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“Analisis Statistik Deskriptif Evaluasi Halal Branding Communication 

melalui Perspektif Consumer Trust Swiss Cafe di Hotel Swiss Belresidences 

Rasuna Epicentrum” 

MATEOS ALEXANDER HUWAE 
 

 
ABSTRAK 

 
Penelitian ini bertujuan untuk menganalisis hubungan serta seberapa besar Halal 
Branding Communication terhadap Consumer Trust pada Swiss Cafe di Hotel Swiss 
Belresidences Rasuna Epicentrum. Penelitian ini menggunakan pendekatan 
kuantitatif deskriptif, populasi penelitian berjumlah 131 tamu yang melakukan check 
in pada periode Mei-Juni 2026. Teknik sampling yang digunakan adalah sampling 
jenuh, sehingga seluruh populasi dijadikan responden penelitian. Data dikumpulkan 
melalui kuesioner dengan skala Likert lima poin dan dianalisis menggunakan statistik 
deskriptif, tabulasi frekuensi, dan tabulasi silang 
 
Hasil penelitian menunjukkan bahwa Halal Branding Communication berada pada 
kategori positive tone yang baik, menunjukan bahwa komunikasi halal Swiss Cafe 
dipersepsikan positif oleh konsumen. Dimensi islamic brand by customer 
memperoleh nilai rata-rata tertinggi dibandingkan dimensi lainnya, sehingga menjadi 
dimensi paling dominan dalam membentuk persepsi komunikasi halal. Variabel 
Consumer Trust juga berada pada kategori positive tone yang baik, dengan dimensi 
integrity memperoleh nilai rata-rata tertinggi dibandingkan dimensi lainnya. Temuan 
ini menunjukkan bahwa konsumen lebih mempercayai restoran yang mampu 
menunjukkan kejujuran, konsistensi, serta kesesuaian antara komunikasi halal yang 
disampaikan dengan implementasinya. Dengan demikian, komunikasi halal yang 
dilakukan secara konsisten mampu membangun persepsi positif dan memperkuat 
kepercayaan konsumen terhadap Swiss Cafe di Hotel Swiss Belresidences Rasuna 
Epicentrum 

Kata Kunci: Halal Branding Communication; Consumer Trust; Hospitality 
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“Descriptive Statistical Analysis of the Evaluation of Halal Branding 

Communication from the Perspective of Consumer Trust at Swiss Cafe in 

the Swiss Belresidences Rasuna Epicentrum Hotel” 

MATEOS ALEXANDER HUWAE 
 

 
ABSTRACT 

 
This study aims to analyze the contribution and the extent to which Halal Branding 
Communication influences Consumer Trust at Swiss Cafe, Hotel Swiss Belresidences 
Rasuna Epicentrum. This research employed a descriptive quantitative approach. the 
study population consisted of 131 guests who checked in during the period of 
May-June 2026. A saturated sampling technique was applied, allowing the entire 
population to participate as respondents. data were collected through a five point 
Likert scale questionnaire and analyze using descriptive statistics, frequency 
distribution, and cross tabulation.  
 
The findings indicate that Halal Branding Communication falls within the good 
positive tone category, suggesting that Swiss Cafe halal communication is positively 
perceived by consumers, among its dimensions, islamic brand by customer achieved 
the highest mean score, making is the most dominant dimension in shaping 
consumers’ perceptions of halal branding communication. Similarly, Consumer Trust 
was also categorized as having good positive tone category, with integrity dimension 
obtaining the highest mean score compared to the other dimensions. These findings 
indicate that consumers tend to place greater trust in restaurants that demonstrate 
honesty, consistency, and alignment between the halal communication conveyed and 
its actual implementation. Therefore, consistent halal communication is capable of 
fostering positive consumer perceptions and strengthening consumer trust toward  
Swiss Cafe at Hotel Swiss Belresidences Rasuna Epicentrum. 

Keyword: Halal Branding Communication; Consumer Trust; Hospitality 
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