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satisfaction in Generation Y and Z shoe footwear. This study uses a
guantitative approach method using a purposive sampling technique,
resulting in 177 samples supported by structural Equation Modeling
(SEM) and analyzed through AMOS Graphics 24 software. The results
of the analysis show that brand authenticity has a significant negative
effect on customer satisfaction. Brand experience on brand authenticity
has a significant positive impact. Brand experience and relationships
have a significant positive effect on customer satisfaction. The
relationship between brand experience has a significant positive effect
on brand equity. The impact of brand authenticity on brand trust has a
significant positive effect. The relationship between brand authenticity
and customer satisfaction directly impacts customer satisfaction because
it has a significant negative effect, meaning that brand authenticity can
have a positive and negative impact based on customer satisfaction.

Abstract

Penelitian ini bertujuan menganalisis pengaruh hubungan pengalaman
merek, keaslian merek, ekuitas merek, kepercayaan merek, terhadap
kepuasan pelanggan pada Generasi Y dan Z sebuah alas kaki sepatu.
Penelitian ini menggunakan metode pendekatan kuantitatif dengan
menggunakan Teknik purposive sampling menghasilkan 177 sampel
didukung oleh structural Equation Modeling (SEM) dan dianalisis
melalui perangkat lunak AMOS Graphics 24. Hasil analisis
menunjukkan keaslian merek berpengaruh negatif signifikan terhadap
kepuasan pelanggan. Pengalaman merek terhadap keaslian merek
berpengaruh  signifikan positif. Terdapat pengaruh hubungan
pengalaman merek berpengaruh positif signifikan terhadap kepuasan
pelanggan. Hubungan pengalaman merek berpengaruh positif signifikan
terhadap ekuitas merek. Pengaruh keaslian merek terhadap kepercayaan
merek berpengaruh signifikan positif. Hubungan keaslian merek
berdampak langsung pada kepuasan pelanggan karena berpengaruh
negatif signifikan, artinya keaslian merek dapat berpengaruh positif dan
negatif berdasarkan kepuasan yang diterima pelanggan.
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INTRODUCTION

One sector that has benefited from technological advancements that cater to people's wants
and requirements and enhance their way of life is the footwear business. Adidas and Nike shoe
brands are developing and advanced industries. The footwear industry is needed by humans as
an object that can protect the feet from sharp objects and dirt and as a complement to fashion
styles. The footwear industry is experiencing rapid development influenced by the facility of
human footwear needs (Sadeghi et al., 2021). Footwear production is an important sector that
is interrelated with human needs around the world. (Juarez-Varén et al., 2023) The product
specifications desired by men and women have significant differences regarding models,
quality, materials, prices, colours, and sizes.

Researchers conduct mini-research as a first step to finding out how feasible an object and
subject are. Mini-research is used as a reference source because it contains accurate information
and data by distributing a limited number of data. Respondents are dominated by the ages of
11 years to 46 years or generation Y and Z, so it makes the basis of the researcher as a subject.
Generation Z is a generation that is in its active period, exploring new activities and experiences
such as fashion, education, and various other activities. Supporting the implementation of
activities properly, generation Z needs shoe footwear, so shoe footwear cannot be separated
from daily life and becomes an important item. Generation Y has a wider range of educational
experiences, jobs, fashion styles, and relationships. Generations Y and Z are generations that
are sensitive to information technology and have the advantage of adapting the information
received according to the location where they live (Mahmoud et al., 2021).
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Figure 1. Shoe Brand Ranking
Source: katadata website, 2023

Figure 1 explains the site's statistical data (databoks, 2023). Databoks proves that one of
the items needed by Indonesians is footwear products. The data from Katadata show that the
Adidas brand is at the highest level (62.4%), followed by Nike with the number of enthusiasts
(61.9%).
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This research is based on the Brand equity model theory. The brand equity model is used
by companies to measure the extent to which consumers understand, compare, and assess one
brand with another. Studies performed by (Rios Romero et al., 2023) assert that brand
recognition by consumers is the basis of the brand equity concept. The brand equity model was
used in research (Kataria & Saini, 2020) examining the effect of customer satisfaction
relationships on brand trust and brand equity. Research conducted by (Manohar et al., 2023)
used the brand equity model as a theoretical basis for their research. The brand equity model
used in this study aims to influence, measure, and assess a brand in the market world. Based
on the explanation exposed in the background, the results are not optimal for the concepts of
brand equity and brand authenticity on brand trust and customer satisfaction in Generation Y
and Z consumers. Examining the influence of positive and negative associations on the five
variables under consideration is the main objective of this study: brand experience, brand
equity, brand authenticity, brand trust, and customer satisfaction. The results of the influence
of the relationship between each variable will be used as a novelty of the latest research.

Table 1: Previous Research Gap

Relationship (Safeer et al., (Chung & (Lee & (Bordian et al.,
2020) Welty Jeong, 2023)
Peachey, 2022) 2022)
BE-BA Significant
BE-CS Insignificant
BA-BT Significant
BEQ-CS Insignificant

Table 1.1 explains that research that has been conducted by previous researchers has not
shown significant results. The addition of brand trust is a novelty in this study. Based on this,
the author is currently re-conducting a study on a relationship that has not been significant
using the Brand equity model theory. Find out how much of an impact brand experience, brand
equity, brand authenticity, and brand trust have on customer satisfaction in generation Y and Z
consumers footwear products.

Brand experience is defined as the interaction between sellers and buyers formed from the
beginning of the relationship built to obtain the perceived benefits of the brand. Consumers not
only look for the value obtained from shoes but also see the positive emotions (satisfaction)
obtained from the experience of using a shoe brand (Meijani et al., 2023). Brand experience is
a response that arises because it feels positive and negative things from the products used.
Consumers who have a subjective response are part of the brand experience because they are
more easily influenced by the products produced by the brand (Saari et al., 2020). (Marsasi &
Yuanita, 2023) argue that brand experience is a factor needed to build emotional relationships
between sellers and buyers. The reaction that arises from an individual affects the consumer
itself, depending on how to receive and manage the information obtained about a brand.

One definition of brand authenticity is the sincere and consistent effort put in by a brand in
creating its products. Brand authenticity consists of attitudes formed due to beliefs and realistic
benefits received from the object, as well as brand honesty in various ways (Chen et al., 2022).
Brand authenticity in a business is used to build, maintain, and attract consumers to come to
see a brand; in essence, authenticity is the way a brand makes consumers curious in terms of
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value, honesty, and authenticity of the brand itself. Brand authenticity is often said to be a
situation where consumers make judgments on a brand (Riefler, 2020). Consumers trust brands
that are genuine and familiar to the ear. Not all brands have authenticity; it includes four
elements, namely brands that have a well-viewed image, can convince consumers of good
product quality, and the uniqueness of the brand that can be seen namely the logo. (Campagna
et al., 2023) Brand authenticity reflects the way the brand provides good service and product
quality.

Brand equity is defined as the results obtained on the basis of the success of the strategy
implemented. Brand equity refers to the positive or negative perceptions of consumers. Brand
equity is a factor that differentiates consumer perspectives on branded products and products
that do not have a brand so that it is easy to recognize the brand identity (Vo Minh et al., 2022).
The added value of a brand can take the form of brand equity. One of the important assets in a
business is to have high equity, which is used to differentiate from competitors (Dang et al.,
2022). Brand equity is referred to as an effort to increase brand value and provide benefits to
consumers based on the benefits received (Pina & Dias, 2021). Equity is the measure of how
consumers perceive the brand in different contexts.

Brand trust is defined as any form of words or actions that consumers believe in a brand.
Brand trust contains a long flow of consumer journeys looking for the desired product until
they find a brand that successfully fulfils these desires (Husain et al., 2022). Trust that is
consistent and does not change creates a sense of confidence in using the brand. Brand trust is
formed through past memories of consumers using the brand; if the resulting memory is a
positive memory, a desire to choose a product arises (Chae et al., 2020). Information media
and advertising are used as tools to support brand trust (Zain & Marsasi, 2023). Brands are
considered successful if they can meet the needs and desires of consumers.

Customer satisfaction is defined as the benchmark used by companies to see whether they
like the products produced by the brand. Happy customers are an indication that the goods lived
up to their expectations, regardless of the brand (Mili & Ferro-Soto, 2023). A great deal of
contentment is used as a reference for innovating and creating shoes according to consumer
desires in every design progress. Product quality, product specifications, and product
characteristics are factors that can lead to customer satisfaction if all consumer expectations
are met (Malekpour et al., 2022). A long-term connection may be built on the foundation of
satisfied customers (Gemilang & Marsasi, 2023). The success of a brand can be seen by the
number of individuals using a brand and advertising sources, which can be an indicator and
reason for other consumers to be interested in using the product.

The Influence of Brand Experience on Brand Authenticity

Experience creates value, and the reason individuals use the brand and make repeat
purchases can build the brand and create authenticity. Consumers use positive experiences
when comparing honest brands (Murshed et al., 2023). Researchers conducted by (Khan &
Fatma, 2021) examined the relationship between brand experience and brand authenticity.
Experience with the brand is formed because of activities to meet expectations. A positive
experience creates individual perceptions of a brand. Researchers say brand experience is the
main key to the success of brand authenticity. Researchers have two alternative differentiators
which aim to make brand authenticity easy to understand. A study according to (Raza et al.,
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2021) tested the relationship between brand experience and brand authenticity in his research.
Consumers who are involved in a bright experience will find it easier to find positive
expectations. The role of brand experience is a bridge for consumers to return. Promotion is
used as an intermediary medium in supporting the delivery of both relationships. Research
emphasizes the brand experience.
The Effect of Brand Experience on Customer Satisfaction

The effect of the brand experience relationship on customer satisfaction was studied by
(Olaoke et al., 2021). This study aims to provide novelty about the effect of experience on
brand satisfaction. Brand experience creates value, and brand experience can increase positive
mood. The better the experience the customer has, the more satisfied they are with the brand.
(Slaton et al., 2020) Found the influence of brand experience on customer satisfaction. Brand
experience has a high level of effectiveness for customer satisfaction. Research conducted by
(Preko et al., 2020) examined the effect of brand experience on customer satisfaction. Brand
experience plays a major role in collecting good things used to generate satisfaction reactions
to brands.
The Influence of Brand Experience on Brand Equity

(Sohaib et al., 2023) Tested the effect of the relationship between brand authenticity and
brand trust. The positive and negative levels of experience are used as a reference for
developing brand equity. The relationship between brand experience and brand equity was
also carried out by (Hafez, 2022). Positive characters in the form of perceptions about a brand.
Studies show that the two need each other. (Chen & Qasim, 2021) Brands that have high equity
will definitely have their own views. Without brand experience, individuals cannot perceive a
brand.
The Effect of Brand Authenticity on Brand Trust

(Yang & Battocchio, 2021) Used the relationship between brand authenticity and brand
trust. Brand authenticity is utilized in research to differentiate from competing brands. Being
honest, adaptable, and having a high level of consistency are benchmarks of brand authenticity.
The effects that arise when using brand authenticity lead to the emergence of trust (Xu et al.,
2021). Brand authenticity plays a role in forming levels of brand trust. Research conducted by
(Kim et al., 2021) the results of the study shows that brand authenticity on brand trust is very
influential on the object under study. Brand authenticity can be used to realize brand promises
and produce good performance so as to fulfil consumer trust.
The Effect of Brand Authenticity on Customer Satisfaction

(Rodriguez-Lopez et al., 2020) Researchers measure that authenticity in objects can
increase consumer satisfaction using the products offered. High brand authenticity can lead to
customer satisfaction. Research conducted by (Wen et al., 2020) examines the level of
satisfaction that arises due to perceived brand authenticity. The role of brand authenticity is to
encourage consumers to feel satisfaction with the brand. The behaviour that arises from
applying authenticity is interest and curiosity in consumers to find out about a target brand.
Brand authenticity is formed because consumers feel the positive values of the brand (Hwang
et al., 2022). Brand authenticity helps increase customer satisfaction with the brand.
The Effect of Brand Equity on Customer Satisfaction
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The relationship between brand equity and customer satisfaction was studied by (Kamath
et al., 2020) good brand equity by evaluating gender, age, and education on a satisfaction basis.
The formation of brand equity cannot escape the satisfaction felt by consumers. Brand equity
is closely related to customer satisfaction (Ray et al., 2021). Brand equity is incorporated from
the start of the brand's inception. The goal is to get a lot of customers. A large number of brand
users have different opinions about the brand. Customer Satisfaction is a reference for
improving things that are lacking. (Jiang et al., 2023) Brand equity dimensions such as quality,
awareness, and loyalty. Consideration is used as a basis for consumers to refresh the
perceptions obtained at the beginning of knowing the brand.

The Effect of Brand Trust on Customer Satisfaction

Researchers use Brand Trust as a novelty and differentiator from previous research.
(Stribbell & Duangekanong, 2022) saw that trust in brands is used as a reference in influencing
others to recommend brands. Brand trust plays an important role in developing consumers'
emotional ties to a brand. Brand trust contributes to increasing customer satisfaction (Uzir et
al., 2021). Brand trust is a level of trust that is focused on producing consumer perceptions and
emotional reactions. The result of this perception is a sense of satisfaction that consumers get
the desired product. (Klein & Martinez, 2023) Found a relationship of trust that affects
customer satisfaction. The trust that arises is caused by many factors, such as fulfilled
expectations, two-way communication, and the influence of the environment. The trust that
arises is caused by many factors, such as fulfilled expectations, two-way communication, and
the influence of the environment.

Brand H4 Brand Trust
Authenticity

H5 H7

Customer

Brand H2
satisfaction

Experience

HE

Brand Equity

Figure 2. Research Model

METHODS

This research uses a quantitative approach. Quantitative methods contain a theory used to
test variables and relationships between hypotheses (Creswell & Creswell, 2022). Quantitative
methods involve several factors in research, namely data collection and then passing the
analysis stage. Quantitative methods contain numbers obtained from surveys that have been
conducted. The number passes through the measurement, analysis, and alignment stages
between the results obtained from the survey. Research with quantitative methods obtains
numbers that show the presence and absence of significant and insignificant effects between
the variables used.
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Population is a group of people, events, and things that the author studies based on
statistical secondary data sources. (Sekaran & Bougie, 2020). The subjects in this study were
product users aged 11 years to 46 years from 6 cities or districts, namely Bandung, East Jakarta,
Surabaya, Tangerang, Palembang, and Sleman. Sampling is part of the population, which can
be defined as selected respondents as research material. Based on the respondents’ unigue traits,
researchers used a purposive sampling technique. Purposive sampling can be defined as a
sampling technique used to take non-probability samples based on individual subjects or
groups that have been determined by the researcher. The Likert scale is a measuring tool for
consumers liking brands and disliking brands starting from numbers 1-5.

Data collection contains short questions used to obtain answers that researchers can
expect. In facilitating data dissemination, researchers use the online distribution method using
Google Forms. Disseminating data using Google Forms makes it easier for respondents to
answer questions in order and consistently. Disseminating questionnaires through various
platforms such as WhatsApp and Gmail. Facebook, Instagram, Telegram, and Line. The types
of questions asked by researchers are divided into two, namely descriptive questions and
variable questions. Descriptive questions are questions such as name, age, gender, location of
residence, latest education, occupation, and income. At the same time, variable questions are
questions made on the basis of variables used by researchers with the aim of proving the effect
of brand experience variables, brand authenticity, brand equity, brand trust, and customer
satisfaction.

Structural Equation Modelling (SEM) is the method that researchers use to analyze the
data. We employ Structural Equation Modelling methods in IBM SPSS 25 and the AMOS 24
graphics program. Data testing, namely validity and reliability tests, Confirmatory Factory
Analysis (CFA) tests, goodness of fit tests, and hypothesis testing, are carried out to select data
that are not suitable for use. Data that have failed at the reliability validity stage cannot be used
for further data testing.

RESEARCH RESULTS AND DISCUSSION

A total of 177 respondents in this study passed the filter question. According to the data
collected from the surveys, the average age of the participants was 11 to 26 years, 80
respondents or 44.9%; 27 to 35 years of age amounted to 67 respondents or 37.9%; out of a
total of 30 respondents, or 17.2%, were between the ages of 36 and 46. Most respondents live
in East Jakarta with 45 respondents (25.5%), Bandung with 34 respondents (19.2%), Tangerang
with 31 (17.7%) respondents, Surabaya with 27 respondents (15.5%), Palembang with 21
respondents (11.6%), and Sleman with 19 respondents (10.5%).

The results of the question answers are then tested for eligibility through the Pearson
correlation number and the significant level. A Pearson correlation number higher than 0.5 is
declared a valid item, and a significant level value of less than 0.05 is considered valid. Table
2 shows that the indicators of brand experience questions, brand authenticity, brand equity,
brand trust and customer satisfaction obtained valid results because the Pearson correlation
value obtained above 0.5 means that the questions of each variable are feasible to accept. The
significant value received from the validity test results is below 0.05 or 0.000.

The validity test results produced 24 indicators with valid results. The reliability test was
carried out to assess the respondent's relationship with the questions given. This reliability test
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is used to see the level of consistency of consumers answering question items. Tests using IBM
SPSS statistic 25. Items that were cancelled in the previous test cannot be reused in the
reliability test. A Cronbach alpha score of 0.7 or above indicates reliability. The results of the
reliability test on the variables utilized, which exceeded the value of 0.7, are shown in Table 3.
Measurement is conducted using confirmatory factor analysis, shown by a curving arrow with
two arrowheads linking one variable to another. The measurement model tested in the
measurement does not use all indicators, as shown in Figure 3. The results of the measurement
test show a CMIN / DF value of 1.813; this figure indicates a good fit value. The GFI value
obtained from the Goodness of Fit test is 0.834, stating that the results obtained are marginal
fit. The ideal CFI value is more than 0.90. The value obtained from the test is 0.923, which
shows the results of a good fit. The TLI value obtained in this study is 0.913, which shows
good fit results. The RMSEA value can be said to be a good fit if the number is smaller than
0.80. The value obtained from this test obtained a value of 0.068 and was declared a good fit.

The Goodness of Fit test results are shown in Figure 4 and Table 4, namely obtaining the
CMIN / DF results used to measure the tested model by looking at the value received. The
results obtained show a CMIN / DF value of 1.823, which indicates a good fit value. The GFI
value is used to measure the positive and negative levels of the model. The GFI value can be
said to be a good fit if it is above 0.90, and the GFI value obtained from the Goodness of Fit
test is 0.833, stating that the results obtained are marginally fit. The ideal CFI value is more
than 0.90. The value obtained from the test is 0.921, which shows the results of a good fit. The
TLI value can be said to be a good fit if the number is greater than 0.90. The TLI value obtained
in this study is 0.911, which shows good fit results. The RMSEA value can be said to be a good
fit if the number is smaller than 0.80. The value obtained from this test obtained a value of
0.068 and was declared a good fit.

The last statistical test stage is hypothesis testing. The significant value that cannot be seen
by the value will be whether the number is p < 0.1 and the CR value must exceed 1.645. If the
value obtained meets the criteria, the hypothesis will be supported. Hypothesis testing that is
supported and not carried out by researchers to determine the relationship between variables
can have a positive or negative effect.

Hypothesis testing goes through several statistical tests. The data received from the
hypothesis test is shown in table Table 5, which displays the outcomes of the hypothesis testing.
The following hypotheses were found to be supported and to have a positive relationship: H1,
H2, H3, H4, H6, and H7. Although the hypothesis has a negative relationship, it has a
significant impact on customer satisfaction. The results of the hypothesis show that the
relationship between the effect of brand authenticity on customer satisfaction has a significant
negative relationship supported in H5, namely the relationship between brand authenticity and
customer satisfaction. Significant negative results are not entirely bad; this can be a source of
pride due to the novelty obtained by researchers. The test results obtained significant results
because the p-value is above 0.05.

Table 2: Validity Test Results

Variables Indicator CR Description
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Brand
Experience

Brand
Equity

Brand
Authenticit

y

Brand Trust

BE2: | care about the appearance of the latest models

of this shoe brand, either in offline outlets or online .719** Valid
stalls
BE3: I always want to know the latest innovations that S Valid
this shoe brand offers ' all
BE4: | believe that this shoe brand has the impression .
. T57** Valid
of always following the trend of footwear models
BEE_S:_ | feel t_hls shoe brand provides a good and 743w valid
positive experience
BEG6: I was attracted when | saw this shoe brand while g03* valid
shopping
!3EQ2: I have an experience that this brand of shoes P valid
is comfortable to wear
BEQA4: | like this brand of shoes, after trying them on  .789** Valid
BEQG: I consider this shoe brand to have good g3g* valid
quality
BEQ7: | think that this shoe brand offers the
materials and specifications required by the .666** Valid
consumer.
BAL: I like this shoe brand because it does not wear 30g** valid
out quickly when used
BA2: | knon this shoe brand because it is popular in o valid
the community
BA3: I know this shoe brand uses selected materials g7+ valid
compared to other brands
BA.4E I like this shoe brand because it is easy to find 70%* valid
official outlets or stalls of sellers
BA5_: I recognize this shoe brand because of its good 802+ valid
quality reputation
BT1: I get new product offers from this shoe brand
** 1
according to my needs. 711 Valid
BT2: | feel helped by this shoe brand because it can 264%* valid
provide solutions related to the needs that are needed
BT4:_I believe t.hIS shoe brand provides an advantage 74g* valid
over its competitors
BT6: I believe this shoe brand provides the model that JogR valid
consumers expect
BT7: 1 trust this shoe brand because of its good o i
reputation 129 Valid
CS2: 1 tisfied buying this shoe brand because :
am Satistied buying 615** Valid

there are so many product variations offered
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Customer
Satisfaction

CS3: | feel that this shoe brand can fulfil the needs and

. 622** Valid
desires of consumers
CS4: | consider this shoe brand to have a complete . )
range of models 763 Valid
CS5: | feel satisfied with the form of promotion of this . lid
shoe brand 792 Vali
CS7: 1 like this shoe brand because the quality is i
q43%* Valid

comparable to the price given

Source: Analysed and processed in 2023 from primary data

Table 3: Reliability Test Results

. Cronbach's ..
No. Variable Alpha Description
1 Brand Experience 0.817 Reliable
2 Brand Equity 0.810 Reliable
3 Brand Authenticity 0.857 Reliable
4 Brand Trust 0.804 Reliable
5 Customer Satisfaction 0.875 Reliable
Source: Analysed and processed in 2023 from primary data
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Figure 3. Measurement Model Test
Source: Analysed and processed in 2023 from primary data
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Figure 4. Goodness of Fit Test
Source: Analysed and processed in 2023 from primary data
Table 4: Result in Good of Fit
No. Index Criteria Results Description

1 CMIN/DF CMIN/DF <3.0 1,823 Good Fit

2 GFI GFI0.8-0.9 0,833 Marginal Fit

3 CFlI CF10.8-0.9 0,921 Good Fit

4 TLI TLI0.8-0.9 0,911 Good Fit

5 RMSEA RMSEA <0.08 0,068 Good Fit

Source: Analysed and processed in 2023 from primary data
Table 5: Hypothesis Test Results
: Std P Std. Reg  Description
Hypothesis Path Estimation CR Weight

H1 BE-BA 0,927 9,950 il 0,964 Supported
H2 BE-CS 0,842 1,764 0,078 1,213 Supported
H3 BE-BEQ 0,634 7,524 faleied 0,920 Supported
H4 BA-BT 0,959 9,058 il 0,969 Supported
H5 BA-CS -1,137 -1,803 0,071 -1,575 Supported
H6 BEQ-CS 0,414 1,945 0,052 0,411 Supported
H7 BT-CS 0,702 1,697 0,090 0,963 Supported

Source: Analysed and processed in 2023 from primary data
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The Influence of Brand Experience on Brand Authenticity

The connection between brand experience and brand authenticity is 0.000 as its p-value.
A positive correlation between these two variables is shown by this p-value of brand trust and
brand authenticity. Study results provided by (Murshed et al., 2023) Experience creates value,
and the reasons individuals use brands and repeat purchases can build brands and create
authenticity. Research conducted by (Rosado-Pinto & Loureiro, 2023) states that brand
experience has benefits as a variable that encourages consumers to take action and generate
good intentions on brand authenticity. A good brand experience can influence consumer
consistency to take further action. Previous research conducted by (Raza et al., 2021) stated
that the positive impact arising from using brand experience in a business is the action that
arises regarding trust in using brand authenticity. The relationship between experience and
authenticity in improving consumer perceptions. Consumers who are involved in a bright
experience will find it easier to find positive expectations. The findings of previous research
on luxury products are used as a reference to strengthen recent research. Researchers are now
getting data that shows that consumers from different generations have different levels of
experience regarding the perceived authenticity of the product. The more positive the
experience of using the product, the more it creates a sense of authenticity of the brand used.
Brand authenticity is felt in the form of product quality and honesty provided. It is concluded
that brand experience positively influences brand authenticity.
The Effect of Brand Experience on Customer Satisfaction

The p-value owned by the brand experience variable relationship to customer satisfaction
is 0.078. This value states that there is a positive influence between variable relationships.
Research conducted by (Olaoke et al., 2021) showed that Brand experience can increase
positive mood. Brand experience supports Customer satisfaction and is used as a benchmark
to determine consumer response to using the brand. Brand experience plays a major role in
collecting good things used to generate satisfaction reactions to brands. Brand experience
makes consumers pay more when they are satisfied (Preko et al., 2020). Research results
(Nguyen, 2021) found the influence of brand experience on customer satisfaction. Without
consumer experience, it will not develop into a driving factor for companies to carry out
strategies. Brand experience affects customer satisfaction because it is used as a brand
measurement tool to determine the benefits felt by customers. Previous research discussing
book products is used as a foundation for supporting the latest researchers. Recent researchers
have found that the experience of using a brand experience consists of good and bad
perceptions; the number of consumers using the product reduces the occurrence of
disappointment in the product. The times make consumers connected to technology.
Information about products and experiences can be built, not through direct physical contact
with the brand. Positive experiences for consumers become a driving factor and encourage
consumers to feel satisfaction in the future.
The Influence of Brand Experience on Brand Equity

The correlation between brand equity and the brand experience variable has a p-value of
0.000. This figure indicates a positive relationship between the two variable relationships.
Research conducted by (Koay et al., 2021) stated that there are ways to encourage customers
to be satisfied with the brand. Providing quality products, good service, and good two-way
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communication is one of the strategies given to make consumers feel satisfied. Each individual
has a different opinion and point of view regarding brands. The experience of using many
brands results in diverse perceptions. Positive experiences are used to increase brand equity
(Martillo Jeremias & Polo Pefia, 2021). He has a goal in his research, namely, to examine the
effect of consumer activities involving brand experience on brand equity, and the results
obtained show a positive relationship between brand experience and brand equity (Chen &
Qasim, 2021). (Chen & Qasim, 2021). Previous research examined the relationship between
using electronic products and clothing. Recent researchers have found that brand experience is
very important for consumers in today's modern era; experience is used as a basis for further
action in the form of memories and product purchase actions. Actions that have been collected
in the past form assumptions about the product brand that will be addressed in the future. Brand
experience is an important key to whether or not a product is chosen again. Positive experiences
in the present can be built through online media, and brand equity can be built based on the
experience of buying, paying, and the quality obtained from the product.
The Effect of Brand Authenticity on Brand Trust

There is a 0.000 p-value on the correlation between genuine brand authenticity and trust,
resulting in a favourable impact on brand trust. The acquired p-value findings lend credence to
and broaden the scope of prior studies on product authenticity. Research conducted by (Xu et
al., 2021) stated that the level of consistency that low customers have will be easily influenced
by brand authenticity. Brand authenticity can be in the form of words as well as actions owned
by a business. Words are in the form of honesty, while actions are in the form of service and
quality of products provided. Research results by (Kim et al., 2021) stated that brand
authenticity could be used to realize brand promises and produce good performance so that it
can fulfil consumer trust. Research conducted by (Yang & Battocchio, 2021) stated that brand
authenticity is utilized in research to differentiate from competing brands. Being honest,
adaptable, and having a high level of consistency are benchmarks for brand authenticity. The
results found by previous research show positive results regarding brand authenticity on brand
trust in recycled products and beverage products; recent researchers obtained data that
consumers with a high level of product awareness who prioritize authenticity tend to prioritize
honesty and consistency in the quality of products offered by brands. Consumer curiosity about
products is based on the values provided. Value in the form of brand transparency of the
products produced. Brand authenticity makes its own appeal to reliable products.
The Effect of Brand Authenticity on Customer Satisfaction

The correlation between the brand authenticity variable and customer satisfaction has a p-
value of 0.071, which shows a significant result. The standardized estimation value of this
relationship is -1.137, CR (-1.803), Standard Reg (-1.575), and this means that the brand
authenticity relationship is negatively significant. The value provided by a brand can change
consumer perceptions for the worse if a brand cannot represent the value of the brand. The
results obtained from the relationship between brand authenticity and customer satisfaction
have a significant negative relationship. Prior studies conducted by (Hsu et al., 2021) examined
the same relationship and stated that brand authenticity has a significant negative effect on
customer satisfaction. Studies performed by (Lin et al., 2021) state that brand authenticity can
increase customer satisfaction, but brand authenticity can be debilitating and can be negative
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for customer satisfaction because not all consumers feel the benefits of honesty. Some
consumers consider that brand authenticity is less important than affordable prices. Some
consumers consider authentic products to be brands that fit the criteria. Brand authenticity can
have a negative effect if consumers feel that a brand cannot meet the desired product criteria,
thus affecting customer satisfaction.
The Effect of Brand Equity on Customer Satisfaction

The p-value owned by the brand equity variable relationship to customer satisfaction is
0.052. This result indicates a positive correlation between the variables. Research conducted
by (Jiang et al., 2023) discovered a favourable impact of brand equity on customer satisfaction.
Brand equity is an indicator of consumer consideration before deciding to make a product
selection. Customer satisfaction is a benchmark for knowing the level of equity a brand has.
(Liu et al., 2021). Research conducted by (Gonzalez-Mansilla et al., 2023) states that brand
equity is an important indicator used as a reference to encourage consumers to feel satisfied.
Previous research examined the relationship between using services and products. Brand equity
is used by consumers to distinguish the products used from competing products. Trusted
interactions may increase when brand equity is strong. Brands with high equity tend to be more
noticed by consumers, which makes it mandatory for companies to form relationships with
consumers. The difference between past and present consumers lies in the concern for choosing
products based on high brand equity, the result of which is satisfaction in using the product.
The Effect of Brand Trust on Customer Satisfaction

There is a 0.090 p-value for the association between brand trust and consumer satisfaction.
This value proves that there is a significant positive relationship between brand trust and
customer satisfaction. Trust in the brand is used as a reference in influencing others to
recommend the brand (Stribbell & Duangekanong, 2022). Brand trust is believed to strengthen
relationships with customers who are satisfied using the brand (Uzir et al., 2021). Research
conducted by (Klein & Martinez, 2023) stated that the role of trust as a reference for measuring
consumer involvement argues about the satisfaction of the products used. And brand trust has
a significant effect on customer satisfaction. Previous researchers examined the relationship
between product and service objects. Recent researchers have found that consumers who
believe in brands tend to believe in quality and reliable service. Trust forms the intention to
make product purchases and generates a sense of satisfaction with the brand.

CONCLUSIONS

Based on the analysis and discussion that has been carried out on 177 respondents using
primary data with the codes brand experience (BE), brand authenticity (BA), brand equity
(BEQ), brand trust (BT), and customer satisfaction (CS), a hypothesis result is obtained that
the brand experience relationship has a significant positive effect on brand authenticity (Std
Estimation 0.927 and P-value 0.000), Brand experience has a significant positive effect on
customer satisfaction (Std Estimation 0.842 and P-value 0.078), Brand experience has a
significant positive effect on brand equity (Std Estimation 0,634 and P-value 0.000), Brand
authenticity has a significant positive effect on brand trust (Std Estimation 0.959 and P-value
0.000), Brand authenticity does not affect directly because the results obtained are significantly
negative on customer satisfaction (Std Estimation -1,137 and P-value 0.071), Brand equity has
a significant positive effect on customer satisfaction (Std Estimation 0.414 and P-value 0.052),
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brand trust has a significant positive effect on customer satisfaction (Std Estimation 0.702 and
P-value 0.090). The study's results obtained differences from previous research, namely a
significant negative relationship between brand authenticity and customer satisfaction. The
addition of the variable novelty or brand trust is used as an indicator of the novelty owned by
the researcher. The ability of consumers to remember, appreciate, and recognize brands
measured in the brand equity model theory creates a reaction in the form of action, one of which
is satisfaction and purchase. The theory used next as a novelty theory is consumer brand
relationship theory; researchers use the theory to find out how consumers establish
relationships with brands, which can be seen from the experience of using brands, satisfaction,
and consumer loyalty to brands.

Future research is expected to take objects that are known by many people so that when
going to the field, there is no difficulty in getting respondents. Future research is expected to
consider aspects of development and objects needed by many individuals; for example,
industries that are needed and continue to grow are the electronics industry and the fashion
industry. Future research is expected to use different theories. The theory used in this study is
the brand equity model. Future research is expected to focus on brand authenticity because it
has not had a positive relationship with customer satisfaction. This research is expected to be
useful for shoe footwear industry managers in adding knowledge and insight into the
importance of customer satisfaction in developing their products.

REFERENCES

Bordian, M., Gil-Saura, 1., & Seri¢, M. (2023). The impact of value co-creation in sustainable
services: understanding generational differences. Journal of Services Marketing, 37(2),
155-167. https://doi.org/10.1108/JSM-06-2021-0234

Campagna, C. L., Donthu, N., & Yoo, B. (2023). Brand authenticity: literature review,
comprehensive definition, and an amalgamated scale. Journal of Marketing Theory and
Practice, 31(2), 129-145. https://doi.org/10.1080/10696679.2021.2018937

Chae, H., Kim, S., Lee, J., & Park, K. (2020). Impact of product characteristics of limited
edition shoes on perceived value, brand trust, and purchase intention; focused on the
scarcity message frequency. Journal of Business Research, 120(November 2019), 398—
406. https://doi.org/10.1016/j.jbusres.2019.11.040

Chen, X., Lee, T. J.,, & Hyun, S. S. (2022). How does a global coffeehouse chain operate
strategically in a traditional tea-drinking country? The influence of brand authenticity and
self-enhancement. Journal of Hospitality and Tourism Management, 51(May 2021), 176—
186. https://doi.org/10.1016/j.jhtm.2022.03.003

Chen, X., & Qasim, H. (2021). Does E-Brand experience matter in the consumer market?
Explaining the impact of social media marketing activities on consumer-based brand
equity and love. Journal of Consumer Behaviour, 20(5), 1065-1077.
https://doi.org/10.1002/cb.1915

Chung, M. R., & Welty Peachey, J. (2022). The influence of brand experience on satisfaction,
uncertainty and brand loyalty: a focus on the golf club industry. Sport, Business and
Management: An International Journal, 12(2), 154-170. https://doi.org/10.1108/SBM-
11-2020-0115

Creswell, J. W., & Creswell, J. D. (2022). Mixed Methods Procedures. In Research Defign:
Qualitative, Quantitative, and Mixed M ethods Approaches.

Dang, L., Marc, W., & Guzm, F. (2022). How does promotion mix affect brand equity ? Insights
from a mixed-methods study of low involvement products. 141(July 2020), 175-190.

databoks. (2023). Deretan Merek Sneakers Paling Disukai Masyarakat Indonesia, Adidas

JPEK, Vol. 8, No. 1 April 2024. - 85



Panyekar, Marsasi. The Role of Brand Equity, Brand Authenticity, Brand Trust to Increase Customer Satisfaction

Juaranya! Katadata. https://databoks.katadata.co.id/datapublish/2023/02/27/deretan-
merek-sneakers-paling-disukai-masyarakat-indonesia-adidas-juaranya

Gemilang, A. R. S., & Marsasi, E. G. (2023). Social Commerce Investigation: The Role of
Satisfaction and Loyalty on Repurchase Intention. Jurnal limiah Poli Bisnis, 15(1), 1-14.
https://doi.org/10.30630/jipb.v0i0.992

Gonzélez-Mansilla, O. L., Serra-Cantallops, A., & Berenguer-Contri, G. (2023). Effect of value
co-creation on customer satisfaction: the mediating role of brand equity. Journal of
Hospitality Marketing and Management, 32(2), 242-263.
https://doi.org/10.1080/19368623.2023.2164394

Gunanto Marsasi, E., & Dewi Yuanita, A. (2023). Investigating the Causes and Consequences
of Brand Attachment of Luxury Fashion Brand: the Role of Gender, Age, and Income.
Media Ekonomi Dan Manajemen, 38(1), 71-93. www.zara.com/id

Hafez, M. (2022). Unpacking the influence of social media marketing activities on brand equity
in the banking sector in Bangladesh: A moderated mediation analysis of brand experience
and perceived uniqueness. International Journal of Information Management Data
Insights, 2(2), 100140. https://doi.org/10.1016/j.jjimei.2022.100140

Hsu, F. C., Agyeiwaah, E., & Chen, L. I. L. (2021). Examining food festival attendees’
existential authenticity and experiential value on affective factors and loyalty: An
application of stimulus-organism-response paradigm. Journal of Hospitality and Tourism
Management, 48(November 2020), 264-274. https://doi.org/10.1016/j.jhtm.2021.06.014

Husain, R., Ahmad, A., & Khan, B. M. (2022). The impact of brand equity, status consumption,
and brand trust on purchase intention of luxury brands. Cogent Business and Management,
9(1). https://doi.org/10.1080/23311975.2022.2034234

Hwang, J., Kim, H. M., Joo, K. H., & Kim, J. J. (2022). The antecedents and consequences of
brand authenticity in the restaurant industry: robot service employees versus human
service employees. Journal of Travel and Tourism Marketing, 39(2), 256-270.
https://doi.org/10.1080/10548408.2022.2061678

Jiang, F., Huang, R., Chen, Q., & Zhang, J. (2023). Brand Equity, Tourist Satisfaction and
Travel Intentions in a UNESCO Creative City of Gastronomy: A Case Study of
Yangzhou, China. Foods, 12(14). https://doi.org/10.3390/foods12142690

Juarez-Varon, D., Mengual-Recuerda, A., Capatina, A., & Nufiez Cansado, M. (2023).
Footwear consumer behavior: The influence of stimuli on emotions and decision making.
Journal of Business Research, 164(April). https://doi.org/10.1016/j.jbusres.2023.114016

Kamath, P. R., Pai, Y. P., & Prabhu, N. K. P. (2020). Building customer loyalty in retail
banking: a serial-mediation approach. International Journal of Bank Marketing, 38(2),
456-484. https://doi.org/10.1108/1JBM-01-2019-0034

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

Khan, 1., & Fatma, M. (2021). Online destination brand experience and authenticity: Does
individualism-collectivism orientation matter? Journal of Destination Marketing and
Management, 20(March), 100597. https://doi.org/10.1016/j.jdmm.2021.100597

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

Klein, K., & Martinez, L. F. (2023). The impact of anthropomorphism on customer satisfaction
in chatbot commerce: an experimental study in the food sector. In Electronic Commerce
Research (Vol. 23, Issue 4). Springer US. https://doi.org/10.1007/s10660-022-09562-8

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2021). Perceived social media

JPEK, Vol. 8, No. 1 April 2024. - 86



Panyekar, Marsasi. The Role of Brand Equity, Brand Authenticity, Brand Trust to Increase Customer Satisfaction

marketing activities and consumer-based brand equity : Testing a moderated mediation
model. Asia Pacific Journal of Marketing and Logistics, 33(1), 53-72.
https://doi.org/10.1108/APJML-07-2019-0453

Lee, S. H., & Jeong, G. Y. (2022). The Effect of Corporate Social Responsibility Compatibility
and Authenticity on Brand Trust and Corporate Sustainability Management: For Korean
Cosmetics Companies. Frontiers in Psychology, 13(May), 1-10.
https://doi.org/10.3389/fpsyq.2022.895823

Lin, W. C.,, Lu, T. E., & Peng, M. Y. (2021). Service failure recovery on customer recovery
satisfaction for airline industry: The moderator of brand authenticity and perceived
authenticity.  Managerial and  Decision  Economics, 42(5), 1079-1088.
https://doi.org/10.1002/mde.3292

Liu, C. H. S., Chou, S. F., & Lin, J. Y. (2021). Implementation and evaluation of tourism
industry: Evidentiary case study of night market development in Taiwan. Evaluation and
Program Planning, 89(June), 101961.
https://doi.org/10.1016/j.evalprogplan.2021.101961

Mahmoud, A. B., Fuxman, L., Mohr, I., Reisel, W. D., & Grigoriou, N. (2021). “We aren’t
your reincarnation!” workplace motivation across X, Y and Z generations. International
Journal of Manpower, 42(1), 193-209. https://doi.org/10.1108/1JM-09-2019-0448

Malekpour, M., Yazdani, M., & Rezvani, H. (2022). Investigating the relationship between
intrinsic and extrinsic product attributes with customer satisfaction: implications for food
products. British Food Journal, 124(13), 578-598. https://doi.org/10.1108/BFJ-02-2022-
0097

Manohar, S., Kumar, R., Saha, R., & Mittal, A. (2023). Examining the effect of emotional
branding in building brand equity of social marketing campaigns: a case on Swachh
Bharat, India. Society and Business Review, 18(2), 197-218. https://doi.org/10.1108/SBR-
09-2021-0159

Martillo Jeremias, L. D., & Polo Pena, A. I. (2021). Exploring the antecedents of retail banks’
reputation in low-bankarization markets: brand equity, value co-creation and brand
experience. International Journal of Bank Marketing, 39(7), 1049-1067.
https://doi.org/10.1108/1JBM-10-2020-0519

Meijani, M., Rousta, A., & Jamshidi, D. (2023). Is brand addiction important to persuade
Islamic consumers in order to repurchase luxury products? South Asian Journal of
Marketing, 4(2), 93-109. https://doi.org/10.1108/sajm-12-2022-0078

Mili, S., & Ferro-Soto, C. (2023). Precursors and outcomes of satisfaction of fair trade
coffee consumers. European Journal of Management and Business Economics.
https://doi.org/10.1108/EJMBE-03-2022-0079

Murshed, F., Dwivedi, A., & Nayeem, T. (2023). Brand authenticity building effect of brand
experience and downstream effects. Journal of Product and Brand Management, 32(7),
1032-1045. https://doi.org/10.1108/JPBM-02-2021-3377

Nguyen, T. T. H. (2021). The effect of brand image, perceived quality and brand experience
on customer loyalty: an empirical investigation in the telecommunication industry in
Vietnam. Journal of International Economics and Management, 20(3), 60-74.
https://doi.org/10.38203/jiem.020.3.0016

Olaoke, R. O., Bayighomog, S. W., & Tumer, M. (2021). Nonlinear relationship between brand
experience and customer satisfaction in the hospitality sector: an exploratory study.
Journal of Brand Management, 28(6), 643-656. https://doi.org/10.1057/s41262-021-
00249-3

Pina, R., & Dias, A. (2021). The influence of brand experiences on consumer-based brand
equity. Journal of Brand Management, 28(2), 99-115. https://doi.org/10.1057/s41262-
020-00215-5

JPEK, Vol. 8, No. 1 April 2024. - 87



Panyekar, Marsasi. The Role of Brand Equity, Brand Authenticity, Brand Trust to Increase Customer Satisfaction

Preko, A., Gyepi-Garbrah, T. F., Arkorful, H., Akolaa, A. A., & Quansah, F. (2020). Museum
experience and satisfaction: moderating role of visiting frequency. International
Hospitality Review, 34(2), 203-220. https://doi.org/10.1108/ihr-04-2020-0009

Ray, A., Bala, P. K., Chakraborty, S., & Dasgupta, S. A. (2021). Exploring the impact of
different factors on brand equity and intention to take up online courses from e-Learning
platforms. Journal of Retailing and Consumer Services, 59(March), 102351.
https://doi.org/10.1016/j.jretconser.2020.102351

Raza, M., Huda Abd Rani, S., & Md Isa, N. (2021). Does Brand Authenticity Bridges the Effect
of Experience, Value, and Engagement on Brand Love: a Case of Fragrance Industry of
Pakistan. PalArch’s Journal of Archaelogy of Egypt / Egyptology, 18(4), 6456—6474.

Riefler, P. (2020). Local versus global food consumption: the role of brand authenticity.
Journal of Consumer Marketing, 37(3), 317-327. https://doi.org/10.1108/JCM-02-2019-
3086

Rios Romero, M. J., Abril, C., & Urquia-Grande, E. (2023). Insights on NGO brand equity: a
donor-based brand equity model. European Journal of Management and Business
Economics. https://doi.org/10.1108/EJMBE-08-2022-0261

Rodriguez-L6pez, M. E., del Barrio-Garcia, S., & Alcantara-Pilar, J. M. (2020). Formation of
customer-based brand equity via authenticity: The mediating role of satisfaction and the
moderating role of restaurant type. International Journal of Contemporary Hospitality
Management, 32(2), 815-834. https://doi.org/10.1108/IJCHM-05-2019-0473

Rosado-Pinto, F., & Loureiro, S. M. C. (2023). What an amazing experience! The role of
authenticity and engagement in upscale hotels. International Journal of Hospitality
Management, 114(March 2022), 103573. https://doi.org/10.1016/j.ijhm.2023.103573

Saari, U. A., Makinen, S. J., Baumgartner, R. J., Hillebrand, B., & Driessen, P. H. (2020). How
consumers’ respect for nature and environmental self-assets influence their car brand
experiences. Journal of Cleaner Production, 261.
https://doi.org/10.1016/j.jclepro.2020.121023

Sadeghi, P., Rebelo, R. D., & Ferreira, J. S. (2021). Using variable neighbourhood descent and
genetic algorithms for sequencing mixed-model assembly systems in the footwear
industry. Operations Research Perspectives, 8, 100193.
https://doi.org/10.1016/j.0rp.2021.100193

Safeer, A. A., He, Y., & Abrar, M. (2020). The influence of brand experience on brand
authenticity and brand love: an empirical study from Asian consumers’ perspective. Asia
Pacific ~ Journal  of  Marketing and  Logistics, 33(5), 1123-1138.
https://doi.org/10.1108/APIJML-02-2020-0123

Sekaran, U., & Bougie, R. (2020). Research Methods for Business: A Skill-Building Approach
(Vol. 34, Issue 7).

Slaton, K., Testa, D., Bakhshian, S., & Fiore, A. M. (2020). The small, inventory free retail
format: The impact on consumer-based brand equity and purchase behavior. Journal of
Retailing and Consumer Services, 57(March), 102246.
https://doi.org/10.1016/j.jretconser.2020.102246

Sohaib, M., Mlynarski, J., & Wu, R. (2023). Building Brand Equity: The Impact of Brand
Experience, Brand Love, and Brand Engagement—A Case Study of Customers’
Perception of the Apple Brand in China. Sustainability (Switzerland), 15(1).
https://doi.org/10.3390/su15010746

Stribbell, H., & Duangekanong, S. (2022). Satisfaction as a key antecedent for word of mouth
and an essential mediator for service quality and brand trust in international education.
Humanities and Social Sciences Communications, 9(1). https://doi.org/10.1057/s41599-
022-01459-z

Uzir, M. U. H., Al Halbusi, H., Thurasamy, R., Thiam Hock, R. L., Aljaberi, M. A., Hasan, N.,

JPEK, Vol. 8, No. 1 April 2024. - 88



Panyekar, Marsasi. The Role of Brand Equity, Brand Authenticity, Brand Trust to Increase Customer Satisfaction

& Hamid, M. (2021). The effects of service quality, perceived value and trust in home
delivery service personnel on customer satisfaction: Evidence from a developing country.
Journal of Retailing and  Consumer  Services, 63(April), 102721.
https://doi.org/10.1016/j.jretconser.2021.102721

Vo Minh, S., Nguyen Huong, G., & Dang Nguyen Ha, G. (2022). The role of social brand
engagement on brand equity and purchase intention for fashion brands. Cogent Business
and Management, 9(1). https://doi.org/10.1080/23311975.2022.2143308

Wen, H., Leung, X., & Pongtornphurt, Y. (2020). Exploring the impact of background music
on customers’ perceptions of ethnic restaurants: The moderating role of dining
companions. Journal of Hospitality and Tourism Management, 43(October 2019), 71-79.
https://doi.org/10.1016/j.jhtm.2020.02.007

Xu, Y., Du,J., Shahzad, F., & Li, X. (2021). Untying the Influence of Green Brand Authenticity
on Electronic Word-of-Mouth Intention: A Moderation—Mediation Model. Frontiers in
Psychology, 12(September). https://doi.org/10.3389/fpsyq.2021.724452

Yang, J., & Battocchio, A. F. (2021). Effects of transparent brand communication on perceived
brand authenticity and consumer responses. Journal of Product and Brand Management,
30(8), 1176-1193. https://doi.org/10.1108/JPBM-03-2020-2803

Zain, L. R., & Marsasi, E. G. (2023). Social Responsibility On Purchase Intention Based On
Customer Company ldentification. Jurnal Keuangan Dan Bisnis, 21(1), 39-58.
https://doi.org/10.32524/jkb.v21i1.771

JPEK, Vol. 8, No. 1 April 2024. - 89



