitigate
the adverse effects of media exposure, providing a valuable signal to the company.

2. Product Quality

The partial test results on the product quality variable demonstrate that the t-count value is -
2.355 with a significance level of 0.021. Given that the t-count (-2.355) is less than the t-table
(1.984) and the significance value of 0.021 is less than 0.05, the null hypothesis (HO) is rejected and
the alternative hypothesis (H1) is accepted. This indicates that product quality exerts a significant
influence on Honda brand trust.

This outcome serves to confirm that product quality is indeed a crucial factor in determining the
level of consumer trust in a brand. The findings indicate that as product quality is perceived by
consumers, they become more likely to remain confident and loyal to the brand.Consequently, it is
imperative for Honda to ensure that quality aspects, such as vehicle durability, technology used, and
driving comfort, continue to be enhanced in order to maintain consumer trust in the long term.

Negative Media Exposure

The results of the study demonstrate that negative media exposure related to the eSAF frame
corrosion case did not have a significant impact on consumer trust in the Honda brand, suggesting that
Honda motorcycle consumers in Klaten Regency exhibit a high degree of rationality in their responses
to negative issues. Despite the extensive media coverage of this case, consumers did not immediately
lose trust in the Honda brand. The sustained high level of consumer trust in the Honda brand can be
attributed to several key factors, including the company's commitment to product quality, long-standing
consumer loyalty, and a strategic response to emerging issues. These factors collectively mitigate the
impact of negative media exposure on the perception of the Honda brand.

The high and satisfactory quality of Honda products is a primary factor in maintaining consumer
trust. A survey of customers who have purchased various Honda models indicates a positive trend in
satisfaction with the performance, durability, and comfort of the product. As Eryanawati and Ismunandar
(2020) point out, product quality is a key factor in the decision to purchase a Honda brand motor vehicle.
Furthermore, research by Diputra and Yasa (2021) underscores the direct correlation between high
product quality and enhanced customer satisfaction and loyalty, thereby reinforcing brand trust despite
the presence of unfavorable issues.

The long-standing loyalty of consumers to the Honda brand is a significant factor in maintaining
the stability of trust in the company. Consumers who have used Honda products for an extended period
tend to continue to trust the brand, even in the face of negative issues.A study by Gumelar, Rapini, and
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Kristiyana (2023) demonstrates that brand trust, brand awareness, and brand positioning have a
substantial influence on the decision to purchase Honda motorcycles, particularly among students. This
loyalty is further bolstered by emotional factors and positive consumer experiences with Honda products,
as explained by Kustini (2011) in his study on emotional branding and Honda brand loyalty.Despite
initial criticism regarding its slow response, Honda ultimately took concrete steps to address the case.
The company offered frame replacements for affected vehicles and increased its quality control
standards. These actions were deemed effective in alleviating consumer concerns and restoring public
trust in the Honda brand. Reynaldin and Saputra's (2024) study on PT Astra Honda Motor's crisis
communication underscores the significance of a prompt response and an effective communication
strategy in determining the company's success in managing a brand crisis.Research by Haudi et al.
(2022) further emphasizes the pivotal role of marketing strategies through social media in fostering
brand trust and brand loyalty in the face of emerging negative issues.

The propensity of Indonesian consumers to exhibit high levels of brand loyalty serves to mitigate
the adverse effects of media exposure on Honda. Consumers demonstrate a propensity to be less
influenced by negative news that is transient in nature, preferring instead to rely on personal
experiences and recommendations from the user community. This tendency aligns with the findings of
Lena Ellitan (2022), which indicate that brand awareness and electronic word-of-mouth (e-WOM) play
a pivotal role in influencing purchasing decisions. Consequently, despite the pervasiveness of the eSAF
frame case, its impact on Honda consumer trust has been relatively negligible, primarily due to the
profound loyalty and trust factors that are deeply entrenched.

Product Quality

The findings of the study demonstrate that, despite the adverse impact of the corrosion issue
on the eSAF frame on Honda's brand image, product quality remains a pivotal factor in fostering
consumer trust.Consumers in Klaten Regency exhibit a profound comprehension of a brand and do not
readily formulate an unfavorable impression based on a single unfavorable incident. This finding
underscores the pivotal role of product quality in fostering and sustaining consumer loyalty within the
context of brand trust (Diputra & Yasa, 2021).Despite the identified weaknesses in specific frame
designs, consumers' positive experiences with other Honda products serve as a counterbalancing factor,
thereby maintaining their brand trust (Gumelar, Rapini, & Kristiyana, 2023).

Consumer segmentation emerges as a pivotal factor in addressing this challenge, as consumers
with positive experiences with prior Honda products exhibit higher tolerance levels and a greater
propensity to extend the benefit of the doubt to the company in addressing its shortcomings (Ikhsani,
Widayati, & Wuryandari, 2021). This attitude is further reinforced by Honda's crisis communication
strategy, which involves the provision of clarifications and the presentation of concrete solutions to
affected consumers (Reynaldin & Saputra, 2024).By adopting a transparent and customer-focused
approach, Honda has been able to maintain the trust of the majority of its consumers, despite
encountering significant challenges.

A multifaceted array of factors, extending beyond the purview of product quality, wields

significant influence on consumer purchasing decisions and the trust placed in the Honda brand. These
factors encompass aspects such as competitive pricing, aesthetically pleasing product design, the
accessibility of spare parts, and the efficacy of after-sales service. These elements collectively contribute
to consumer perceptions (Algifari & Sulaeman, 2024). Despite the limitations imposed by the eSAF
frame problem, these other factors have the capacity to enhance consumer value and mitigate the
adverse impact on brand trust (Eryanawati & Ismunandar, 2020).
The role of social media in shaping public opinion is also a factor that cannot be disregarded in this
case.As asserted by Ausat (2023), social media exerts a substantial influence on shaping public
perception of a brand, both positively and negatively. In the context of Honda, the company's prompt
response in addressing customer complaints through various digital platforms demonstrates a concerted
effort to maintain its credibility (Haudi et al., 2022). Consequently, effective information management
in the digital era is imperative to ensure the stability of brand image and prevent the escalation of
negative issues, thereby safeguarding the company's long-term viability.

E. CONCLUSION
Summary

Despite the unfavorable publicity surrounding the eSAF frame case, the impact on Honda's brand
image was not as substantial as anticipated. This suggests that consumer trust in a brand is not solely
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influenced by a single negative incident but rather by a multitude of factors, including product quality,
after-sales service, and a brand's long-term reputation. Maintaining consistent quality in products is
identified as a primary factor in fostering customer loyalty, thereby ensuring that consumers who have
previously had positive experiences with Honda products continue to trust the brand, even in the face
of negative issues.

This case offers valuable insights for companies regarding effective communication strategies
and crisis response methods. It underscores the significance of transparency and promptness in
addressing negative issues, which are crucial in managing public perception. Initially, Honda's response
to the problem was perceived as slow; however, subsequent actions, including frame replacement for
affected units and enhancement of quality control standards, contributed to the mitigation of consumer
concerns.Research has demonstrated that proactive communication strategies and tangible corrective
actions can assist brands in sustaining consumer trust, even in the face of significant challenges (Haudi
et al., 2022; Gumelar et al., 2023).

This case underscores the efficacy of maintaining product quality, providing effective after-sales
service, and implementing an effective communication strategy in mitigating the impact of unfavorable
news. Consumer trust is not solely determined by a single event; it is the result of an accumulation of
experiences over an extended period with a particular brand. Consequently, in the face of a crisis, it is
imperative for companies to act expeditiously, to be transparent, and to be committed to the continuous
enhancement of customer quality and satisfaction. This approach is essential for preserving brand loyalty
and trust.

Suggestion

It is imperative for Honda to perpetuate its commitment to the maintenance and enhancement
of product quality, recognizing the pivotal role that quality plays in fostering consumer trust. The
presentation of superior and innovative products must be prioritized to meet and surpass consumer
expectations. Moreover, transparency and effective communication are indispensable in fostering robust
relationships with customers. While product quality can mitigate the impact of unfavorable news,
maintaining openness with consumers remains paramount. The delivery of accurate and timely
information regarding product issues, the prompt response to customer complaints, and the thorough
resolution of problems will serve to strengthen consumer trust.The cultivation of a robust brand image
must be pursued through the implementation of suitable marketing strategies, sponsorship programs,
and corporate social responsibility (CSR) initiatives, thereby fortifying Honda's standing as a
manufacturer of quality and trusted motorcycles.Moreover, there is a necessity to undertake research
on the factors that influence consumer trust in brands.

In-depth studies can explore other variables such as price, design, after-sales service, and the

influence of social media and influencers on consumer purchasing decisions.Comparative research with
other motorcycle brands can provide broader insights into the dynamics of consumer trust in the
automotive industry.A multidisciplinary approach that combines aspects of marketing, consumer
behavior, and industry regulation can also enrich the understanding of strategies to maintain customer
loyalty amidst increasingly fierce competition.
The government, in its capacity as a regulator, plays a pivotal role in ensuring that products available
in the market adhere to stringent safety and quality standards. The implementation of robust regulations
and effective oversight mechanisms is imperative to safeguard consumer interests. Moreover, there is
an urgent need to reinforce regulations and enhance law enforcement to protect consumer rights and
mitigate potential risks posed by products that fail to meet established standards. By implementing
these measures, the government can foster public trust in the automotive industry, thereby incentivizing
manufacturers to continue innovating and upholding their quality standards to produce safer and higher-
quality products.
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