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ABSTRAK

Ridwan Maulana (2107912) “Pengaruh Brand Familiarity Terhadap Brand
Trust Melalui Brand Loyalty (Survei pada Anggota Komunitas We Are
3Second)” dibawah bimbingan Prof. Dr. H. Agus Rahayu, M.P. dan Dr. Puspo
Dewi Dirgantari, S.Pd., M.T., M.M.

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh brand
familiarity terhadap brand loyalty melalui brand trust pada Anggota Komunitas We
Are 3Second. Jenis penelitian yang digunakan adalah deskriptif dan verifikatif.
Dengan pendekatan kuantitatif populasi dalam penelitian ini berjumlah 350.000
dengan sampel berjumlah 348 responden yang merupakan Anggota Komunitas We
Are 3Second dengan menggunakan Teknik simple random sampling. Data diolah
secara statistic dengan metode Structural Equation Modeling (SEM). Hasil temuan
pada penelitian ini menemukan bahwa gambaran brand familiarity, brand trust dan
brand loyalty berada di kategori baik. Brand familiarity memiliki pengaruh positif
dan signifikan terhadap brand loyalty melalui brand trust. Temuan ini menunjukan
bahwa brand familiarity dapat menciptakan brand trust yang pada akhirnya
membentuk brand loyalty pada Anggota Komunitas We Are 3Second. Hasil
penelitian ini diharapkan dapat memberikan wawasan lebih mendalam pada bidang
pemasaran mengenai pentingnya penerapan brand familiarity untuk menciptakan
brand trust yang positif sehingga dapat meningkatkan brand loyalty.

Kata Kunci: Brand Familiarity, Brand Trust, Brand Loyalty.



ABSTRACT

Ridwan Maulana (2107912). “The Influence of Brand Familiarity on Brand Trust
Through Brand Loyalty (Survey on We Are 3Second Community Members in
Indonesia)” under the guidance of” under the guidance of Prof. Dr. H. Agus
Rahayu, M.P. and Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M.

This study aims to obtain a description and influence of brand familiarity on brand
loyalty through brand trust on We Are 3Second Community Members. The type of
research used is descriptive and verification. With a quantitative approach, the
population in this study amounted to 350,000 with a sample of 348 respondents who
are We Are 3Second Community Members using the simple random sampling
technique. Data was processed statistically using the Structural Equation Modeling
(SEM) method. The findings of this study found that the description of brand
familiarity, brand trust and brand loyalty were in the good category. Brand
familiarity has a positive and significant influence on brand loyalty through brand
trust. This finding shows that brand familiarity can create brand trust which
ultimately forms brand loyalty on We Are 3Second Community Members. The
results of this study are expected to provide deeper insight into the marketing field
regarding the importance of implementing brand familiarity to create positive
brand trust so that it can increase brand loyalty.

Keywords: Brand Familiarity, Brand Trust, Brand Loyalty.

i



UCAPAN TERIMAKASIH

Dengan mengucap Alhamdullilahirabbil’alamin, segala puji dan syukur

dipanjatkan kepada Allah SWT atas segala nikmat, rahmat dan kasih karunia-Nya

yang memberikan kesehatan dan kesempatan kepada penulis untuk menyelesaikan

skripsi ini dengan baik. Penyusunan skripsi ini tidak dapat berjalan dengan baik

apabila tanpa adanya dukungan, bimbingan serta bantuan dari berbagai pihak. Atas

segala motivasi dan bantuan yang telah penulis terima, dengan penuh rasa hormat

penulis mengucapkan terimakasih kepada:

1.

Prof. Dr. H. Didi Sukyadi, M.A. selaku Rektor Universitas Pendidikan
Indonesia, yang telah memberikan kesempatan kepada penulis untuk
memperoleh Pendidikan di Universitas Pendidikan Indonesia.

Prof. Dr. Hj. Ratih Hurriyati, M P. selaku Dekan Fakultas Pendidikan Ekonomi
dan Bisnis Universitas Pendidikan Indonesia, yang telah memberikan
kesempatan kepada penulis untuk menempuh Pendidikan di Universitas
Pendidikan Indonesia.

Prof. Dr. H. Agus Rahayu, MP. selaku Dosen Pembimbing I yang senantiasa
membimbing penulis, juga motivasi kepada penulis serta bersedia meluangkan
waktu, pikiran ditengah kesibukannya sehingga penulis dapat menyelesaikan
skripsi ini. Semoga Allah SWT membalas segala kebaikan bapak dengan
pahala yang berlipat ganda.

Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M. selaku Ketua Program Studi
Pendidikan Bisnis Fakultas Pendidikan Ekonomi dan Bisnis Universitas
Pendidikan Indonesia dan selaku Dosen Pembimbing II serta Dosen
Pembimbing Akademik yang senantiasa membimbing penulis, memberikan
arahan, memberikan dukungan penuh juga motivasi kepada penulis serta
bersedia meluangkan waktu, tenaga, pikiran ditengah kesibukannya sehingga
penulis dapat menyelesaikan skripsi ini. Semoga Allah SWT membalas segala
kebaikan ibu dengan pahala yang berlipat ganda, diberikan perlindungan
dimanapun ibu berada dan diberikan kesehatan, kebahagiaan, serta kelancaran

dalam segala urusan. Aamiin Ya Rabbal'aalamiin.

il



5. Jajaran Dosen dan Staff Program Studi Pendidikan Bisnis yang telah
membimbing dan memberikan motivasi serta bantuan bagi penulis selama
menjalani perkuliahan.

6. Pihak 3Second dan Anggota Komunitas We Are 3Second, yang telah
memberikan izin kepada penulis untuk melakukan penelitian dan telah bersedia
meluangkan waktunya untuk memberikan informasi serta data yang diperlukan
dalam penelitian ini.

7. Kedua orang tua tercinta, Bapak Ade Darlis dan Ibu Irna Noviana serta kakak
tercinta yaitu Annisa Rakhmawati Darlis dan kakak ipar Restu Mubarok serta
ponakan tercinta Maryam Aqilah Mubarok dan Uwais Abdurrahman Mubarok.
Terima kasih atas segala do’a yang tiada henti dipanjatkan untuk penulis, atas
dukungan moral dan materil yang diberikan sehingga penulis dapat
menyelesaikan masa studi S1. Semoga Allah SWT selalu memberikan
kesehatan, kebahagiaan, umur yang panjang, keberkahan hidup serta balasan
yang tidak terhingga dan semoga penulisan skripsi ini dapat menjadi
kebanggaan bagi Ayah, Mamah dan Teteh, Aa

8. Zahra Medina Setyorini yang tak kalah penting kehadirannya terima kasih telah
menjadi bagian dari perjalanan hidup penulis semasa perkuliahan hingga
seterusnya. Seluruh rekan-rekan Pendidikan Bisnis 2021 (KASTARA) yang
tidak henti-hentinya berjuang bersama selama awal tahun perkuliahan hingga
akhir kelulusan, semoga sukses dimanapun berada.

Jazakumullaahu khairan katsiran, semoga Allah SWT memberikan balasan
yang berlipat ganda atas segala kebaikan berbagai pihak yang telah membantu

penulis dalam menyelesaikan skripsi ini. Aamiin Ya Rabbal'aalamiin.

v



KATA PENGANTAR

Dengan mengucapkan segala puji dan syukur penulis panjatkan kepada
Tuhan Yang Maha Esa karena dengan Rahmat, karunia, dan kehendakNya penulis
dapat menyelesaikan proposal “Pengaruh Brand Familiarity terhadap Brand
Loyalty melalui Brand Trust (Survei pada Anggota Komunitas We Are 3Second)”
sebagai salah satu syarat untuk Memperoleh Gelar Sarjana Pendidikan pada
Program Studi Pendidikan Bisnis. Penyusunan skripsi ini dilakukan untuk
memperoleh temuan mengenai gambaran pengaruh Brand Familiarity terhadap
Brand Loyalty melalui Brand Trust.

Skripsi ini dikerjakan penulis dengan sebaik dan seoptimal mungkin dengan
harapan dapat mendatangkan manfaat serta sumbangsih yang berarti bagi kemajuan
dunia pemasaran khususnya pada industri pemasaran dan pendidikan. Penulis
memohon maaf apabila masih terdapat kekurangan dan kesalahan, dengan segala
kerendahan hati penulis mengharapkan kritik serta saran membangun untuk

dijadikan landasan perbaikan yang berguna bagi pengembangan ilmu pengetahuan.

Bandung, 1 Oktober 2024

Penulis
Ridwan Maulana



DAFTAR ISI

ABSTRAK .uiitiitiiinnicniceisenssisssnsesssisssisssssstssssssssssssssssssssssssssssssssssssssssssssssssss i
ABSTRACT ..uuounaonenvvnvrnvnsninsasssasssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssasssssss ii
UCAPAN TERIMAKASIH.....ccuconiivinensuinrensensaecssnssesssessssssessssssssssssssessasssassans iii
KATA PENGANTAR ....uiotiiitictinnistecnisnissecssissnsssisssssssssssesssssssssesssssssssssessens \%
DAFTAR ISLuuciiiiiiiinninsnesensesssissenssesssnsssssssssssssssssssssssssssssssssssssssssssssssssssssns vi
DAFTAR TABEL....uuitiiiiniinennicensenssecssnssesssesssissssssecssessasssesssssssssssssssssssssess viii
DAFTAR GAMBAR ......cuutrirtinenneinsaisenssesssissssssesssssssssssssstssssssssssssssssssssssssass X
BAB I PENDAHULUAN ..cciivinicstinncstecsnissenssecsssssnsssessssssassssssssssassssssssssssssssssess 1
1.1 Latar Belakang Penelitian...........c.ccoccveeeiiieiiiieeiiieeiieesiee e 1
1.2 Rumusan Masalah .........ccocoooiiiiiiiiiiniieeeeeeee e 9
1.3 Tujuan Penelitian..........c.ccocveiiiiieeiiieeieeceecee e e 10
1.4 Kegunaan Penelitian............ccooiiiiiieiiiiiiienieeiiee et 10
BAB II KAJIAN PUSTAKA, KERANGKA PEMIKIRAN, DAN
HIPOTESIS ..uouiitiiniiitinnicensnicssessssssecssiesssssessssssssssssssssssssssssssssssssassssssssssasses 12
2.1 Kajian Pustaka........ccccooouiiiiiiiiiiecececee e 12
2.1.1 Konsep Brand Loyalty dalam Strategic Brand Management ............... 13
2.1.2 Konsep Brand Familiarity dalam Strategic Brand Management......... 20
2.1.3 Konsep Brand Trust dalam Strategi Brand Managemenit .................... 28
2.2 Kerangka PemiKiran.........cccceeeiiiiiiiieiiic e 36
BAB III OBJEK DAN METODE PENELITIAN ......couvevinvnnecseissessaecsacsenane 43
3.1 Objek Penelitian ..........cceeeeuiieiiiieeiiieciee ettt 43
3.2 Metode Penelitian.........cccoeeviirieriiniieieieeee e 43
3.2.1 Jenis Penelitian dan Metode yang Digunakan............ccccceevveevvieenneenns 43
3.2.2 Operasionalisasi Variabel ............ccecveriiiiiiiniieiiieieeeeee e 44
3.2.3 Jenis dan sumber data...........cocueeiiiiiiiiiiiiieee e 48
3.2.4 Populasi, Sampel dan Teknik Sampling..........ccccoeveevvivenieniieneeeneenne. 49
3.2.5 Teknik Pengumpulan Data ...........cccceociieiiiiiiiieeeeecee e 54
3.2.6 Pengujian Validitas dan Realibilitas..........ccccccoeviiiiieniinenieniicieee, 55
3.2.7 Teknik Analisis Data .........cccoeouiiiiiiiiiinieiieeieeee e 60
BAB IV_HASIL PENELITIAN DAN PEMBAHASAN......cccoeceentinrensuecsacsaenane 79
4.1 Profil Perusahaan, Karakteristik dan Pengalaman ..............c..cccceeennennnne. 79
4.1.1 Profil Perusahaan...........ccocovieiiiiiiinienieiieseceeseeee e 79
4.1.2 Profil Responden pada Anggota Komunitas We Are 3Second
Berdasarkan Karakteristik ............cooceeverienieniiiinienceeececeee 80
4.1.3 Pengalaman Responden Anggota Komunitas We Are 3Second .......... 87
4.2 Hasil Penelitian Deskriptif........ccccocueeviiiniiiiieniicieciceeeceeeeee e 90
4.2.1 Gambaran Brand Familiarity pada Anggota Komunitas We Are 3Second
.............................................................................................................. 90

4.2.2 Gambaran Brand Trust pada Anggota Komunitas We Are 3Second... 99
4.2.3 Gambaran Brand Loyalty pada Anggota Komunitas We Are 3Second

............................................................................................................ 108

4.3 Hasil Penelitian Verifikatif...........cocooeeiiiiniiiiieeeeeeee e 116
4.3.1 Uji Asumsi Structural Equation Modeling (SEM) ........ccccceecveeiennen. 116
4.3.2 Uji Asumsi Structural Equation Modeling (SEM) .......c.cccovvvenvennnen. 119
4.3.3 Pengujian HIpOteSis .....ceecuieruieeiieriieiieeiie ettt 131
4.4 Pembahasan Penelitian...........ccccceeviiiiiiiiieiiiieciieeceeeeee e 135



4.4.1 Pembahasan Hasil Penelitian Deskriptif..........ccccovviiniiieniiniiininnnn. 135

4.4.2 Pembahasan Hasil Pengujian Hipotesis..........cccceevvieerieeecieenrree e, 147

4.5 Implikasi Hasil Temuan Penelitian ............cccooceeviiniiiiniiniieiecieeeeee, 151
4.5.1 Temuan Penelitian Bersifat TEOTItiS........cccvvveerieeeriieeiee e, 151
4.5.2 Temuan Penelitian Bersifat EMpiris........cccccoeeieviieiiinieiniecieeeee, 158
BAB V_KESIMPULAN DAN REKOMENDASI ......ccoovvninvunnrensancserssessansanns 164
5.1 KeSIMPUIAN.....ociiiiiiiiiieciieeieete ettt 164
5.2 ReEKOMENAAST ..cuvieiiiiiiiiiiieiie ettt 166
DAFTAR PUSTAKA .....couititennicensuicssisnnssecssicsssssesssssssssssssssssssssssssssssssssssas 171

vil



1.1

1.2

2.1
2.2
23
24
2.5
2.6
3.1
3.2
33
34
3.5
3.6
3.7
3.8
3.9
3.10
3.11
3.12
4.1

4.2

4.3

4.4

4.5

4.6

4.7

4.8

4.9

4.10

4.11

DAFTAR TABEL

3 Brand Fashion Indonesia Yang Terlaris Di £-Commerce Tahun

2022-2024. .ot 4
Top Brand Index Kategori Cassual Wear Pada Bisnis Fashion
Tahun 2022-2024. ... 5
Definisi Brand Loyalty Menurut Para Ahli............................ 12
Pengukuran Brand Loyalty dalam Penelitian Terdahulu............. 13
Definisi Brand Familiarity Menurut Para Ahli........................ 19
Pengukuran Brand Familiarity dalam Penelitian Terdahulu........... 21
Definisi Brand Trust Menurut Para Ahli........................ce.. 26
Pengukuran Brand Trust dalam Penelitian Terdahulu.................. 28
Operasionalisasi Variabel...............c.ocooiiiiiiiiiii i, 40
Jenis dan Sumber Data.............oooo 44
Jumlah Populasi Penelitian..................cooooiiiiiiiiiinn . 50
Ukuran Sampel Minimal pada Variabel............cccccoevviiiniennnnnn. 51
Hasil Uji Validitas Variabel X1.........c.ocooiiiiiiiiiiiiia, 52
Hasil Uji Validitas Variabel X2............coooiiiiiiiiiii i, 52
Hasil Uji Validitas Variabel Y........coooiiiiiiiiiiiiiii, 52
Hasil Pengujian Reliabilitas.................coooeiiiiiiiniinn... 54
Skor Alternatif..........oooiiiiii 56
Tabel Tabulasi Silang (Cross Tabulation)....................cccceeueee. 57
Analisis Deskriptif...........oooiiiiiiii 58
Indikator Pengujian Kesesuaian Model.. e errreeneee.. 08
Karakteristik Responden Anggota Komunltas We Are 3Second
Berdasarkan Jenis Kelamindan Usia.....................occ. 76
Karakteristik Responden Anggota Komunitas We Are 3Second
Berdasarkan Status Pernikahan dan Pendidikan Terakhir........... 77
Karakteristik Responden Anggota Komunitas We Are 3Second
Berdasarkan Asal Tinggal dan Pekerjaan.............................. 79
Karakteristik Responden Anggota Komunitas We Are 3Second
Berdasarkan Rata-rata Penghasilan Perbulan.......................... 81
Pengalaman Responden Berdasarkan Produk 3Second Yang
DIbli. .t 82
Pengalaman Respoden Berdasarkan Alasan Membeli Produk
3S€CONA. ... 83
Pengalaman Respoden Berdasarkan Tempat/Situs Belanja yang
Digunakan Untuk Membeli Produk 3Second.......................... 84
Tanggapan Anggota Komunitas We Are 3 Second Terhadap
Dimensi Information...............coooiiiiiiiiiii 89
Tanggapan Anggota Komunitas We Are 3 Second Terhadap
Dimensi Product Usage..........coooiiiiiiiiiiiiiiie 91
Tanggapan Anggota Komunitas We Are 3 Second Terhadap
Dimensi Interaction............ocooiiiiiiiiiiiiii i 93
Tanggapan Anggota Komunitas We Are 3 Second Terhadap
Dimensi Reliability..........coovuiiniiiiiiii i, 98

viil



4.12
4.13
4.14
4.15
4.16
4.17
4.18
4.19
4.20
4.21
4.22
4.23
4.24
4.25
4.26
4.27

4.28

4.29

4.30
4.31
4.32

Tanggapan Anggota Komunitas We Are 3 Second Terhadap
DIimensi [ntegrity.........ouueieneii i
Tanggapan Anggota Komunitas We Are 3 Second Terhadap
Dimensi Benevolance................c.ccoiiiiiiiiiiiiiiiiiiiiiiiiiin..
Tanggapan Anggota Komunitas We Are 3 Second Terhadap
Dimensi Conative Loyalty.............cccouuiiiiiiiiiiiiiiiiininnnnn,
Tanggapan Anggota Komunitas We Are 3 Second Terhadap
Dimensi Behavioral Loyalty...............cc.ccoiiiiiiiiiiiiiiiiiinnnn,
Tanggapan Anggota Komunitas We Are 3 Second Terhadap
Dimensi Affective Loyalty.............ccvviiiiiiiiiiiiiiiinnnn,
Hasil Uji Normalitas Data...........ccoociviiiiiiiiiiiiiiiiiea,
Hasil Pengujian Outliers Data..............cooooviiiiiiiiiinann..
Sample Correlation Matrix.............cccoviiiiiiiiiiiiiiiiinninnn
Hasil Pengujian Estimasi Measurement Model.......................
Validitas dan Reliabilitas Model Pengukuran Konstruk Eksogen
Brand Familiarity.............cccooiiiiiiiii i
Hasil Evaluasi Goodness of Fit Model CFA Konstruk Eksogen
Brand Familiarity.............ccooooiiiiiiii i
Validitas dan Reliabilitas Model Pengukuran Konstruk Eksogen
Brand Trust...........cooii i
Hasil Evaluasi Goodness of Fit Model CFA Konstruk Eksogen
Brand Trust............cooiiii i
Validitas dan Reliabilitas Model Pengukuran Konstruk Eksogen
Brand Loyalty..............cooooiiiiiiiii i
Hasil Evaluasi Goodness of Fit Model CFA Konstruk Eksogen
Brand Loyalty...............ooo i
Hasil Estimasi Full Model Pengaruh Brand Familiarity Terhadap
Brand Loyalty Melalui Brand Trust...................ccccoviiinnnn..
Hasil Evaluasi Goodness of Fit Model CFA Model Pengukuran
Pengaruh Brand Familiarity Terhadap Brand Loyalty Melalui
Brand Trust..... ..o
Hasil Estimasi Parameter Model Brand Familliarity

Terhadap Brand Loyalty Melalui Brand Trust.........................
Implied Correlation Matrix Of All Variables...........................
Standardized Indirect Effect.............cccceviiiiiiiiiiinininiinnn.n,
Standardized Indirect Effect — Two Tailed Significance.............

X

100
102
106
108
110
112
113
114
116
118
119
121
121
123
123

125



1.1
1.2

2.1
2.2
23
24
2.5
2.6
2.7
2.8
2.9
2.10
2.11
2.12

2.13
3.1

3.2
33
3.4
3.5

3.6
3.7
3.8
3.9
4.1

4.2
4.3

44
45

4.6
4.7
4.8
4.9
4.10
4.11

DAFTAR GAMBAR

Revenue E-Commerce Fashion Market From 2025 To

Merek  Fashion Lokal yang Favorit masyarakat
INdONESIA. .. .veneiii e 5
Brand Resonance Model.........................ccooiiiiiinnn. 11
The Brand Loyalty Pyramid....................cccooiiiiiiinnini. 15
Model Brand Loyalty ...............ccoviiiiiiiiiiiiiiiiiiieennn, 16
Model Brand Loyalty...........c.cooviiiiiiiiiiiiiiiiiiiiiiinnns 17
Brand Resonance Pyramid.....................cc.coviiiiinimniinnnn, 18
Model Brand Familiarity................ccooviiiiiiiiiiiinninnn... 23
Model Brand Familiarity..............cccooviiiiiiiiiiininnannn. 24
Model Brand Familiarity...............ccccooviiiiiiiiiinninnn.n. 24
Model Brand Trust............ccooeiiiiiiiiiiiiiiiiiiiiiii e, 30
Model Brand Trust............ccoouiiiiiiiiiiiiiiiiiiiiiiiiann, 31
Model Brand Trust............ccooeiiiiiiiiiiiiiiiiiiiiiii i, 32
Bagan Kerangka Pemikiran Pengaruh Brand Familiarity
terhadap Brand Loyalty melalui Brand
Trust....c.ccovuvveeveenncn, 36
Paradigma Penelitian..................coooiiiiiiiiii i 36
Garis Kontinum Penelitian Brand Familiarity, Brand Trust,

dan Brand Loyalty...............cooiiuiiiiiiiiiiiiiiiiiiien, 59
Model Pengukuran Brand Familiarity.............................. 61
Model Pengukuran Brand Trust...................c..ccvvveevcceeaeen. 61
Model Pengukuran Brand Loyalty................ccccovivvninn... 62
Model Struktural Pengaruh Brand Trust terhadap Brand
Loyalty melalui Brand Trust..............c.ccooviiiiiiininnninn.n. 63
Hipotesis Penelitian 1..............coooiiiiiiiii e, 71
Hipotesis Penelitian 2., 71
Hipotesis Penelitian 3.............ccoiiiiiiiiiiiiii e 72
Hipotesis Penelitian 4., 72
Tanggapan Anggota Komunitas We Are 3second

Terhadap Brand Familiarity...............cccooiiiiiiiiiiiiiiinnn. 86
Garis Kontinium Variabel Brand Familiarity..................... 88
Tanggapan Anggota Komunitas We Are 3second

Terhadap Brand Trust...............coeeiiuiiiiiiiiiiiiiiiiiinann. 95
Garis Kontinium Variabel Brand Trust............................ 97
Tanggapan Anggota Komunitas We Are 3second

Terhadap Brand Loyalty.............ccoiieiiiiiiiiiiiiiiiinnnnnn. 103
Garis Kontinium Variabel Brand Loyalty.......................... 105
Spesifikasi Model.........coooiiiiiiii 115
Model Cfa Konstruk Eksogen Brand Familiarity................. 117
Model Pengukuran Konstruk Eksogen Brand Trust.............. 120
Model Pengukuran Konstruk Endogen Brand Loyalty........... 122

Model Struktural Pengaruh Brand Familiarity
Terhadap Brand Loyalty Melalui Brand
Trust.......cooovvvennn... 124



4.12

Model Struktural Model Brand Familiarity
Terhadap Brand Loyalty Melalui Brand Trust

xi



DAFTAR PUSTAKA

Aaker. (1991). Managing Brand Equity Capitalizing on the Value of a Brand Name.

Aaker. (1997). Building strong brands. The Free Press.

Abdillah, J. J., Wiyono, V. H., & Samudro, B. R. (2019). Analisis Pola Konsumsi Dan
Kemiskinan Di Jawa Tengah. Research Fair Unisri, 3(1), 132-138.
http://ejurnal.unisri.ac.id/index.php/rsfu/article/view/2573/2305

Abdullah, A. (2015). A Structural Model of The Relationships between Brand Image,
Brand Trust and Brand Loyalty. International Journal of Management Research &
Review, 5(3), 137-145.

Aburbeian, A. M., & Owda, A. Y. (2022). A Technology Acceptance Model Survey of
the Metaverse Prospects. 285-302.

Acikgoz, F., & Tasci, A. D. A. (2022). Brand cocreation and immersion: the link
between sense of brand community and attitude toward a brand. Journal of
Hospitality and Tourism Insights, 5(2), 465-500. https://doi.org/10.1108/JHTI-08-
2020-0154

adar BakhshBaloch, Q. (2017). The Influence of Brand Trust, Brand Familiarity and
Brand Experience on Brand Attachment: A Case of Consumers in the Gauteng
Province of South Africa. 11(1), 92—-105.

Adiwijaya, M., McGuinness, E., C Cary, J., & Herjanto, H. (2021). The Centrality of
Brand Awareness. Petra International Journal of Business Studies, 4(2), 109—121.
https://doi.org/10.9744/1jbs.4.2.109-121

Aghazadeh, H. (2015). Strategic Marketing Management: Achieving Superior Business
Performance through Intelligent Marketing Strategy. Procedia - Social and
Behavioral Sciences, 207(21), 125-134.
https://doi.org/10.1016/j.sbspro.2015.10.161

Al-Msallam, S. (2015). Customer Satisfaction and Brand Loyalty in the Hotel Industry.
European Scientific Journal, 1(October), 1857-7881.

Alam, S. S., & Yasin, N. M. (2010). Pasitikéjimo internetinés prekes Zenklu praeitis:
Malaizijos pavyzdys. Journal of Business Economics and Management, 11(2),
210-226. https://doi.org/10.3846/jbem.2010.10

Alhaddad, A. A. (2015). Perceived Quality, Brand Image and Brand Trust as
Determinants of Brand Loyalty. Quest Journals Journal of Research in Business
and Management, 3(4), 1-08. www.questjournals.org

Alhaddad, A. A., & Alhaddad, A. (2015). Perceived Quality, Brand Image and Brand
Trust as Determinants of Brand Loyalty. Quest Journals Journal of Research in
Business and Management, 3(4), 1-08. www.questjournals.org

Alnawas, I., & Altarifi, S. (2016). Exploring the role of brand identification and brand
love in generating higher levels of brand loyalty. Journal of Vacation Marketing,
22(2), 111-128. https://doi.org/10.1177/1356766715604663

Alpha Hernando, R., & Wahyudin, D. (2020). Modernisasi Administraasi Perpajakan
dalam Rangka Optimalisasi Pelayanan Pajak Berbasis Digital. Jurnal Pajak Vokasi
(JUPASI), 1(2), 119—125. https://doi.org/10.31334/jupasi.v1i2.819

Althuwaini, S. (2022). The Effect of Social Media Activities on Brand Loyalty for
Banks: The Role of Brand Trust. Administrative Sciences, 12(4).
https://doi.org/10.3390/admsc112040148

Amstrong, K. (2012). Manajemen Pemasaran. Kotler Amstrong 2012.

171



172

Andriana, D., Martana, 1. K., & Baskoro, A. P. (2020). Pengaruh Promosi Penjualan
Harbolnas Marketplace Terhadap Perilaku Konsumtif Generasi Milenial Di UBSI.
Komunikata57, 1(2), 66-73. https://doi.org/10.55122/kom57.v1i2.166

Andriana, N. A., Cen Lu, & Kuswoyo, C. (2024). Efektivitas Pemasaran Media Sosial
Tiktok Terhadap Peningkatan Volume Penjualan Di Perusahaan (Studi Kasus Pada
Perusahaan X). JMBI UNSRAT (Jurnal Ilmiah Manajemen Bisnis Dan Inovasi
Universitas Sam Ratulangi)., 11(1), 989-1002.
https://doi.org/10.35794/jmbi.v11i1.55389

Apriani, D. 1., & Bhaihaki, M. (2024). Strategi Pemasaran Konten dalam Meningkatkan
Interaksi Konsumen di Media Sosial. Jurnal Ekonomika : Manajemen, Akuntansi,
Dan Perbankan Syari’ah, 12(2), 21-31.

Aquinia, A., & Soliha, E. (2020). The effect of brand equity dimensions on repurchase
intention. Diponegoro International Journal of Business, 3(2), 97-103.
https://doi.org/10.14710/dijb.3.2.2020.97-103

Arghashi, V., Bozbay, Z., & Karami, A. (2021). An Integrated Model of Social Media
Brand Love: Mediators of Brand Attitude and Consumer Satisfaction. Journal of
Relationship Marketing, 20(4), 319-348.
https://doi.org/10.1080/15332667.2021.1933870

Arian Matin, Tornike Khoshtaria, & NugzarTodua. (2022). The Impact of Social Media
Influencers on Brand Awareness, Image and Trust in their Sponsored Content: An
Empirical Study from Georgian Social Media Users. International Journal of
Marketing, Communication and New Media, 10(18).
https://doi.org/10.54663/2182-9306.2022.v10.n18.88-114

Athuman, J. (2023). International Journal of Education and Social Science Research.
International Journal of Education and Social Science Research, 6(1), 89—106.

Atika, N. N., Irwan, M., & Nasution, P. (2024). Journal of Sharia Economics Scholar (
JoSES ) Manajemen Kualitas Data Dalam Aplikasi E - Commerce : Memastikan
Informasi Produk yang Akurat Journal of Sharia Economics Scholar ( JoSES ).
2(2), 60-63.

Atulkar, S. (2020). Brand trust and brand loyalty in mall shoppers. Marketing
Intelligence and Planning, 38(5), 559-572. https://doi.org/10.1108/MIP-02-2019-
0095

Bae, B. R., & Kim, S. E. (2023). Effect of brand experiences on brand loyalty mediated
by brand love: the moderated mediation role of brand trust. Asia Pacific Journal of
Marketing and Logistics, 35(10), 2412-2430. https://doi.org/10.1108/APJML-03-
2022-0203

Balla, B. E., Ibrahim, S. B., & Ali, A. H. (2015). The Impact of Relationship Quality on
Repurchase Intention Towards the Customers of Automotive Companies in Sudan.
British Journal of Marketing Studies, 3(4), 1-15.

Banu, S. B., Banu, S. R., Chandini, S., & Emirates, U. A. (2024). High Heels Are No
More an Accessory of Fashion for Women- A Study Unrevealing the Health Effects
of Wearing High Heels. April.
https://doi.org/10.1109/ICCSP60870.2024.10543799

Bapat, D. (2017). Impact of brand familiarity on brands experience dimensions for
financial services brands. International Journal of Bank Marketing, 35(4), 637—
648. https://doi.org/10.1108/IJBM-05-2016-0066

Barijan, D., Ariningsih, E. P., & Rahmawati, F. (2021a). The Influence of Brand Trust,
Brand Familiarity, and Brand Experience on Brand Attachments. Journal of



173

Digital Marketing and Halal Industry, 3(1), 73-84.
https://doi.org/10.21580/jdmhi.2021.3.1.7440

Barijan, D., Ariningsih, E. P., & Rahmawati, F. (2021b). The Influence of Brand Trust
, Brand Familiarity , and Brand Experience on Brand Attachments. 4810, 73—84.

Barnes, A.-J. (2011). Corporate Social Responsibility and its effects on Brand Trust.
July, 1-119.

Barthes, R. (2010). “The Fashion System” Ivanna Gladysh-Mirkovska.

Basyir, A. (2021). Pengaruh fashion lifestyle dan pengetahuan produk terhadap minat
beli (studi terhadap konsumen batik tulis madura al-fath KKG Bangkalan). Jurnal
Pendidikan Tata Niaga(JPTN), 7(3), 564-570.

Becerra, E. P., & Badrinarayanan, V. (2013). The influence of brand trust and brand
identification on brand evangelism. Journal of Product and Brand Management,
22(5), 371-383. https://doi.org/10.1108/JPBM-09-2013-0394

Beno, J., Silen, A. ., & Yanti, M. (2022). Covariance structure analysis of health-related
indicators in elderly people living at home, focusing on subjective health
statusTitle. Braz Dent J., 33(1), 1-12.

Bhardwaj, V., & Fairhurst, A. (2010). Fast fashion : response to changes in the fashion
industry. 20(1), 165—173. https://doi.org/10.1080/09593960903498300

Bihamta, H., Jayashree, S., Rezaei, S., Okumus, F., & Rahimi, R. (2017). Dual pillars
of hotel restaurant food quality satisfaction and brand loyalty. British Food
Journal, 119(12), 2597-2609. https://doi.org/10.1108/BFJ-07-2016-0344

Bija, M., & Balag, R. (2014). Social Media Marketing to Increase Brand Awareness.
Journal  of Economics and Business Research, 20(2), 155-164.
http://www.uav.ro/jour/index.php/jebr/article/view/381

Bilgin, Y. (2018). The effect of social media marketing activities on brand awareness,
brand image and brand loyalty. Business & Management Studies: An International
Journal, 6(1), 128—-148.

Boateng, H., Kosiba, J. P., Adam, D. R., Ofori, K. S., & Okoe, A. F. (2020). Examining
brand loyalty from an attachment theory perspective. Marketing Intelligence and
Planning, 38(4), 479-494. https://doi.org/10.1108/MIP-03-2019-0161

Bosnjak, M., Ajzen, 1., & Schmidt, P. (2020). Editorial The Theory of Planned
Behavior : Selected Recent Advances and Applications. April 2020.

Breivik, E., & Thorbjernsen, H. (2008). Consumer brand relationships: An investigation
of two alternative models. Journal of the Academy of Marketing Science, 36(4),
443472, https://doi.org/10.1007/s11747-008-0115-z

Briliana, V., & Ritonga, J. S. (2016). Pengaruh Perceived Price, Brand Equity, Brand
Loyalty, Perceived Price Deal, dan Product Involvement Terhadap Purchase
Intention Mobil Toyota Grand New Avanza. Jurnal Wira Ekonomi Mikroskil, 6(1),
23-34. https://doi.org/10.55601/jwem.v6il.257

Calvo-Porral, C., Lévy-Mangin, J. P., & Novo-Corti, I. (2013). Perceived quality in
higher education: An empirical study. Marketing Intelligence and Planning, 31(6),
601-619. https://doi.org/10.1108/MIP-11-2012-0136

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, 1., Régo, R., Silva, R., Oliveira, M.,
& Meirinhos, G. (2022). Trust and Loyalty in Building the Brand Relationship with
the Customer: Empirical Analysis in a Retail Chain in Northern Brazil. Journal of
Open  Innovation:  Technology, = Market, and  Complexity,  8(3).
https://doi.org/10.3390/j0itmc8030109

Celik, Z. (2022). the Moderating Role of Influencer Attractiveness in the Effect of Brand



174

Love, Brand Trust, Brand Awareness and Brand Image on Brand Loyalty. Istanbul
Ticaret  Universitesi ~ Sosyal  Bilimler — Dergisi, 21(43), 148-167.
https://doi.org/10.46928/iticusbe. 1050122

Chi, H. K., Huang, K. C., & Nguyen, H. M. (2020). Elements of destination brand equity
and destination familiarity regarding travel intention. Journal of Retailing and
Consumer Services, 52(February 2019), 101728.
https://doi.org/10.1016/j.jretconser.2018.12.012

Chinomona, R. (2016). Brand communication, brand image and brand trust as
antecedents of brand loyalty in Gauteng Province of South Africa. African Journal
of Economic and Management Studies, 7(1), 124-139.
https://doi.org/10.1108/AJEMS-03-2013-0031

Chou, S., Horng, J., Liu, C. S., & Lin, J. (2020). Journal of Retailing and Consumer
Services Identifying the critical factors of customer behavior: An integration
perspective of marketing strategy and components of attitudes. Journal of Retailing
and Consumer Services, 55(September 2019), 102113.
https://doi.org/10.1016/j.jretconser.2020.102113

CHUN, T. Y., LEE, D. K., & PARK, N. H. (2020). The Effect of Marketing Activities
on the Brand Recognition, Brand Familiarity, and Purchase Intention on the SNS
of Franchise Companies. The Journal of Asian Finance, Economics and Business,
7(11), 955-966. https://doi.org/10.13106/jafeb.2020.vol7.n011.955

Cindy, C., & Balqiah, T. E. (2017). How Brand Excitement Can Enhance Emotional
Responses of Local Fashion Brands in Indonesia? : Moderating of Ethnocentrism.
Asia  Pacific Management and Business Application, 6(2), 61-74.
https://doi.org/10.21776/ub.apmba.2017.006.02.1

Coates, S. L., Butler, L. T., & Berry, D. C. (2006). Implicit memory and consumer
choice: The mediating role of brand familiarity. Applied Cognitive Psychology,
20(8), 1101-1116. https://doi.org/10.1002/acp.1262

Copeland, L., & Bhaduri, G. (2020). Consumer relationship with pro-environmental
apparel brands: effect of knowledge, skepticism and brand familiarity. Journal of
Product and Brand Management, 29(1), 1-14. https://doi.org/10.1108/JPBM-03-
2018-1794

Cossio-Silva, F. J., Revilla-Camacho, M. A., & Vega-Vazquez, M. (2019). The tourist
loyalty index: A new indicator for measuring tourist destination loyalty? Journal
of Innovation and Knowledge, 4(2), 71-77.
https://doi.org/10.1016/;.jik.2017.10.003

Cuesta-Valino, P., Gutiérrez-Rodriguez, P., & Nunez-Barriopedro, E. (2022). The role
of consumer happiness in brand loyalty: a model of the satisfaction and brand
image 1in fashion. Corporate Governance (Bingley), 22(3), 458-473.
https://doi.org/10.1108/CG-03-2021-0099

Dada, M. H. (2021). Impact of Brand Association, Brand Image & Brand Loyalty on
Brand  Equity. Journal of  Marketing  Strategies, 3(1), 29-43.
https://doi.org/10.52633/jms.v3i1.33

DAM, T. C. (2020). Influence of Brand Trust, Perceived Value on Brand Preference
and Purchase Intention. Journal of Asian Finance, Economics and Business, 7(10),
939-947. https://doi.org/10.13106/jafeb.2020.vol7.n010.939

Delgado-Ballester, E., & Munuera-Aleman, J. L. (2005). Does brand trust matter to
brand equity? Journal of Product and Brand Management, 14(3), 187-196.
https://doi.org/10.1108/10610420510601058



175

Devi Selvarajah, D. (2018). The Factor Influencing Brand Loyalty in Fashion Industry
among Generation Y in Malaysia. International Journal of Business and
Management, 13(4), 201. https://doi.org/10.5539/ijbm.v13n4p201

Dhurup, M. (2014). The effects of fashion interest, product novelty and product quality
on brand consciousness and brand loyalty in fashion apparel purchase.
Mediterranean Journal of Social Sciences, 5(8), 32-38.
https://doi.org/10.5901/mjss.2014.v5n8p32

Diallo, M. F., & Seck, A. M. (2018). How store service quality affects attitude toward
store brands in emerging countries: Effects of brand cues and the cultural context.
Journal of Business Research, 86(August), 311-320.
https://doi.org/10.1016/j.jbusres.2017.08.017

Diantari, N. K. Y. (2021). Tren new normal pada industri fast fashion di Indonesia :
Adaptasi fast fashion di masa pandemi. Bhumidevi: Journal of Fashion Design,
1(1), 68-75.

Dien Hafifah Mesayu Putri, Syarief, N., & Ruhjatini, D. (2021). Pengaruh Harga
Promosi Dan Kualitas Produk Terhadap Keputusan Pembelian Produk Fashion
Brand Lokal. Business Management, Economic, and Accounting National
Seminar, 2(1), 766—780.

Diputra, I. G. A. W., & Yasa, N. N. (2021). the Influence of Product Quality, Brand
Image, Brand Trust on Customer Satisfaction and Loyalty. American International
Journal of Business Management (AILJBM), 4(01), 25-34.

Dirgantari, P. (2019). INCREASE BRAND LOYALTY THROUGH BRAND
BENEFITS ON DOMESTIC PRODUCTS IN INDONESIA. Sustainability
(Switzerland), 11(1), 1-14.
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-
8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbec
0.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484 SISTE
M_PEMBETUNGAN_ TERPUSAT STRATEGI MELESTARI

Dirgantari, P. D. (2022). Analisis Sosial Media Marketing Terhadap Purchase Intention.
Jurnal Informatika Ekonomi Bisnis, 4, 227-232.
https://doi.org/10.37034/infeb.v4i4.180

Dirgantari, P. D. (2024). Analisis Pemanfaatan Brand Experience dalam Menciptakan
Brand Loyalty pada Bisnis Rollneeds. Jurnal Bisnis Dan Manajemen West Science,
3(02), 234-240. https://doi.org/10.58812/jbmws.v3102.1185

Duta, G. L., Agung, M., & Subagja, G. (2022). Tiktok Dan Review Konsumen:
Pengaruhnya Terhadap Keputusan Pembelian. Jurnal Perspektif Bisnis, 5(2), 80—
92. https://doi.org/10.23960/jpb.v5i2.133

Edith Ebele Agu, Toluwalase Vanessa lyelolu, Courage Idemudia, & Tochukwu
Ignatius [jomah. (2024). Exploring the relationship between sustainable business
practices and increased brand loyalty. International Journal of Management &
Entrepreneurship Research, 6(8), 2463-2475.
https://doi.org/10.51594/ijmer.v6i8.1365

Ekinci, Y., Zeglat, D., & Whyatt, G. (2011). Service quality, brand loyalty, and profit
growth in UK budget hotels. Tourism Analysis, 16(3), 259-270.
https://doi.org/10.3727/108354211X13110944387004

Elistia, E., Aprillia, F., Rojuaniah, R., & Edastama, P. (2023). Determinan Brand
Loyalty Mobil Toyota. Jurnal Ekonomi Bisnis, Manajemen Dan Akuntansi
(JEBMA), 3(3), 574-587. https://doi.org/10.47709/jebma.v3i3.2835



176

Elvira Tabaku, & Zerellari, M. (2015). Brand loyalty and program loyalty: A literature
review. Romanian Economic and Business Review, 10(2), 71-86.

Ene, S., & Ozkaya, B. (2014). A study on corporate image, customer satisfaction and
brand loyalty in the context of retail stores. Asian Social Science, 10(14), 52—66.
https://doi.org/10.5539/ass.v10n14p52

Ertimur, B., & Coskuner-Balli, G. (2015). Navigating the institutional logics of markets:
Implications for strategic brand management. Journal of Marketing, 79(2), 40—61.
https://doi.org/10.1509/jm.13.0218

Fahmi, S. (2023). Pengaruh Promosi, Harga dan Daya Tarik Produk terhadap Minat
Konsumen untuk Beralih menggunakan Sepeda Listrik. JAMIN : Jurnal Aplikasi
Manajemen Dan Inovasi Bisnis, 6(1), 92. https://doi.org/10.47201/jamin.v611.199

Fatma, M., & Khan, I. (2023). CSR Influence on Brand Loyalty in Banking: The Role
of Brand Credibility and Brand Identification. Sustainability (Switzerland), 15(1).
https://doi.org/10.3390/sul15010802

Ferdinand, A. (2006). Metode Penelitian Manajemen: Pedoman Penelitian untuk
skripsi, Tesis dan Disertai I[lmu Manajemen. Universitas Diponegoro.

Fetais, A. H., Algharabat, R. S., Aljafari, A., & Rana, N. P. (2023). Do Social Media
Marketing Activities Improve Brand Loyalty? An Empirical Study on Luxury
Fashion Brands. [Information  Systems  Frontiers, 25(2), 795-817.
https://doi.org/10.1007/s10796-022-10264-7

Fetscherin, M., & Raghabendra P., K. C. (2021). Anti-consumption in the context of
brand relationships. Strategic Change, 30(1), 53-58.
https://doi.org/10.1002/jsc.2386

Filieri, R., & Lin, Z. (2017). The role of aesthetic, cultural, utilitarian and branding
factors in young Chinese consumers’ repurchase intention of smartphone brands.
Computers in  Human  Behavior, 67(September 2016), 139-150.
https://doi.org/10.1016/j.chb.2016.09.057

Fitra, Z., Hasnita, N., & Jalaluddin, J. (2021). Faktor-Faktor Yang Mempengaruhi Minat
Belanja Konsumen Remaja Banda Aceh Dalam Perspektif Ekonomi Syariah.
Ekobis Syariah, 2(1), 30. https://doi.org/10.22373/ekobis.v2i1.10005

Francis, S., Rospigliosi, P. ‘asher,” & Samuel, B. (2019). The Digital Marketing Power
of Transmedia: Applying Keller’s Brand Resonance Pyramid to the Marvel
Cinematic Universe. Transmedia Earth Conference, 235-256.
https://doi.org/10.17230/9789587206289¢ch13

Frank, B., Herbas Torrico, B., Enkawa, T., & Schvaneveldt, S. J. (2014). Affect versus
Cognition in the Chain from Perceived Quality to Customer Loyalty: The Roles of
Product Beliefs and Experience. Journal of Retailing, 90(4), 567-586.
https://doi.org/10.1016/j.jretai.2014.08.001

Friti Sinta, Prihatin Lumbanraja, & Beby Karina F. Sembiring. (2023). the Impact of
Brand Trust and Perceived Quality on Brand Loyalty in Mediation Customer
Satisfaction: a Case Study of Kopi Kenangan Consumers in Medan City.
International Journal of Educational Review, Law And Social Sciences (IJERLAS),
3(5), 1555—1571. https://doi.org/10.54443/ijerlas.v315.1043

Gavilan, D., & Avello, M. (2020). Brand-Evoked Mental Imagery: The Role of Brands
in Eliciting Mental Imagery. SAGE Open, 10(4).
https://doi.org/10.1177/2158244020977484

Gecti, F., & Zengin, H. (2013). The Relationship between Brand Trust, Brand Affect,
Attitudinal Loyalty and Behavioral Loyalty: A Field Study towards Sports Shoe



177

Consumers in Turkey. [International Journal of Marketing Studies, 5(2).
https://doi.org/10.5539/ijms.v5n2p111

Ghozali, 1. (2018). Model Persamaan Struktural. Konsep dan Aplikasi dengan Program
AMOS 24. Update Bayesian SEM. Badan Penerbit Universitas Diponegoro.

Giantari, I. G. A. K. (2019). TARIK IKLAN TERHADAP BRAND ATTITUDE Fakultas
Ekonomi dan Bisnis Universitas Udayana ( Unud ), Bali , Indonesia Di Indonesia
, saat ini persaingan shampo semakin kompetitif sehingga membuat perusahaan
shampo berlomba-lomba untuk bersaing memperebutkan pasa. 8(2), 8016—-8046.

Goh, S. K., Jiang, N., & Tee, P. L. (2016). International Review of Management and
Marketing The Impact of Brand trust, Self-image Congruence and Usage
Satisfaction toward Smartphone Repurchase Intention. International Review of
Management and Marketing, 6(3), 436—441. http:www.econjournals.com

Guercini, S., Bernal, P. M., & Prentice, C. (2018). New marketing in fashion e-
commerce. Journal of Global Fashion  Marketing, 9(1), 1-8.
https://doi.org/10.1080/20932685.2018.1407018

Glimiis, R. (2022). Role of Marketing Mix Perception and Participation on Repurchase
Intention of Health Consumers. Journal of Health Management, 24(4), 525-538.
https://doi.org/10.1177/09720634221128395

Gupta, U., Agarwal, B., & Nautiyal, N. (2022). Financial Technology Adoption — A
Case of Indian MSMEs. Finance: Theory and Practice, 26(6), 192-211.
https://doi.org/10.26794/2587-5671-2022-26-6-192-211

Ha, H.-Y., & Perks, H. (2005). Effects of consumer perceptions of brand experience on
the web: brand familiarity, satisfaction and brand trust. Journal of Consumer
Behaviour, 4(6), 438—452. https://doi.org/10.1002/cb.29

Ha, H. Y., John, J., Janda, S., & Muthaly, S. (2011). The effects of advertising spending
on brand loyalty in services. European Journal of Marketing, 45(4), 673—691.
https://doi.org/10.1108/03090561111111389

Haider Hashmi, F. K., Khalid, F., Ammar Akram, M., Saced, U., & Rizwan, M. (2014).
An Empirical Study of Brand Loyalty on Samsung Electronics in Pakistan. Journal
of Sociological Research, 5(1), 350-364. https://doi.org/10.5296/jsr.v511.6570

Hamid, M. F. S., & Aslam, M. (2017). Intra-regional trade effects of ASEAN free trade
area in the textile and clothing industry. Journal of Economic Integration, 32(3),
660—688. https://doi.org/10.11130/je1.2017.32.3.660

Han, H., Kim, Y., & Kim, E. K. (2011). Cognitive, affective, conative, and action
loyalty: Testing the impact of inertia. International Journal of Hospitality
Management, 30(4), 1008—1019. https://doi.org/10.1016/5.ijhm.2011.03.006

Hariandja, E. S., & Suryanto, T. T. (2021). Structural equation modeling of brand love,
brand trust, brand respect, brand loyalty and brand equity in Indonesia E-
commerce. Proceedings of the International Conference on Industrial Engineering
and Operations Management, August, 2778-2791.
https://doi.org/10.46254/sa02.20210800

Hasri Liayanti, D., Yanuar Rahmat Syah, T., Indradewa, R., Edastama, P., & Author, C.
(2022). Customer Brand Engagement in Relationship Quality and Brand Loyalty
During Pandemis in the Field of Communication Technology and Communication.
American International Journal of Business Management (AIJBM), 5(02), 59-67.

Hati, S. R. H., Putri, N. I. S., Daryanti, S., Wibowo, S. S., Safira, A., & Setyowardhani,
H. (2022). Brand familiarity vs profit-sharing rate: which has a stronger impact on
Muslim customers’ intention to invest in an Islamic bank? Journal of Islamic



178

Marketing, 13(8), 1703—1727. https://doi.org/10.1108/JIMA-08-2020-0247

Hazen, B. T., Boone, C. A., Wang, Y., & Khor, K. S. (2017). Perceived quality of
remanufactured products: construct and measure development. Journal of Cleaner
Production, 142(May), 716—726. https://doi.org/10.1016/j.jclepro.2016.05.099

Heching, A., Gallego, G., & van Ryzin, G. (2002). Mark-down pricing: An empirical
analysis of policies and revenue potential at one apparel retailer. Journal of
Revenue and Pricing Management, 1(2), 139-160.
https://doi.org/10.1057/palgrave.rpm.5170016

Hegner, S. M., & Jevons, C. (2016). Brand trust: a cross-national validation in Germany,
India, and South Africa. Journal of Product and Brand Management, 25(1), 58—
68. https://doi.org/10.1108/JPBM-02-2015-0814

Heuer, D., Brettel, M., & Kemper, J. (2015). Brand competition in fashion e-commerce.
Electronic  Commerce Research and Applications, 14(6), 514-522.
https://doi.org/10.1016/j.elerap.2015.07.007

Holbrook, B., & Chaudhuri, A. (2001). The Chain of Effects from Brand Trust and
Brand Affect to Brand Performance: The Role of Brand Loyalty. Journal of
Marketing, 65(2), 81-93.

Huo, C., Hameed, J., Zhang, M., Bin Mohd Ali, A. F., & Amri Nik Hashim, N. A.
(2022). Modeling the impact of corporate social responsibility on sustainable
purchase intentions: insights into brand trust and brand loyalty. Economic
Research-Ekonomska Istrazivanja , 35(1), 4710-4739.
https://doi.org/10.1080/1331677X.2021.2016465

Hussain, K., Fayyaz, M. S., Shamim, A., Abbasi, A. Z., Malik, S. J., & Abid, M. F.
(2024). Attitude, repurchase intention and brand loyalty toward halal cosmetics.
Journal of Islamic Marketing, 15(2), 293-313. https://doi.org/10.1108/JIMA-08-
2022-0210

Hussain, S., Melewar, T. C., Priporas, C. V., Foroudi, P., & Dennis, C. (2020).
Examining the effects of celebrity trust on advertising credibility, brand credibility
and corporate credibility. Journal of Business Research, 109, 472—488.
https://doi.org/10.1016/j.jbusres.2019.11.079

Hussein, A. S. (2018). Effects of brand experience on brand loyalty in Indonesian casual
dining restaurant: Roles of customer satisfaction and brand of origin. Tourism and
Hospitality Management, 24(1), 119—-132. https://doi.org/10.20867/thm.24.1.4

Ibrahim, B., Aljarah, A., & Sawaftah, D. (2021). Linking social media marketing
activities to revisit intention through brand trust and brand loyalty on the coffee
shop facebook pages: Exploring sequential mediation mechanism. Sustainability
(Switzerland), 13(4), 1-16. https://doi.org/10.3390/su13042277

Idemon, A. F., & Chairun Nisa, P. (2024). The Effect of Brand Equity on Brand Loyalty
to Skincare Products Mediated By Customer Satisfaction. Paradigma, 21(1), 16—
32. https://doi.org/10.33558/paradigma.v21il1.7351

Idris, D. L. (2022). Analisis Faktor-Faktor Yang Mempengaruhi Perilaku Konsumtif
Mabhasiswi Jurusan Ekonomi Syariah Uin Mataram Pada Trend Fashion (Pakaian).
Jurnal Impresi Indonesia, 1(6), 638—647. https://doi.org/10.36418/ji1.v116.114

Indah Nurcahyani, D., & Budi Prabowo. (2024). Pengaruh Brand Awareness, Brand
Image, dan Brand Trust tehadap Brand Loyalty Pengguna Skincare Skintific: Studi
Pada Pelanggan Moisturizer Skintific Melalui E-Commerce Shopee di Wilayah
Surabaya. Al-Kharaj: Jurnal Ekonomi, Keuangan & Bisnis Syariah, 6(5), 3753—
3766. https://doi.org/10.47467/alkharaj.v615.1223



179

Indraswari, N. M., Ningrum, N. K., Maharani, B. D., & Wahid, R. A. (2023). Does Self-
congruence Mediate Brand Familiarity on Brand Attachment? (Vol. 1). Atlantis
Press International BV. https://doi.org/10.2991/978-94-6463-160-9 6

Ingemansson, V., Nilsson, 1., & Vllasalija, D. (2015). An Exploratory Research on the
Relationship between Low Product Involvement and Brand Loyalty. Bachelor
Thesis, 1-59.

Isaid, E. N., & Faisal, M. N. (2015). Consumers’ Repurchase Intention Towards a
Mobile Phone Brand in Qatar: An Exploratory Study Utilizing Theory of Reasoned
Action  Framework.  Global  Business  Review, 16(4), 594-608.
https://doi.org/10.1177/0972150915581104

Ishak, F., Ghani, N. H. (2010). A Review of the Literature on Brand Loyalty and
Customer Loyalty. Conference on Business Management Research 2013, 186—198.
http://repo.uum.edu.my/16316/

Islam, ,L.W.B. A.B. M. N. (2014). A CONCEPTUAL FRAMEWORK TO BUILD
BRAND LOYALTY IN THE MODERN MARKETING ENVIRONMENT Md .
Aminul Islam Idris Bin Mohd Noor Contribution / Originality. Journal of Asian
Scientific Research Journal, 4(10), 547-557.

Jensen, J. M., & Hansen, T. (2006). An empirical examination of brand loyalty. Journal
of Product and Brand Management, 15(7), 442-449,
https://doi.org/10.1108/10610420610712829

Jeon, H. M., & Yoo, S. R. (2021). The relationship between brand experience and
consumer-based brand equity in grocerants. Service Business, 15(2), 369-389.
https://doi.org/10.1007/s11628-021-00439-8

Jun, S., & Yi, J. (2020). What makes followers loyal? The role of influencer interactivity
in building influencer brand equity. Journal of Product and Brand Management,
29(6), 803—814. https://doi.org/10.1108/JPBM-02-2019-2280

Junior Ladeira, W., Santiago, J. K., de Oliveira Santini, F., & Costa Pinto, D. (2022).
Impact of brand familiarity on attitude formation: insights and generalizations from
a meta-analysis. Journal of Product and Brand Management, 31(8), 1168—1179.
https://doi.org/10.1108/JPBM-10-2020-3166

Kabiraj, S., & Shanmugan, J. (2011). Development of a conceptual framework for brand
loyalty: A Euro-Mediterranean perspective. Journal of Brand Management, 18(4—
5), 285-299. https://doi.org/10.1057/bm.2010.42

Kannan, P. K., & Li, H. “Alice.” (2017). Digital marketing: A framework, review and
research agenda. International Journal of Research in Marketing, 34(1), 22—45.
https://doi.org/10.1016/j.ijresmar.2016.11.006

Kartika Putrianto, N., Arianto, R. 1., Kartika, D., Amalia, S., & Putrianto, N. K. (2023).
Analisis Perilaku Konsumen Dewasa Muda dalam Pembelian Kaos Polo, Kemeja,
dan Celana Jeans di Kota Malang dan Surabaya. Prosiding Seminar Nasional
Teknik Industri , 1(3), 1-16.

Kassie, B. A., & Rhee, H. (2023). The Effect of Brand Familiarity on Green Claim
Skepticism in Distribution Channel. Journal of Distribution Science, 21(6), 51-68.
https://doi.org/10.15722/jds.21.06.202306.51

Kataria, S., & Saini, V. (2020). The mediating impact of customer satisfaction in relation
of brand equity and brand loyalty: An empirical synthesis and re-examination.
South Asian Journal of  Business Studies, 9(1), 62-87.
https://doi.org/10.1108/SAJBS-03-2019-0046

Keller, K. L. (2002). Brand synthesis: The multidimensionality of brand knowledge.



180

Journal of Consumer Research, 29(4), 595—-600. https://doi.org/10.1086/346254

Keller, K. L., & Swaminathan, V. (2020). Strategic Brand Management : Building,
Measuring, and Managing Brand Equity Fifth Edition.

Kesmodel, U. S. (2018). Cross-sectional studies — what are they good for? Acta
Obstetricia et Gynecologica Scandinavica, 97(4), 388-393.
https://doi.org/10.1111/a0gs.13331

KHAI T. T., HONG, N. T., & HUONG, P. T. L. (2016). Effects of Brand Experience
on Brand Loyalty in Fashion Retail Business. Journal of Economics Development,
23(3), 73-88. https://doi.org/10.24311/jed/2016.23.3.07

Khairawati, S. (2020). Research in Business & Social Science Effect of customer loyalty
program on customer satisfaction and its impact on customer loyalty. International
Journal of Research in Business and Social Science, 9(1), 15-23.

Khalid, A., Awan, R. A., Ali, R., & Sarmad, 1. (2024). The antecedent cognitions of
brand love and its impact on brand loyalty: the moderating role of sustainability
marketing. Corporate Governance (Bingley), 24(3), 609-626.
https://doi.org/10.1108/CG-06-2023-0230

Kim, J.,, Lee, H., & Lee, J. (2020). Smartphone preferences and brand loyalty: A discrete
choice model reflecting the reference point and peer effect. Journal of Retailing
and Consumer Services, 52(August 2019), 101907.
https://doi.org/10.1016/j.jretconser.2019.101907

Kim, M., & Song, D. (2018). When brand-related UGC induces effectiveness on social
media: the role of content sponsorship and content type. International Journal of
Advertising, 37(1), 105—124. https://doi.org/10.1080/02650487.2017.1349031

Kim, R. B., & Chao, Y. (2019). Effects of brand experience, brand image and brand
trust on brand building process: The case of chinese millennial generation
consumers. Journal of  International Studies, 12(3), 9-21.
https://doi.org/10.14254/2071-8330.2019/12-3/1

Kim, S. H., Kim, M., Holland, S., & Townsend, K. M. (2021). Consumer-Based Brand
Authenticity and Brand Trust in Brand Loyalty in The Korean Coffee Shop Market.
Journal of Hospitality —and  Tourism  Research, 45(3), 423-446.
https://doi.org/10.1177/1096348020980058

Kocak Alan, A., & Kabadayi, E. T. (2012). Brand Trust and Brand Affect: Their
Strategic Importance on Brand Loyalty. Journal of Global Strategic Management,
1(6), 80—-80. https://doi.org/10.20460/jgsm.2012615788

Korchia, M. (2001). The Dimensions of Brand Familiarity. May, 0—6.

Kosiba, J. P. B., Boateng, H., Okoe Amartey, A. F., Boakye, R. O., & Hinson, R. (2018).
Examining customer engagement and brand loyalty in retail banking: The
trustworthiness influence. International Journal of Retail and Distribution
Management, 46(8), 764—779. https://doi.org/10.1108/IJRDM-08-2017-0163

Kotler, P., & Keller, K. L. (2016). Marketing Management. In Journal of Marketing
(Vol. 37, Issue 1). Pearson Education. https://doi.org/10.2307/1250781

Krisdiana, P., Kusuma, N., & Giantari, I. G. A. (2020). The mediating role of congruity
and customer satisfaction in the effect of the personality traits on brand loyalty in
the coffee shop industry in Bali. American Journal of Humanities and Social
Sciences Research, 4(8), 426—434.

Kruikemeier, S., Sezgin, M., & Boerman, S. C. (2016). Political Microtargeting:
Relationship between Personalized Advertising on Facebook and Voters’
Responses. Cyberpsychology, Behavior, and Social Networking, 19(6), 367-372.



181

https://doi.org/10.1089/cyber.2015.0652

Kumar, A., & Kashyap, A. K. (2022). Understanding the Factors Influencing
Repurchase Intention in Online Shopping: A Meta-analytic Review. Vision.
https://doi.org/10.1177/09722629221107957

Kusnendi. (2008). Model-model Persamaan Structura. Alfabeta.

Kusuma, Y. S. (2014). melalui brand satisfaction dan brand trust Harley Davidson di
Surabaya.  Jurnal =~ Manajemen  Pemasaran  Petra,  2(1), I-11.
https://publication.petra.ac.id/index.php/manajemen-pemasaran/article/view/2019

Kwon, J. H., Jung, S. H., Choi, H. J., & Kim, J. (2020). Antecedent factors that affect
restaurant brand trust and brand loyalty: focusing on US and Korean consumers.
Journal  of Product and Brand Management, 30(7), 990-1015.
https://doi.org/10.1108/JPBM-02-2020-2763

Lange, F., & Dahlén, M. (2003). Let’s be strange: Brand familiarity and ad-brand
incongruency. Journal of Product & Brand Management, 12(7), 449-461.
https://doi.org/10.1108/10610420310506010

Laroche, M., Kim, C., & Zhou, L. (1996). Brand familiarity and confidence as
determinants of purchase intention: An empirical test in a multiple brand context.
Journal of Business Research, 37(2), 115-120. https://doi.org/10.1016/0148-
2963(96)00056-2

Lau G.T, & Lee S.H. (1999). Consumers * Trust in a Brand and the Link to Brand
Loyalty. Journal of Market Focused Management, 4(1999), 341-370.

Ledikwe, A. (2020). Determinants of brand loyalty in the apparel industry: A developing
country  perspective.  Cogent  Business and  Management,  7(1).
https://doi.org/10.1080/23311975.2020.1787736

Lee, S. Y. (2014). When Do Consumers Believe Puffery Claims? The Moderating Role
of Brand Familiarity and Repetition. Journal of Promotion Management, 20(2),
219-239. https://doi.org/10.1080/10496491.2014.885481

Lee, Y. K., Back, K. J., & Kim, J. Y. (2009). Family restaurant brand personality and
its impact On customer’s emotion, satisfaction, and brand loyalty. Journal of
Hospitality and Tourism Research, 33(3), 305-328.
https://doi.org/10.1177/1096348009338511

Li, F., Larimo, J., & Leonidou, L. C. (2021). Social media marketing strategy:
definition, conceptualization, taxonomy, validation, and future agenda. Journal of
the Academy of Marketing Science, 49(1), 51-70. https://doi.org/10.1007/s11747-
020-00733-3

Li, F., Zhou, N., Kashyap, R., & Yang, Z. (2008). Brand trust as a second-order factor.
An alternative measurement model. International Journal of Market Research,
50(6), 817-839. https://doi.org/10.2501/S1470785308200225

Liang, L. J., Choi, H. C., & Joppe, M. (2018). Exploring the relationship between
satisfaction, trust and switching intention, repurchase intention in the context of
Airbnb. International Journal of Hospitality Management, 69(October 2017), 41—
48. https://doi.org/10.1016/j.ijhm.2017.10.015

Liebrecht, C., & van den Reek, N. (2021). “Dit artikel is gesponsord.” Tijdschrift Voor
Taalbeheersing, 43(1), 3-33. https://doi.org/10.5117/tvt2021.1.001.lieb

Lin, Y. C. (2013). Evaluation of co-branded hotels in the Taiwanese market: The role
of brand familiarity and brand fit. International Journal of Contemporary
Hospitality Management, 25(3), 346-364.
https://doi.org/10.1108/09596111311311017



182

Liu, F., L1, J., Mizerski, D., & Soh, H. (2012). Self-congruity, brand attitude, and brand
loyalty: A study on luxury brands. European Journal of Marketing, 46(7), 922—
937. https://doi.org/10.1108/03090561211230098

Liu, S. (2016). Industrial Management & Data Systems Article information :
Explicating industrial brand equity : Integrating brand trust , brand. Industrial
Management & Data Systems, 116(5), 1-41.

Ma, Q., Wang, M., & Da, Q. (2021). The effects of brand familiarity and product
category in brand extension: An ERP study. Neuroscience Research, 169, 48-56.
https://doi.org/10.1016/j.neures.2020.06.010

Mabkhot, H. A., Hasnizam, & Salleh, S. M. (2017). The influence of brand image and
brand personality on brand loyalty, mediating by brand trust: An empirical study.
Jurnal Pengurusan, 50, 71-82.

Macchion, L., Moretto, A. M., Caniato, F., Caridi, M., Danese, P., & Vinelli, A. (2017).
International e-commerce for fashion products: what is the relationship with
performance? International Journal of Retail and Distribution Management, 45(9),
1011-1031. https://doi.org/10.1108/IJRDM-11-2015-0171

Maghnati, F., Rosta, A., & Asayesh, F. (2024). Presenting an Indigenous Model of
Brand Loyalty in the Retail Industry. International Journal of Innovation
Management and Organizational Behavior, 4(2), 118-125.
https://doi.org/10.61838/kman.ijimob.4.2.14

Makrides, A., Vrontis, D., & Christofi, M. (2020). The Gold Rush of Digital Marketing:
Assessing Prospects of Building Brand Awareness Overseas. Business
Perspectives and Research, 8(1), 4-20.
https://doi.org/10.1177/2278533719860016

Mardiani, I. E., & Imanuel, O. J. (2013). Analisis Keputusan Pembelian Konsumen
Melalui Media Online (E-Marketing). Analisis Keputusan Pembelian Konsumen
Melalui Media, 4(2), 151-161.

McShane, L., Pancer, E., Poole, M., & Deng, Q. (2021). Emoji, Playfulness, and Brand
Engagement on Twitter. Journal of Interactive Marketing, 53, 96-110.
https://doi.org/10.1016/j.intmar.2020.06.002

Mehruninshah. (2021). The Effectiveness of Social Media by Brand Awareness,
Information Platform Gaining Feedback, Customer Acquisition and Retention of
Organic Food and Beverages. Annals of the Romanian Society for Cell Biology,
25(3), 6661-6678. https://www.proquest.com/scholarly-journals/effectiveness-
social-media-brand-awareness/docview/2565218482/se-
2?accountid=16064%0Ahttp://hw-
primo.hosted.exlibrisgroup.com/openurl/44HWA/44HWA_SP??url ver=7239.88-
2004&rft val fmt=info:ofi/fmt:kev:mtx:journal&

Meitasari, V. T., & Setiawati, C. 1. (2020). Pengaruh Event Marketing Terhadap
Keputusan Pembelian Produk Fashion Lokal Dikalangan Pengunjung Kickfest
Bandung Tahun 2019. E-Proceeding of Management, 7(2), 3745-3755.

Miah, M. F. (2022). Return visits and other return mobilities. Handbook of Return
Migration, 96—-106.

Mohlala, C., & Bankole, F. (2022). Using a support vector machine to determine loyalty
in African, European, and North American telecoms. Frontiers in Research
Metrics and Analytics, 7. https://doi.org/10.3389/frma.2022.1025303

Moura, L. R. C., Ferreira, P. R., Oliveira, A. D. de, & Cunha, N. R. da S. (2019). Test
and validity of the Brand Resonance Model’s. Revista Gestdo & Tecnologia, 19(1),



183

4-24. https://doi.org/10.20397/2177-6652/2019.v1911.1466

Mulia, Y. (2016). HUBUNGAN ANTARA PERSEPSI TERHADAP POTONGAN
HARGA DENGAN PENGAMBILAN KEPUTUSAN MEMBELI PRODUK
FASHION THE EXECUTIVE PADA PEGAWAI NEGERI SIPIL (PNS). 1-23.

Murtiningsih, D., Moeljadi, Noermijati, & Rofiaty. (2016). The Effect of Brand Trust
and Brand Loyalty (Studies in The University of Budi Luhur Jakarta). International
Journal of Business, Economics and Law, 11(2), 57-61.

Mutum, D. S., Ghazali, E. M., Mohd-Any, A. A., & Nguyen, B. (2018). Avoidance of
sponsored posts on consumer-generated content: a study of personal blogs. Bottom
Line, 31(1), 76-94. https://doi.org/10.1108/BL-09-2017-0027

Najar, A. H., Wani, L. S., & Rather, A. H. (2024). Impact of Social Media Influencers
Credibility on Destination Brand Trust and Destination Purchase Intention:
Extending  Meaning  Transfer Model?  Global  Business  Review.
https://doi.org/10.1177/09721509241225354

Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand equity, brand loyalty and consumer
satisfaction.  Amnals  of  Tourism  Research,  38(3), 1009-1030.
https://doi.org/10.1016/j.annals.2011.01.015

Nikmatur, R. (2017). Proses Penelitian, Masalah, Variabel dan Paradigma Penelitian.
Jurnal Hikmah, 14(1), 63.

Noor, M. F. (n.d.). 1121-2022-1-Sm. 127-140.

Novia, M. A., Semmaila, B., & Imaduddin, I. (2020). Pengaruh kualitas Layanan Dan
Kualitas Produk Terhadap Kepuasan Pelanggan. Tata Kelola, 7(2), 201-212.
https://doi.org/10.52103/tatakelola.v7i2.174

Novita, Y., & Lidiana, T. (2024). Analisis Pengaruh Lingkungan Toko dan Kualitas
Layanan terhadap Keputusan Pembelian Impulsif pada Konsumen Abstrak. 1(2),
3244,

Nucamendi-Guillén, S., Moreno, M. A., & Mendoza, A. (2018). A methodology for
increasing revenue in fashion retail industry: A case study of a Mexican company.
International Journal of Retail and Distribution Management, 46(8), 726—743.
https://doi.org/10.1108/IJRDM-08-2017-0159

Oetama, S. (2022). Influence Of Brand Communication, Brand Image And Brand Trust
Through Online Media On Brand Loyalty In E-Commerce. International Journal
of Science, Technology & Management, 3(2), 502-511.
https://doi.org/10.46729/ijstm.v312.494

Oktaviana, 1., & Rahmawan, G. (2023). Minat Beli International Fashion Brand Di
Indonesia. Jurnal Maneksi, 12(3), 521-532.
https://doi.org/10.31959/jm.v12i3.1662

Ozuem, W., Willis, M., Howell, K., Helal, G., Ranfagni, S., & Lancaster, G. (2021).
Effects of online brand communities on millennials’ brand loyalty in the fashion
industry. In  Psychology and  Marketing (Vol. 38, Issue 5).
https://doi.org/10.1002/mar.21466

Panda, R., & Kapoor, D. (2016). Managing loyalty through brand image, judgement and
feelings for leveraging power brands. Management and Marketing, 11(4), 624—
637. https://doi.org/10.1515/mmcks-2016-0020

Pandey, G., Singh, T., Praneet, M. J., Darra, Y., & Gonge, S. (2022). A Gamified
Mathematics Module Using Selection and Sorting Algorithm for Learning Number
System. In Lecture Notes in Networks and Systems (Vol. 392).
https://doi.org/10.1007/978-981-19-0619-0_40



184

Pandowo, A. (2017). Creating Brand Commitment as an Outcome of Brand Prestige,
Brand Familiarity and Brand Passion: The Evidence of Young Costumers in
Franchise Restaurant. Www.ljbmm.Com International Journal of Business
Marketing and Management, 2(February), 2456—4559. www.ijbmm.com

Panjaitan, R. (2018). Manajemen Pemasaran. Management Pemasaran, 180.

Pappu, R., & Quester, P. G. (2016). How does brand innovativeness affect brand
loyalty? European Journal of  Marketing, 50(1-2), 2-28.
https://doi.org/10.1108/EJM-01-2014-0020

Parris, D. L., & Guzman, F. (2023). Evolving brand boundaries and expectations:
looking back on brand equity, brand loyalty, and brand image research to move
forward. Journal of Product and Brand Management, 32(2), 191-234.
https://doi.org/10.1108/JPBM-06-2021-3528

Prabowo, H., Kurniawan, B., Sutrisno, S., Gultom, H. C., & Pratiwi, R. (2023).
Purchasing Decisions in Terms of Perceived Quality, Perceived Price and Digital
Marketing Through Brand Image in Non-Star Hotels. International Journal of
Professional Business Review, 8(8), €02865.
https://doi.org/10.26668/businessreview/2023.v818.2865

Prastia, F. E. K. A. (2020). Shopping Value Terhadap Impulse Buying Behaviour
Pelanggan. 1-6.

Pratiwi, C., Ratnaningtyas, A., & Adhandayani, A. (2022). Keputusan Pembelian
Produk Fashion Secara Online Ditinjau Dari Motivasi Emosional Konsumen
Dewasa Awal. Jurnal Psikologi: Media Ilmiah Psikologi, 20(2), 35-44.
https://doi.org/10.47007/jpsi.v20i2.281

Pratiwi, F. A., & Utama, D. H. (2018). Gambaran Brand Commnication Brand Trust
Dan Brand Loyalty Pelanggan Kosmetik Sariayu Di Indonesia. Journal of Business
Management Education (JBME), 3(3), 89-99.
https://doi.org/10.17509/jbme.v3i3.14313

Purwianti, L., Rusiana, N., & Fahlevi, R. (2023). Pengaruh Brand Satisfaction Terhadap
Brand Loyalty Dengan Mediasi Brand Preference, Brand Trust, Dan Brand Love
Pada Generasi Z Dikota Batam. Jurnal Administrasi Dan Manajemen, 13(3), 228—
241. https://doi.org/10.52643/jam.v1313.3259

Rachmawati, N. F., & Aji, G. G. (2023). Strategi Komunikasi Persuasif Oleh Komunitas
Pemuda Berkain Surabaya Dalam Melestarikan Kain Tradisional. T7he
Commercium, 7(1), 179-189. https://doi.org/10.26740/tc.v711.55370

Raddats, C., Roper, S., & Ashman, R. (2024). The role of services in creating brand
loyalty for B2B manufacturers. Journal of Business Research, 174(January),
114506. https://doi.org/10.1016/.jbusres.2024.114506

Rahayu, A. (2023). Determining Consumer Purchase Decisions For Product Imitation
In Developing Countries (Issue Gebme 2023). Atlantis Press International BV.
https://doi.org/10.2991/978-94-6463-443-3

Rahayu, T. P., Subagyo, & Widodo, M. W. (2022). Pengaruh Aksesibilitas dan
Kepercayaan Terhadap Keputusan Dengan Jaminan Rasa Aman Sebagai Variabel
Intervening. Senmea, 7, 727-735.

Rahman, M. S., & Mannan, M. (2018). Consumer online purchase behavior of local
fashion clothing brands: Information adoption, e-WOM, online brand familiarity
and online brand experience. Journal of Fashion Marketing and Management,
22(3), 404-419. https://doi.org/10.1108/JFMM-11-2017-0118

Rahmani-Nejad, L., Firoozbakht, Z., & Taghipoor, A. (2014). Service Quality,



185

Relationship Quality and Customer Loyalty (Case Study: Banking Industry in
Iran).  Open  Journal  of  Social  Sciences, 02(04), 262-268.
https://doi.org/10.4236/jss.2014.24028

Rahyuda, 1. K. (2013). PELANGGAN GARUDA INDONESIA DI DENPASAR.
Economic Journal, 19-28.

Reast, J. D. (2005). Brand trust and brand extension acceptance: the relationship.
Journal  of  Product &  Brand  Management, 14(1),  4-13.
https://doi.org/10.1108/10610420510583707

Rebecca Frolander & Johanna Gullbrandsson. (2022). Followers’ Perception of
Transparency in Persuasive Intent The Role of Parasocial Relationship and
Persuasion Knowledge in Sponsored Content.

Richard, J. E., & Zhang, A. (2012). Corporate image, loyalty, and commitment in the
consumer travel industry. Journal of Marketing Management, 28(5-6), 568—593.
https://doi.org/10.1080/0267257X.2010.549195

Romaniuk, J., & Nenycz-Thiel, M. (2013). Behavioral brand loyalty and consumer
brand associations. Journal of Business Research, 66(1), 67-72.
https://doi.org/10.1016/j.jbusres.2011.07.024

Rundle-Thiele, S., & Bennett, R. (2001). A brand for all seasons? A discussion of brand
loyalty approaches and their applicability for different markets. Journal of Product
& Brand Management, 10(1), 25-37. https://doi.org/10.1108/10610420110382803

Sabina Tohir, A. (2019). Consumer Brand Loyalty of Fast Fashion Brands of Young
Consumers in Indonesia. 225(Icobest), 485—489. https://doi.org/10.2991/icobest-
18.2018.97

Safira Aqilah, N., Studi Manajemen, P., & Ekonomi dan Bisnis, F. (2021). Pengaruh
Green Value Dan Emotional Value Terhadap Repurchase Intention Yang
Dimediasi Oleh Perceived Quality Pada Konsumen Produk Kecantikkan Innisfree
Di Kota Medan.

Safitri, N. (2020). Model Kesuksesan Sistem Teknologi Informasi Delone & McLean
pada Sistem Informasi Pengelolaan Proyek. INFORMATICS FOR EDUCATORS
AND  PROFESSIONAL :  Journal  of  Informatics, 4(2), 173.
https://doi.org/10.51211/itbi.v4i2.1346

Sahin, A., Zehir, C., & Kitapci, H. (2011). The effects of brand experiences, trust and
satisfaction on building brand loyalty; an empirical research on global brands.
Procedia -  Social and  Behavioral  Sciences, 24, 1288-1301.
https://doi.org/10.1016/j.sbspro.2011.09.143

Saini, S., & Singh, J. (2020). A Link Between Attitudinal and Behavioral Loyalty of
Service Customers. Business Perspectives and Research, 8(2), 205-215.
https://doi.org/10.1177/2278533719887452

Sallam, M. A. (2015). The Effects of Satisfaction and Brand Identification on Brand
Love and Brand Equity Outcome: the Role of Brand Loyalty (Proposing a
Conceptual Framework). International Journal of Economics, Commerce and
Management United Kingdom, I11(09), 42-55. http://ijecm.co.uk/

Sanchez-Franco, M. J., & Rondan-Cataluiia, F. J. (2010). Virtual travel communities
and customer loyalty: Customer purchase involvement and web site design.
Electronic  Commerce  Research and  Applications, 9(2), 171-182.
https://doi.org/10.1016/j.elerap.2009.05.004

Sanchez Torres, J. A., & Arroyo-Cafada, F. J. (2017). Building brand loyalty in e-
commerce of fashion lingerie. Journal of Fashion Marketing and Management,



186

21(1), 103—114. https://doi.org/10.1108/JFMM-05-2016-0047

Santoso, S. (2011). Structural Equation Modeling (Konsep dan Aplikasi dengan AMOS
18). PT Elex Media Komputindo.

Saputri, M. E. (2016). Pengaruh Perilaku Konsumen Terhadap Pembelian Online
Produk Fashion Pada Zalora Indonesia. Jurnal Sosioteknologi, 15(2), 291-297.
https://doi.org/10.5614/sostek.itbj.2016.15.02.11

Sarjono, H., & Julianita, W. (2015). Structural Equation Modeling (SEM). Sebuah
Pengantar, Aplikasi untuk Penelitian Bisnis. Salemba Empat.

Sartika, D., & Sensuse, D. 1. (2017). Perbandingan Algoritma Klasifikasi Naive Bayes,
Nearest Neighbour, dan Decision Tree pada Studi Kasus Pengambilan Keputusan
Pemilihan Pola Pakaian. Jatisi, 1(2), 151-161.
https://jurnal.mdp.ac.id/index.php/jatisi/article/view/78

Scherpen, F., Draghici, A., & Niemann, J. (2018). Customer Experience Management
to Leverage Customer Loyalty in the Automotive Industry. Procedia - Social and
Behavioral Sciences, 238, 374-380. https://doi.org/10.1016/j.sbspro.2018.04.014

Schiffman, L., & Wisenblit, J. (2019). Consumer Behavior. In Pearson.
https://doi.org/10.1016/S0025-6196(11)64898-2

Sembiring, A. C. (2023). Meningkatkan Kepuasan Pelanggan dengan
Mempertimbangkan Kualitas Layanan dan Harga. JURITI PRIMA (Jurnal Ilmiah
Teknik Industri Prima), 2(1), 22-28. https://doi.org/10.5281/zenodo.1211891

Setyono, D., Widyanata, O. Y., Siaputra, H., & Jokom, R. (2017). Analisa Pengaruh
Experiential Marketing Terhadap Minat Beli Ulang Konsumen Konig Coffee &
Bar. Jurnal Hospitality Dan Manajemen Jasa, 5(1), 1689—-1699.

Shiasi Arani, M., & Shafiizadeh, H. (2019). Investigation of brand familiarity and brand
recognition and their relationship with loyalty, repurchase intention, and brand
recommendation with mediating role of brand reputation (Case Study: Esteghlal
Hotel). Revista Gestao & Tecnologia, 19(5), 7-29. https://doi.org/10.20397/2177-
6652/2019.v1915.1780

Silvinas, R. (2022). Pengaruh Komunikasi Word of Mouth Terhadap Keputusan
Pembelian Konsumen Cafe Rumah Belfoods Bangkinang Kota. Universitas Islam
NegeriSultah Syarif Kasim Riau.

So, J. T., Parsons, A. G., & Yap, S. F. (2013). Corporate branding, emotional attachment
and brand loyalty: The case of luxury fashion branding. Journal of Fashion
Marketing and Management, 17(4), 403—423. https://doi.org/10.1108/JFMM-03-
2013-0032

Soedarto, T., Kurniawan, G. S. A., & Sunarsono, R. J. (2019). The parceling of loyalty:
Brand quality, brand affect, and brand trust effect on attitudinal loyalty and
behavioral loyalty. Academy of Strategic Management Journal, 18(1).

Sousa, A., Nobre, H., & Farhangmehr, M. (2018). Exploring the effects of
ethnocentrism and country familiarity in consumer preference and brand
recognition. International Journal of Business and Globalisation, 20(2), 139-151.
https://doi.org/10.1504/1JBG.2018.089864

Su, J., & Chang, A. (2018). Factors affecting college students’ brand loyalty toward fast
fashion: A consumer-based brand equity approach. International Journal of Retail
and Distribution Management, 46(1), 90—107. https://doi.org/10.1108/IJRDM-01-
2016-0015

Sugiyono. (2021). Metode Penelitian Komunikasi. In Jurnal Dinamika Ekonomi
Pembangunan (Vol. 1, Issue 3, p. 35). https://doi.org/10.14710/jdep.1.3.35-45



187

Suhartanto, D., Clemes, M., & Dean, D. (2013). Analyzing the Complex and Dynamic
Nature of Brand Loyalty in the Hotel Industry. Tourism Review International,
17(1), 47-61. https://doi.org/10.3727/154427213x13649094288106

Suhud, U., Puter, C. D., & Wibowo, S. F. (2017). Measuring Brand Loyalty of Coffee
Shop Visitors in Jakarta. ASEAN Marketing Journal, 9(1), 28-39.
https://doi.org/10.21002/amj.v9i1.8903

Sumithra, M. (2024). Application of Denim Fabrics in Fashion Accessories and Home
Textiles. 11(2), 26-30.

Switala, M., Reformat, B., Gamrot, W., & Reformat, K. (2018). The influence of brand
awareness and brand imageon brand equity — an empirical study of logisticsservice
providers. Journal of Economics and Management, 33(3), 96-119.
https://doi.org/10.22367/jem.2018.33.06

Syed Alwi, S. F., Nguyen, B., Melewar, T. C., Loh, Y. H., & Liu, M. (2016). Explicating
industrial brand equity: Integrating brand trust, brand performance and industrial
brand image. Industrial Management and Data Systems, 116(5), 858—882.
https://doi.org/10.1108/IMDS-09-2015-0364

Syifa Johan, I., Indriyani, R., & Vincévi¢a-Gaile, Z. (2020). Measuring Repurchase
Intention on Fashion Online Shopping. SHS Web of Conferences, 76, 01015.
https://doi.org/10.1051/shsconf/20207601015

Taghipourian, M. J., & Bakhsh, M. M. (2016). Loyalty : From Single-Stage Loyalty to
Four-Stage Loyalty. March.

Tajvidi, M., Wang, Y., Hajli, N., & Love, P. E. D. (2021). Brand value Co-creation in
social commerce: The role of interactivity, social support, and relationship quality.
Computers in Human Behavior, 115. https://doi.org/10.1016/j.chb.2017.11.006

Tam, J. L. m. (2008). Brand familiarity: Its effects on satisfaction evaluations. Journal
of Services Marketing, 22(1), 3—12. https://doi.org/10.1108/08876040810851914

Tasci, A. D. A. (2021). A critical review and reconstruction of perceptual brand equity.
International Journal of Contemporary Hospitality Management, 33(1), 166—198.
https://doi.org/10.1108/IJCHM-03-2020-0186

Terason, S., Zhao, S., & Pattanayanon, P. (2021). Customer value and customer brand
engagement: Their effects on brand loyalty in automobile business. Innovative
Marketing, 17(2), 90—101. https://doi.org/10.21511/im.17(2).2021.09

Thesis, M. (2012). Brand loyalty in Smartphone. August.

Thura, M. (2022). Batch march, 2022.

Tong, X., Su, J., & Xu, Y. (2018). Brand personality and its impact on brand trust and
brand commitment: an empirical study of luxury fashion brands. International
Journal of Fashion Design, Technology and Education, 11(2), 196-209.
https://doi.org/10.1080/17543266.2017.1378732

Trudel, R. (2019). Sustainable consumer behavior. Consumer Psychology Review, 2(1),
85-96. https://doi.org/10.1002/arcp.1045

Udayana, I. B. N., Hutami, L. T. H., & Nurseto, B. A. (2024). Purchase Intention
Sebagai Variabel Intervening (Studi Kasus Pada Motor Merek Honda Di
Wonosobo). Economos :Jurnal Ekonomi Dan Bisnis , 7(1), 32—41.

Vaidyanathan, R., & Aggarwal, P. (2000). Strategic brand alliances: implications of
ingredient branding for national and private label brands. Journal of Product &
Brand Management, 9(4), 214-228. https://doi.org/10.1108/10610420010344013

van Asperen, M., de Rooij, P., & Dijkmans, C. (2018). Engagement-Based Loyalty: The
Effects of Social Media Engagement on Customer Loyalty in the Travel Industry.



188

International Journal of Hospitality and Tourism Administration, 19(1), 78-94.
https://doi.org/10.1080/15256480.2017.1305313

van der Westhuizen, L. M. (2018). Brand loyalty: exploring self-brand connection and
brand experience. Journal of Product and Brand Management, 27(2), 172—184.
https://doi.org/10.1108/JPBM-07-2016-1281

Vieceli, J., & Shaw, R. N. (2010). Brand salience for fast-moving consumer goods: An
empirically based model. Journal of Marketing Management, 26(13—-14), 1218—
1238. https://doi.org/10.1080/0267257X.2010.523009

Viertamo, V. (2023). Building Brand Equity through the Brand Resonance Model Case
Eloveera. April.

Wansink, B., & Seed, S. (2016). Making Brand Loyalty Programs Succeed. SSRN
Electronic Journal, 3, 211-222. https://doi.org/10.2139/ssrn.2715021

Wibawa, R. P., & Wihartanti, L. V. (2018). Peran Perempuan Kepala Keluarga dalam
MenciptakanKesejahteraan Keluarga. EcoSocio : Jurnal Ilmu Dan Pendidikan
Ekonomi-Sosial, 2(2), 145-152. http://publikasi.stkippgri-
bkl.ac.id/index.php/ECS/article/view/35

Wijaksono, D., & Ali, H. (2019). Model Repurchase Intentions : Analysis of Brand
Awareness , Perceived Quality , Brand Association , and Brand Loyalty ( Case
Study  Private Label on Store Alfamidi In Tangerang ). 6256.
https://doi.org/10.21276/sjhss.2019.4.5.10

Wildan, M. (2023). Technology in Business. Northcon - Conference Record, 1(1).

Winarto, H., Zumaeroh, Z., & Retnowati, D. (2022). Pengaruh Human Capital, Upah
Minimum dan Angkatan Kerja terhadap Pertumbuhan Ekonomi Sektor Industri
Pengolahan di Provinsi Jawa Tengah. Ekonomis: Journal of Economics and
Business, 6(1), 190. https://doi.org/10.33087/ekonomis.v6il.500

Wirapraja, A., & Subriadi, A. P. (2019). Effectiveness of Social Commerce in
Influencing Repurchase Intention: A Systematic Literature Review. Proceedings -
2019 International Conference on Computer Science, Information Technology,
and  FElectrical  Engineering, ICOMITEE 2019,  Jumne,  24-29.
https://doi.org/10.1109/ICOMITEE.2019.8921184

Xiao, M. (2020). Factors Influencing eSports Viewership: An Approach Based on the
Theory of Reasoned Action. Communication and Sport, 8(1), 92-122.
https://doi.org/10.1177/2167479518819482

Yang, J., Zhang, M., & Zou, Z. (2015). The Effect of In-Game Advertising in SNS on
Brand Equity. Journal of Service Science and Management, 08(01), 107-114.
https://doi.org/10.4236/jssm.2015.81013

Yazid, Y., & Kawiryan, H. (2023). How to improve brand image: The role of customer
attitude, brand familiarity, brand awareness, and brand extension. Asian
Management and Business Review, 3(2), 199-209.
https://doi.org/10.20885/ambr.vol3.iss2.art7

Yeh, C. H., Wang, Y. S., & Yieh, K. (2016). Predicting smartphone brand loyalty:
Consumer value and consumer-brand identification perspectives. International
Journal of Information Management, 36(3), 245-257.
https://doi.org/10.1016/j.ijjinfomgt.2015.11.013

Yi, Youja e& Hoseong, J. (2003). Effects of loyalty on value perception and brand
loyalty. Academy of  Marketing Science, 31(3), 229-240.
https://doi.org/10.1177/0092070303253082

Yohana F. C. P. Meilani, [. B. M. P. B., & Ian N. Suryawan, R. R. M. (2020). The



189

Influence of Brand Awareness, Brand Image, and Brand Trust on Brand Loyalty.
Jurnal Manajemen, 24(3), 412. https://doi.org/10.24912/jm.v24i3.676

Yousaf, A., Mishra, A., & Bashir, M. (2020). Brand trust, institutional commitment, and
their impact on student loyalty: evidence for higher education in India. Studies in
Higher Education, 45(4), 878—891.
https://doi.org/10.1080/03075079.2018.1558441

Yu, U.-J. (2013). 2013 Proceedings New Orleans, Louisiana Effect of Brand Familiarity
and Brand Loyalty on Imagery Elaboration in Online Apparel Shopping. 115-116.
www.itaaonline.org

Yuksel, A., Yuksel, F., & Bilim, Y. (2010). Destination attachment: Effects on customer
satisfaction and cognitive, affective and conative loyalty. Tourism Management,
31(2), 274-284. https://doi.org/10.1016/j.tourman.2009.03.007

Yuliana, H., & Pratiwi, A. (2024). Pengaruh Variasi Produk, Cita Rasa, dan Kualitas
Pelayanan Terhadap Minat Beli Ulang Konsumen (Survei pada Kopi Janji Jiwa
Karanganyar). Jurnal llmiah Ekonomi Dan Manajemen, 2(7), 393-404.

Yunpeng, S., & Khan, Y. A. (2023). Understanding the effect of online brand experience
on customer satisfaction in China: a mediating role of brand familiarity. Current
Psychology, 42(5), 3888-3903. https://doi.org/10.1007/s12144-021-01706-7

Yvonne, A., & Kristaung, R. (2013). Metodologi Penelitian Bisnis dan Akuntansi. Dian
Rakyat.

Zahara, V. M., Sanusi, F., & Suci, S. C. (2020). Pengembangan Jejaring Bisnis Berbasis
Produk Lokal Kota Cilegon. Jurnal Pengabdian Dan Peningkatan Mutu
Masyarakat (JANAYU), 1(2), 168-177.
https://doi.org/10.22219/janayu.v1i2.12385

Zaid, S. (2020). The Role of Familiarity in Increasing Repurchase Intentions in Online
Shopping. Journal of Economics, Business, & Accountancy Ventura, 23(1), 12—18.
https://doi.org/10.14414/jebav.v23i1.2132

Zellatifanny, C. M., & Mudjiyanto, B. (2018). Tipe Penelitian Deskripsi Dalam [Imu
Komunikasi. Diakom : Jurnal Media Dan Komunikasi, 1(2), 83-90.
https://doi.org/10.17933/diakom.v1i2.20

Zia, A., Younus, S., & Mirza, F. (2021). Investigating the Impact of Brand Image and
Brand Loyalty on Brand Equity: the Mediating Role of Brand Awareness.
International Journal of Innovation, Creativity and Change. Www.ljicc.Net, 15(2),
1091. www.ijicc.net

Zuhdi, S., & Yudi, D. (2008). Analisis Brand Loyalty TTerhadap KepuTusan Pembelian
Studi Kasus Pengguna Mobil Merek TOYOTA. Jurnal Ilmiah Kesatuan Nomor
10, 97(2), 96-105.



