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Panicipants,

Welcome to the ISCA 2O22!

The conference will be conducted on October l2b,2o2Z ltorn 7:30 AM to 4:oo pM
lakarta Time (GMT+7) via online and offline.
Please check the time difference so that you won,t miss our cohferencel
Here's the Iink to join our online plenary sessions on October 12th 2022.

loin Zoom Meeting
https://us05lveb 7981960052'口 ,vd=a endOVlRrRV126kZHemYlQ/7ごYUT
Meet nglD:87981960052

PasscOdei SCA12

The link to join the pararel session(aftern00n session)is the fO‖ owing:

Marketing 1

Moderatori Dr. Refius Pradipta Setyanto, S.E, M.Si
Host: Elvant Afella

HOst:Nur Fadh"attt Atqia

085943045546)

Human ReSOurces

Moderator:Dr Ade lrma Anggraeni,SE,M.Si

Host:Saira Dwi Wu"an●

(085225840346)

Finance and A€counting

I MOderator Dr Nalmudin,SE′ M Si

I Hosti Nu′man Mumta2

1瑶

證
轟

耀 鴛
論

―

      
―

―

一

I Moderator:Dr Siti Zulalkha Wulandari,SE′ M Si

Moderator: Dr. Ary Yunanto, S.E, Ny'.Si

Host: Siti Alipun Nuroniah

i_toqsu:q12qa\ -

Arjuna 1

Attuna 2

Arjuna 3

Arjuna 4

Arjuna 5

Arjuna 6

l10845488"889)

i Marketing 2
Moderator: Dr. Weni Novandari,5.E., M.M.

Strategic Managemeht

Moderator: Dr. E. Daryono, S.E, MAB
Host: Novita Putri Yakiningsih

Arlunaフ

_」q

Host: Amalia Desta FitriPramono
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Meeting lD: 867 0535 0528

Passcode: SCA12

Moderator: Alisa Tri Nawarini, S.E, MBA

Host: lntake Al'Ariyah Fajar Budianto

(0877606フ 3608

Operational Management and l5lamic Economics

Moderator: Drs. Achmad Sudjadi, M-SE., Ph.D.

Host: Kurniasih Arum
081517206112

Meeting:D:84089486073

Passcode:SCA12

HR

Moderator: Larisa Pradisti, S.E, lvl.Si

Host:Elisabeth Ash:ev

081229863514

HRM and Finance&Accotlnting

Moderator:F tri Amalinda Harahap′ SE,MM
Host:Anisa Ramadani

(0878394■ 3063)

Economlc and Rural Development
Moderator: Joni Prayogi, S.si., M.sc.

Host: Lintang Madinah Haryadi
85893486066

En$epreneurship and Flnance & AccountihB
Moderator: Bagas Gumintang, 5.M., M.8.A
Host: Muhamad Avizena Zainurahman

(0813255
フ5954

Strategic″ranagement

Moderator Monica Ro● ana,SE:「

“

Si

Host:Candra

(082313755556)

Meeting ID:88637248193

Passcodei SCA12

MeetinE lD: 896 7405 2308

s Passcode: SCA12

Meet ng lD:84021905693

Passcode:SCA12

Meeting iD:82451663895

Passcode:SCA12
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Attachment With Brand Trust As a Variablc Mediation On The

Brand Ms Glow

Dewi Wahyuni t', Prrmono Hari Adi'1, Nur Choirul Afifl

r'Universitas Jenderal Soediflnan, wah),unidewi530@gmail.com, Indonesia
runiversiias Jcnderal Soedirman, pramono.adi(@,unsoed.ac.id, Indonesia

I Universitas Jenderal Soedirman, ur.choirul.afi f@gmail.com, Indonesia
+Dcwi Wahyuni

ABSTRACT

This srudy aims to determine the effect of Brand Experience on Brand Attacbment, the effect of Brand
Familiarity on Brand Attachment, the effect of Brand Trust on Brand Attachmen! the influence ofBrand
Trust mediation in mediating the influence of Brand Experience on Brand Attachment. The data used is

primary data obtained from questionnaires distributed rc 100 skin care users Ms Glow in purwokerto. The

research data were then analyzed usiDg the data analysis tool in this srudy using SPSS version 20 software.

The analytical method used was descriptive analysis method and linear regression. The results showed thal:

l) Brand experience had a significant effeci on Bmnd attachmen!, 2) Brand familiarity had an effect on

significant effect on Brand atochment 3) Brand trusl has a significant effect on Brahd attachment,4) Brand

trust mediates thc effectofBrand experielc€ on Brand attachmeni

Keywords: Brand Experience,Bra d Familiarity,Brand Trust,Brand Atlachment.

l.Introductiol

The development ofthe beauty ihdustry is ircreasing every year. Beauty products that support the
development ofthese improvemcnts are skin ciue products. Skin care is a line ofskin care products

usjng cortah products that aim to keep the skin healthy and nourished at all times. Skin care is a
secondary need to beautiry oneseli fie most important is to maintain appearance. During this time,

skin care has bccome a trcnd among young zurd old alikc. Ms. Glow is a local Indoncsian skincare
bra[d which means Magic for skin, which is pan ofPT, Indonesian Beauty Cosmetics, founded in
2013. The founder Ms. Glow announced that in 2020, SWA Magazine in collaboration with MARS
Digital Indonesia won 2 Best Bralds Award in Indonesia (IBBA) Prizes are gills for the best.

brand (www.Bisnis.com). Consumers really trust Mrs. Glow bocause ofthe enthusiasm oftheuser
Mrs. Glow is quite goodbased on positivc comments andreviews on social media and experiences.

as well as many public figures such as artists who promote or use this prcduct, which proves that

S - women's Brand Glow is proven to be good so that consumers really believe in this MS Glow
prcduct.

I nte notiondl Confere nce on Sustoinable Competitire Advdntoge
2022

The Effect Of Brand Experience And Familiarity On Brand
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2.3 Brund familiarit,v

According to Zhou et., al (2012), Brand familiariry refers to the knowledge about lhe brand that is
accumulated in the customer's memory after interacting with and experiencing the brand. This
means that the higher the brand export, the higher the brand familiarity value (Buil, et.al, 2013).
Furthermore, Laroche (2005) argues that brand familiarity is determined by the streflgth of rhe
association evoked by the brand in the consumer's memory, thus capturing the pattem ofconsumet
brand attitudes. Fwthemorc, ifconsumer choice is not a matter oflife or death and consumers do
not see significant differences between brands, consumers are not motivated in the choice process
and use brand knowledge as a cue to make decisions (Keller, 2008: 55). Familiarity mcans the
brand can stay in the consurner's mind and stay in thc consumer's mind, always according to the
packaging, logo, etc.

2.4 Brand Tr t

Brand trust can be considered as a customer's feeling of comfort widr a brand based on his belief
and expectation that the brand can provide favorablc rcsults for him (Lau and Lec, 2000). Delgado
Ballester et al. (2003), Customer trust in a brand comes not only from personal views but also from
the company's reputation for trustworthiness, honesty, rcliability, corsistency and social
responsibility. Brand trust is very important for companies because it ieduces the time and risk as

long as consumers want to invest in a brand (Kapferer, 2008). Ifthe influence ofBrand Trust is
not managed, it can lead to overemphasis on the importarce of customer happiness in building
consumer loyalty to a product (Ferrinadewi, 2008).

2.5 Brand experience with Brand attachmenl

Naidoo (201 l: 30) states that every time a consumer intcracts with a brand, it creates a posrtrvc,
negative or neutral experience- The pleasant cxperience that customers have with a panicular brand
is the driving force that connects them to that brand (Mkhize, 2010: 63). The results ofresearch
from Chinomona and Maziriri (2017) show that the Brand Experience variable has an influence
on brand attachmetrt. Therefore, the first hypothesis ofthis study is:
Hl: Brand experience affects brand attachment

2-6 Brand trust with Brand attachfie t

When consumers think that businesses prioritize their interests above their own, and when
companies seek to improve customer woll-being, customels will become more emotionally
attached to the company because thcy believe in its efforts (Park et a1., 2006: 208). Chinomona
and Maziriri (2017), and Furrahmi and Chan (2018) show that Brand aust has an effect on B(and
attachment. So, the second hypothesis ofthis research is:
H2: Brand trust has an effect on Brand attachment

2.7 Brand familiarit_y with Brand atlachr eht

Good familiarity increases consumers' emotional attachment to the brand, so rfiat when the brand
meets consumer expectatioos, consumers know it better (Heckler et al., 1992). The research
findings of Chinomona and Maziriri (2017) and Funahm and Chatr (2018) show that brand
familiarity affects brand attachment. The results showed that the brand familiarity variable had an
cffcct on Brand attachment. Thus, the third h)?othesis ofthis study is

17
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analysis tools in this study using SPSS software version 20. The analytical metlods used were
descriptive analysis metiods and linear regression.

4. Results

Tablc l Vahdiw and Rchabi"● Ta CS

No Valiabel Valid“ as

1 Brand Exp. en.e lx1) > 0,s0 ryalid) 0,903 (Reliable)

, Btu d Fa'niltufli (X2) > 0,50 {VaIid) 0,614 (Rcliablc)

Bra d Tttst lZ) > 0,50 (Valid) 0,9:17 (Rcliahlc)

4 Brand Aiachnentg\ > 0,50 (varid) 0.880 (Relilble)

Sumber: Hasil Olah Data

This study uses 2 times multiplc rcgrcssion. namely:
o To see the effect of Brand Experience and Brand Familiariry, Brand Trust on Brand

Attachment.
. To see the ilfluence oFBrand Experience on Brand Attachment through Brand Trust

Ihe first Multiple Regression is to see the effecl of Brantl Experience (Xl) and Brand Fumiliariq,-
(X2) Brend Trust (Z) on Brund Attachment U)

Table 2.
ANOVA'

4ヽ0del
Sum of

Squarcs
dF Mcan Squarc F ●

●

¨ゝ

1

116,434 3 389811 53709 000b

Rcsidual 696756
'6

7258

]otal 1866190 ハ
ン

r. Dependcnr Variablc: BrandAtt chment

. Predictorsi (Cons!anl). Birnd Trusl. Bmnd Familiarity, Brand Expcricnce

Based on the test results above, obtained a significance value of 0.000 or< 0.05. Given the
significance value <0.05, it can be concluded that the Brand Experience (Xl), Brand
Familiarity (X2) and Brand Trust (Z) variables simultancuusly or overall have a signiticant
effecl on Bmnd Attachmeat (Y).

Table 3

フ3
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Coefticients"

ヽ

`odel

Unstandardized

Coefficients
t Sig

Srd. Error Bcla

l Constan1) 408 1 797 .227 .821

.136 t2) _304 2754 007

.290 ，

一 _166 21,2 031

3,9 100 .419 4002 （
０

●
０

r. D.pcndent Vxriable: Brund At(ach.reDt

Ilased on $e test rcsults abore. lhe significancc value ol lhe Xl variable is 0.007 and X2 is
0.031 and Z is 0 000 or <0.{)5. 'Ihis valuc orcans that Brand Expcli!-ncc (Xl) and Brand
I'amiliarilv (X2) end Brand attachnient varrablcs partially have a signilicant cll'ecl on IJrend
atlacllment (Y). The B valuc (unstendardized coefficicnr) obrxi ed by Brand Expcrience (X 1 )
i"s 0.i36 and Brand F-arniliarit), (X2) is 0.290 and (Z) 0.399. This rneans rhar Brand blxpcricnce
(X1) and Brand Familiarity (X2) Brand husl (Z) havc a positive influcncc on Br-and
Attachmcnr (Y). I-he rcgrcssion equarion lormcd is Y : 0.3,r6X I i 0.290X2+0.399X:]

TJDlc 4

Model Summary

Model R R Squan Std. Error of the

EsLimate

| 7,2・ _671 .615 26,404

1. Pledictors: (Consiant), Brand Trost, BrandFamilidjry, Brard Expericncc

Thc table abovc shows the \alue of R Square (coef'ficicnt of dererminatioi) of 0.627. This
shows thar thc coutribution of Brand Expericncc (Xl ). Brand Familiar.ity (X2) and l3rancl
Trust (Z) k) Brand Attachmenl (Y) is 0 627 or 61.7%. The second lvtukiple Regressron rs ru
sec thc c1-lccr of Brand Expcr icncc (X l) or Brand Arrachrncnt (Y) through Brand Trust {Z).

Tablc S

ANOVA'

Model
Sum of

●
０

「
sig.

1 1134550 2 567275 752()9 .000b

Rc、 idua 731640 ),. 7543

Toial 1866 1,0

a. Dependent Variablc: Brand Atrachmcnr
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b. Prcdictors: (Constrnr), Brand Trust. Brand Experiencc

Based on the test results above, obtained a significance value of 0.000 or <0.05- Given the

significance value <0.05, it can be concluded that the Brand Experience (Xl) and Brand Trust
(Z) variables simultaneously or overall have a significant effect on Brand Attachment (Y).

Tab c 6

Coelficients"

Modcl
Umtandardized

Coeflicicnts
Standardized
Coefficients 〔 Sig

B Sd. Error BcL

1

3471 1 153 3011 （
）

ハ
０

Brand Experience 423 3584 001

Brand'[rrNr 418 101 440 4132 ハ
０

い
０

a. Dcpendent Variablc: Bmnd Attachmen(

Thc rcsults ofthe analysis with thc mediating variable above show that the significance valuc
of the Xl variable is 0.001 and Z is 0.000. Given the significance value of each variable
<0.05, it can be concluded that Bmnd Experience (XI) mediated by Brand Trust (Z) has a

significant effect on Brand Attachment (Y).

Tabic 7

Model Summan

イヽodel R R Square Adjusled R Square
Std EIIor ofthc

Eslmatc

1 780' ０́ 600 274639

a. Predictorsi (Constanl), Brand Trust, Brand ExperieDce

The table above shows the value of R Square (coefficient of determination) of 0.608. This
shows that the contribution of Brand Experience (Xl) and Brand Trust (Z) catr predict
changes in Brand Attachment (Y) of 0.608 or 60.8%, while 39.27o is influenced by other
vadables not analyzed in the study. Meanwhile, the value ofel = (l -0.627) = 0.611 while thc
value ofe2 = (l-0.608) = 0.626, thus obtained the following path diagram:

叫 f
夏 □

Figure 2

From the pichle abovc, it is known that the dircct cfTcct given by X I to Y is 0.304. Thc ci fcct
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ofX2 on Y is 0.166. $hile d1e indircct cffcct of Xl through Z on Y is the multiplicrtion of
the beta value oi X 1 io Z u'ith the beta value ofZ io Y, namclyr 0.381 x 0.440 : 0.168. Based

on these calculations. thc total el]'ect that Xl grvcs to Z is the direct ell'ect plus the indircct
cftcct. which is 0.304+ 0.168 - 0.472 u'hich nreans thal Brand Tlust (Z) can mcdiatc Brand
I..xpcricnce (X1).

5. Discussion

Thc rcsults of the research conductcd based on the queslionnaires fillcd out by the respondenls

showed that the !ariables Brand cxperience. Brand faniliariry. and tsrand Trust had a signillcait
inlluence on Brand attachment qith a valuc ol 0.627. This shows that the contribuiion of Brand

erpcricncc, Brand lirmiliatity arld brand trust variables lo Brand attachmcnf is 62.71o. Therelore,
ir can be concludcd that hypothesis ore (Hl). hypothcsis hl'o (II2), hJpothesis (3) proposed in !hjs

study can be accepted. The acceptarlce ot hypothcsis one (H l), Hypothesis t\l'o (H2). Ilypodrcsis
ihree (3) in this study BIand i\'Is Clor,v has been able lo provide a eood cxpcricnce to respondents-

and has made respondents havc a srrong bclicf in Brand Ms Glow and Brand Ms (ilorv. alrcad-v

lamiliar and larniliar in thc connrunity, so that mary consumers usc thc Ms Cilow product and the

Ms Glow brand is attached to the consumer's mind. Thc results ofthis study are in line rvith the
results of rcsearch conducted by tsuijan et.al (2021) u.hich statcs that Brald experience, Brand
familiarity and Bland fiusl have a sjgni{icant cfl'cct on Brand attachmenl

Ihe results sho\\ ttat Brand Expcricncc through Brand Trust has a significant influancc on lhc
mcdiation ofBrand Attachlnent. With a significancc valuc of0-001 which is smaller than 0.05. it
can be statcd that thc brand erperience variable hds a significant effcct on thc Brand attachm.nt
variable. the brand trust variable shou.s a significancc value of 0.000 uhich is smallel than 0.05.
it can bc statcd thai thc brand trust variable has a signilicanl clTcct on thc Brand attachmcni
variablc.

6- Conrlllsion

-lhc results of the analysis io this study indicate that Brand expericncc can prcdict brand
altachment, Brand lirmiliarit_v can prcdict Brand attachnlcnt, Brand then can predict Brand
attachmcnt and All indicators in the variable Brand experience, Brand lamiliarity, Brand lmsl are

able to prcdict Brand attachmont and Brand trust is able to mediate the inlluence Brand experience
on B.and attachmcnt. This study Thcrc arc scycral limitations in this stlrdy. including thc scopc of
rcscarch and the tariables studied. I,'urlher research is reconrmended to use a rvider range or other
!i,rriablcs drat can affcct brand attachment
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