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ARTICLE INFO ABSTRACT

This study aims to determine the factors that influence shoe brand loyalty in Batam
City. The independent variables used include brand experience, brand personality,
corporate social responsibility, consumer involvement, and perception mediated by
brand trust. The research methodology used is quantitative research methodology.
The data used is primary from the survey results using an online questionnaire. The
number of samples studied was 400 respondents. Sampling using purposive
sampling technique, the samples were selected based on certain considerations.
Respondents who were sampled were residents of Batam City who often wore
shoes. The analysis method used is the Structural Equation Model (SEM) method
using SmartPLS 3 software. The results of this study found that brand experience,
corporate social responsibility, brand involvement, and perceived value have a
significant and positive effect on brand trust. Brand trust plays a mediating role
between the independent variables and brand loyalty. A mediating effect on brand
trust was found. Brand experience, corporate social responsibility, brand
involvement, and perceived value have an indirect effect on brand loyalty mediated
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by brand trust. Brand trust has a significant and positive effect on brand loyalty.
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1. Introduction

Wearing shoes is a common thing for
everyone. Shoes have an important function.
Shoes are used to protect the feet when walking
outside the home. Shoes also play a role in
improving one's appearance which is supported by
various shoe models and designs. There are many
shoe companies that issue shoe models to fulfill
consumer desires. Shoe companies compete with
each other to get the attention of customers in
order to remain competitive in the shoe industry
and keep their trademarks in demand by
consumers (Chae et al., 2020).

Based on data from the Ministry of Industry,
Indonesia is the 4th largest shoe producer in the
world after China, India and Vietnam. The amount
of shoe production in Indonesia was 1.4 billion
pairs in 2018, equivalent to 4.6 percent of total
production in the world. Meanwhile, in terms of
consumption, Indonesia is also the 4th largest
shoe consumer in the world with a total
consumption of 886 million pairs of shoes. The
number of shoe industries in Indonesia reached
18,687. It consists of 18,091 small businesses,
441 medium businesses, and 155 large
businesses and plays a role in creating a
workforce of up to 795,000 people. According to
Spire Research and Consulting's analysis, the
value of the shoe industry in Indonesia reached
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IDR 37 trillion in 2018. Based on BPS data, in 2020
the export value of sports shoes amounted to
US$3.31 billion, an increase of 31.1 percent from
the previous year. The main destination for
Indonesian sports shoe exports is the United
States with a value of US$1.02 billion. Then in
second place is China, whose export value
reached US$536.1 million. In third place was
Belgium with US$479.2 million. Data from the
Indonesian Footwear Association, the Adidas
shoe brand leads the shoe market share in
Indonesia with a market value percentage of 6.99
percent, in second place that controls the shoe
market share in Indonesia is Nike with a market
value percentage of 4.77 percent, in third place is
Batam shoe brand with a market value percentage
of 4.64 percent.

In Batam, there are available various brands
and models of shoes. According to Tribun Batam,
imported shoes are increasing in Batam. These
shoes generally come from Vietnam. In general,
the quality of imported shoes in Batam is various,
from counterfeit quality to premium quality. There
are also brands of shoes sold such as Converse,
Vans, Adidas, Nike and Fila.

There are a wide variety of shoe brands
available in the market, Brands create reputation,
name, and fame for products or companies in the
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market, where each shoe manufacturer facilitates
customers, satisfying consumer needs and wants
(Bu et al.,, 2020). Brand loyalty is also very
important for business people, especially in the
field of marketing (Kataria & Saini, 2019).

2. Literature Review

2.1. Brand Experience

Brand experience is the sensations, feelings,
cognitions, and behaviors evoked by brand-
related stimuli in the form of brand design and
identity,  packaging, = communication, and
environment (Mostafa & Kasamani, 2020). Brand
experience is a multidimensional construct that
includes affective, sensory, behavioral and
cognitive experiences (Khan et al., 2021).

In previous research found a significant
positive effect of brand experience on brand trust
(Khan & Fatma, 2019). Brand experience
influences consumers in brand loyalty. Brand
experience has an effect on brand trust (Pratiwi et
al., 2021). Brand experience has a positive and
significant influence (Hariyanto, 2018).

In previous studies, it has been found that
brand trust can mediate the effect of brand
experience on brand loyalty. Brand experience
has a positive and significant effect on brand trust
and brand trust has a positive and significant effect
on brand loyalty. Through brand trust, consumers
will feel comfortable with the product and show
loyalty to the product. Direct and indirect
influences work well together to influence
consumer loyalty through brand experience
directly and are influenced indirectly through brand
trust. Brand trust supports the establishing of good
loyalty (Shieh & Lai, 2017). On the to other side, a
good brand experience will also create customer
loyalty, even without the mediation of brand trust
(Pratiwi et al., 2021).

Based on the results of previous research, the
researcher hypothesized the following.

Hla: Brand experience has a positive and signifi-
cant influence on brand trust.

H1b: Brand experience has a positive and signifi-
cant influence on brand loyalty mediated by brand
trust.

2.2. Brand Personality

Brand personality is a symbol used to
represent a brand's relationship with consumers.
Brands connect with an individual's identity values,
and goals (Jamshidi & Rousta, 2021). The
relationship between brand personality and trust
has a significant effect. Brand personality is more
likely to increase brand trust. Customers tend to
buy a local brand based on trust and perceptions
of brand personality. Brand personality has a
significant positive effect on brand trust (Dhanny
et al., 2021). A significant positive effect of brand
personality on brand trust. The study of brand
personality on loyalty that brand personality
positively influences brand trust and brand loyalty.
The brand personality has a positive effect on
consumer trust and loyalty. Brand personality will
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make the consumer trust to express themselves
and create a relationship between the consumer
and the brand thereby increasing brand loyalty.
Brand personality increases brand loyalty
mediated by brand trust (Villagra et al., 2021).
Based on the results of previous research, the
researcher hypothesized the following.

H2a: Brand personality has a positive and
significant influence on brand trust.

H2b: Brand pesonality has a positive and
significant influence on brand loyalty mediated by
brand trust.

2.3. Corporate Social Responsibility

Corporate social responsibility refers to
improving the welfare of society and employees.
In business, corporate social responsibility is one
of the strategies to maintain customer loyalty.
Corporate social responsibility of a company has
values and characters that support in developing
trust in the company (Kodua & Mensah, 2017).
Consumer trust in a company is one of the
important results of social responsibility
performance and which produces a significant
influence on consumer responses. Corporate
social responsibility is a form of corporate effort to
protect and uplift the welfare of society as a whole,
which ultimately builds trust in consumers. There
is a positive and significant relationship between
corporate social responsibility and brand trust. A
company's corporate social responsibility is able to
develop consumer trust in a particular company's
brand. Corporate social responsibility supports in
building brand trust (Khan & Fatma, 2019).

Based on the results of previous research, the
researcher hypothesized the following.

H3a: Corporate social responsibility has a positive
and significant influence on brand trust.

H3b: Corporate social responsibility has a positive
and significant influence on brand loyalty mediated
by brand trust.

2.4. Customer Engagement

Consumer engagement is a mutual
interaction between customers and brands (Li et
al.,, 2020). Consumer engagement refers to
customer behavior that has a focus on the brand,
beyond the purchase, generated by motivational
drivers (Khan et al, 2021). Consumer
engagement can increase brand trust (Liu et al.,
2018). Consumers feel hesitant to use the brand's
products, so it is necessary to increase brand trust.
Therefore, consumer involvement has a positive
effect on brand trust (Kwon et al., 2020). Previous
research has found that consumer engagement
increases loyalty. Consumer engagement in social
media is widely known to build brand trust in
consumers and can be associated with brand
loyalty from customers. When consumers feel
satisfied, they will gain brand trust (Ooi et al.,
2020). Consumers who are satisfied and involved
in building the brand show brand loyalty behavior
(Kwon et al., 2020). Customers who are involved
with the brand can strengthen brand loyalty.
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Customer engagement as an important driver of
brand loyalty. The tendency of customers to
develop strong beliefs and beliefs about a brand
increases when involved with the products offered.
Brand loyalty can be strengthened depending on
customer engagement and brand trust in the
minds of customers who have formed in brand
engagement. In specific, brand engagement
affects the customer's trust in the brand and
maintains a strong loyalty relationship (Khan et al.,
2021).

Based on the results of previous research, the
researcher hypothesized the following.

H4a: Customer engagement has a positive and
significant influence on brand trust.

H4b: Customer engagement has a positive and
significant influence on brand loyalty mediated by
brand trust.

2.5. Perceived Value

Perceived value is the perception of value
about the superiority or desirability of a product or
service compared to competing products (Pratiwi
etal., 2021). Perceived value is the assessment of
consumer utility for the product. Consumers
perceive the value of the same or different
products according to the state of the brand and
the price of the product at the time of purchase
(Chae et al.,, 2020). The Results of previous
studies show that perceived value has a positive
and significant effect on brand trust. Perceived
value is mainly built on availability and affordable
products. Customers will be satisfied if the desired
product can be obtained easily. Previous
researchers found a significant relationship
between perceived value and brand. The indirect
effect of perceived value on brand loyalty is proven
to be mediated by brand trust. In previous
research, the indirect relationship proved to be
positive and significant and fell into the category of
partial mediation. Consumers who have a good
perception of a product brand form consumer
loyalty to a brand and are indirectly influenced
through the mediation of brand trust (Pratiwi et al.,
2021).

Based on the results of previous research, the
researcher hypothesized the following.

H5a: Percieved value has a positive and
significant influence on brand trust.

H5b: Percieved value has a positive and
significant influence on brand loyalty mediated by
brand trust.

2.6. Brand Trust

Brand trust is the reliable and promised trust
of consumers from sellers (Mohammed & Abu,
2021). Brand trust is reached through shared
experiences and activities that are necessary for
the relationship between a company and its
customers. Trust as a confidence which is chosen
by the consumer. Brand trust will increase the
probability that consumers will be able to choose
products (Chae et al.,, 2020). The role of brand
trust in determining brand loyalty is very important.
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Brand trust and brand loyalty were found to have
a positive relationship. When consumers trust the
brand, they will tend to develop loyalty to the
brand. Brand trust is the dominant construct for
long-term  relationships.  Therefore,  when
customers trust the preferred brand, long-term
loyalty can occur. Brand trust has a positive and
significant effect on brand loyalty (Pratiwi et al.,
2021). The effect of brand trust on brand loyalty
was found (Mohammed & Abu, 2021). The
relationship between brand trust and brand loyalty
according to empirical studies, it is found that the
relationship between brand trust and brand loyalty
is significantly positive (Dhanny et al., 2021). The
relationship between brand trust and brand loyalty
form shows significant results, brand trust
positively affects brand loyalty, brand trust
contributes to loyalty (Kwon et al., 2020). Previous
research has shown that loyalty is a consequence
of trust and feelings triggered by the brand. Brand
trust will have a good impact on brand loyalty
(Villagra et al., 2021).

Based on the results of previous research, the
researcher hypothesized the following.

H6: Brand trust has a positive and significant
influence on brand loyalty.

2.7. Brand Loyalty

Brand loyalty is consumer loyalty to a brand
continuously as a consumer commitment (Kim &
Lee, 2019). Brand loyalty is consumer loyalty to a
brand as a continuous consumer commitment
(Tangsupwattana & Liu, 2018). Learning
experience from a brand that can satisfy consumer
needs. A definition of brand loyalty in which
customers have a positive attitude towards future
purchases (Ting et al., 2020). There are five
dimensions of brand loyalty, namely brand
preference, brand preference, purchase intention,
recommendation, and word of mouth (Dhanny et
al., 2021). Loyalty is defined as the strength of the
relationship between an individual's relative
attitude and repeat purchases (Garanti & Kissi,
2019).

Brand
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Brand
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CSR Loyalty

Brand Trust H

Customer
Engagement

Perceived

Value

Figure 1. Research Model



Azwin Handoko, Suyono Saputro

3. Method

3.1. Research Design

This study aims to determine the factors that
can affect shoe brand loyalty in Batam City and
analyze how much influence these factors have in
influencing shoe brand loyalty. This research uses
guantitative research methodology. Quantitative
research is a type of research that collects and
analyzes numerical and statistical data with the
aim of measuring the relationship between
variables. Quantitative research uses systematic
and objective scientific methods to test
hypotheses and answer research questions
(Sugiyono, 2019).

3.2. Sample and Population

In this study, researchers chose Batam City
residents as the population, while the research
sample used was male and female shoe users in
Batam City. The number of samples was 400 re-
spondents.

3.3. Data Collection and Sampling Techniques

This study uses primary data derived from
respondents. Data collection was carried out by
means of a survey through an online
guestionnaire. The questionnaire was created on
the Google Form Platform. The research sampling
technique is by means of nonprobability sampling.
Nonprobability sampling is a sampling technique
by not giving everyone in the population the
opportunity to be sampled. This study applies a
purposive sampling technique, which means that
the sample is selected based on certain
considerations (Sugiyono, 2019). The
considerations for the sample include living in
Batam City and often using shoes.

4. Result and Discussion

Researcher obtained a sample of 400
respondents. Respondents' characteristic data
include gender, age, education, the types of shoes
used by respondents, the brands of shoes
purchased by respondents, and the price of shoes
purchased by respondents.

Table 1. Respondent characteristics data

Male 144 36,0%
Female 256 64,0%
<15 years old 5 1,3%
16-20 years old 175 43,8%
21-25 years old 134 33,5%
26-30 years old 31 7,8%
31-35 years old 23 5,8%
36-40 years old 17 4,3%
41-45 years old 6 1,5%
46-50 years old 4 1,0%
>50 years old 5 1,3%
Junior High School or equal 7 1,8%
Senior High School or equal 260 65,0%
Diploma 39 9,8%
Bachelor 68 17,0%
Master 20 5,0%
Doctorate 6 1,5%
Sneakers Shoes 78 19,5%
Slip On Shoes 48 12,0%
Boots Shoes 18 4,5%
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Oxpford Shoes 12 3,0%
Derby Shoes 23 5,8%
Brogue Shoes 11 2,8%
Monk-Strap Shoes 3 0,8%
Skate Shoes 40 10,0%
Running Shoes 64 16,0%
Sport Shoes 58 14,5%
Loafers Shoes 17 4,3%
Chuck Taylor Shoes 9 2,3%
Chucky Shoes 17 4,3%
Moccasin 2 0,5%
Converse 77 19,3%
Adidas 89 22,3%
Vans 32 8,0%
Superga 4 1,0%
League 12 3,0%
Reebok 2 0,5%
Brodo 7 1,8%
Puma 4 1,0%
Amble 11 2,8%
Nike 79 19,8%
New Balance 7 1,8%
Wakai 14 3,5%
Diadora 3 0,8%
Kodachi 14 3,5%
Fila 13 3,3%
Eagle 19 4,8%
NAH Project 12 3,0%
Compass 1 0,3%
IDR100.000-150.000 3 0,8%
IDR150.000-200.000 4 1,0%
IDR200.000-250.000 127 31,8%
IDR250.000-300.000 111 27,8%
IDR300.000-400.000 69 17,3%
IDR400.000-500.000 31 7,8%
IDR500.000-750.000 19 4,8%
IDR750.000-1.000.000 14 3,5%
IDR1.000.000-1.500.000 4 1,0%
IDR1.500.000-2.000.000 6 1,5%
IDR2.000.000-3.000.000 4 1,0%
IDR3.000.000-4.000.000 5 1,3%
IDR4.000.000-5.000.000 1 0,3
>|DR5.000.000 2 0,5%
Source: Primary data 2023
4.1 Convergent Validity
— A WY . & e

aths
omse 2812

Figure 2. Outer Loading of Model Structure (Source:
Output Smart PLS 3)

Table 2. Convergent Validity

Brand Loyalty

873 o4

+
B3

Outer Variable AVE Desc
Load-
ing
BE1 0,767 Brand
BE2 0,770 Experience 0,578 Valid
BE3 0,742
BL1 0,893
BL2 0,899 Brand Loyalty 0,774 Valid
BL3 0,846
BP1 0,718 Brand .
BP2 0,753 Personality 0664 Valid
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BP3 0,953 Source: Primary data 2023
BT1 0,836
BT2 0,798 Brand Trust 0,673 Valid The recommended outer loadings value to get
EE g'gig better results is 0.7. In explanatory research, the
CE1 0:761 outer loadings value of 0.6 is considered quite
CE2 0,736 Customer ) valid and acceptable (Hair et al., 2018). The outer
CE3 0,795 Engagement 0586 Valid table above shows that all indicators are valid and
CE4 0,769 acceptable. The average variance extracted value
CSR1 0888 Corporate . required to obtain good construct validity is at least
CSR2 0,839 Social 0,762 Valid .
CSR3 0,890  Responsibility 0.5 (Hair et al., 2019). The above table shows that
PV1 0,811 perceived Valid all latent variables have an average variance
PV2 0,789 value 0,674 extracted value of more than 0.5, therefore
PV3 0,861 construct validity is fulfilled.

4.2 Discriminant Validity

Table 3. Fornell-Larcker Criterion

BE BL BP BT CSR CE PV  Describe

BE
BL 0,533 Valid
BP 0,127 0,065 Valid
BT 0,678 0,761 0,103 Valid
CSR 0,127 0,136 0,184 0,238 Valid
CE 0,174 0,448 0,236 0,423 0,187 Valid
PV 0,146 0,292 0,257 0,307 0,154 0,425 Valid

Source: Primary data 2023

Fornell-larcker criterion to be declared valid if
the square root of the AVE must be greater than
the correlation between latent constructs (Hair et

Table 4. Heterotrait-Monotrait Ratio (HTMT)

al.,, 2019). The Fornell-Larcker criterion table
shows that the value of fellow constructs is greater
than other constructs.

BE BL BP BT CSR CE PV  De-
scribe
BE
BL 0,533 Valid
BP 0,127 0,065 Valid
BT 0,678 0,761 0,103 Valid
CSR 0,127 0,136 0,184 0,238 Valid
CE 0,174 0,448 0,236 0,423 0,187 Valid
PV 0,146 0,292 0,257 0,307 0,154 0,425 Valid

Source: Primary data 2023

The HTMT value must be less than 0.9 to be
declared valid (Hair Jr et al., 2021). On the HTMT

4.3 Construct Reliability
Table 5. Cronbach’s Alpha and Composite Reliability

Cronbach's Composite Desc
Alpha Reliability
BE 0,637 0,804 Reliable
BL 0,854 0,911 Reliable
BP 0,822 0,853 Reliable
BT 0,838 0,892 Reliable
CSR 0,846 0,906 Reliable
CE 0,765 0,850 Reliable
PV 0,759 0,861 Reliable

Source: Primary data 2023
4.4 Coefficient of determination
Table 6. R Square

table shows the value of all variables below 0.9, so
they are declared valid.

Measurement of construct reliability with
Cronbach's alpha and composite reliability. The
value that must be achieved to assess that the
variable is reliable is> 0.5 (Hair et al., 2019). In the
Cronbach's alpha and composite reliability table,
the construct value is above 0.5, so all the
constructs are declared reliable.

Original Sample  Sample Mean  Standard Deviation T Statistics P Values Describe
BL 0,423 0,426 0,056 7,498 0.000 Weak
BT 0,359 0,376 0,056 6,434 0.000 Weak

Source: Primary data 2023

R square value of 0.25-0.50 indicates weak
model capability. The r square value of 0.50-0.75
indicates moderate model capability. The r square
value of more than 0.75 indicates strong model
capability (Hair et al., 2019). In the R square table
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perceived value by 42.6 percent and the remaining
57.2 percent is predicted by other variables not
included in the research model. Meanwhile, the
endogenous variable brand trust predicted by
exogenous variables including brand experience,

4.5 Effect Size
Table 7. F Square
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brand personality, corporate social responsibility,
customer engagement, and perceived value has
an influence of 37.6 percent and the remaining
62.4 percent is influenced by other variables.

Original Sample Mean Standard T P Describe

Sample p Deviation Statistics Values
BE -> BT 0,313 0,320 0,074 4,255 0,000 Moderate
BP -> BT 0,000 0,008 0,011 0,000 1,000 Nothing
BT ->BL 0,734 0,758 0,176 4,179 0,000 Large
CSR ->BT 0,021 0,026 0,015 1,414 0,158 Small
CE ->BT 0,070 0,071 0,034 2,078 0,038 Small
PV -> BT 0,018 0,024 0,018 0,989 0,323 Very Smalll

Source: Primary data 2023

F square value of 0.02 has a small effect size,
0.15 has a medium effect size, and a value of 0.35
has a large effect size (Hair et al., 2019). Based
above table, effect brand experience on brand
trust is moderate, effect brand personality on

brand trust is nothing, effect brand trust on brand
loyalty is larget, effect corporate social responsibil-
ity on brand trust is small, effect customer engage-
ment on brand trust is small, effect perceived value
on brand trust is vary small.

4.6 SRMR
Table 8. SRMR
Original Sample Sample Mean 95% 99%
Saturated Model 0.065 0.046 0.065 0.086
Estimated Model 0.069 0.049 0.068 0.088

Source: Primary data 2023

Based on the rule of thumbs, the SMSR value to
meet the fit model criteria must be less than 0.1
(Hair et al., 2018). In the SRMR table, it can be
4.7 Hypotheses Test

Table 9. Hypotheses Test

seen that the saturated model value is 0.046 and
the estimated model is 0.49, so this research
model structure meets the fit model requirements.

Sample Mean T Statistics P Values Describe Result
BE -> BT 0,450 10,197 0,000 Positive Significant ~ Accepted
BE -> BT -> BL 0,293 9,581 0,000 Positive Significant  Accepted
BP -> BT -0,012 0,025 0,980 Not Signifikan Rejected
BP -> BT->BL -0,007 0,026 0,979 Not Signifikan Rejected
CSR ->BT 0,124 2,983 0,003 Positive Significant  Accepted
CSR -> BT ->BL 0,081 2,861 0,004 Positive Significant  Accepted
CE ->BT 0,221 4,342 0,000 Positive Significant  Accepted
CE ->BT ->BL 0,145 3,809 0,000 Positive Significant  Accepted
PV -> BT 0,121 2,211 0,027 Positive Significant ~ Accepted
PV -> BT -> BL 0,080 3,809 0,000 Positive Significant  Accepted
BT ->BL 0,651 14,889 0,000 Positive Significant  Accepted

Source: Primary data 2023

Hla. Brand experience has a positive and
significant effect on brand trust.

Based on the results of hypothesis testing, brand
experience has a positive and significant effect on
brand trust. This can be seen from the T statistics
value of brand experience on brand trust 10.197
and P values of 0.000, as well as a sample mean
value of 0.450. This finding is supported by
previous research which found a positive and
significant effect of brand experience on brand
trust (Hariyanto, 2018; Huaman-Ramirez &
Merunka, 2019; Khan & Fatma, 2019; Pratiwi et
al.,, 2021). Brand experience can influence
consumer trust in brands. When consumers have
a positive experience with a brand, they will trust
the brand more and have loyalty to the brand.

If consumers feel that the brand provides a
positive experience and good quality, consumers

will trust the brand more. Therefore, the results of
this study accept the hypothesis Hal statement.

H1lb. Brand experience has a positive and
sigificant influence on brand loyalty mediated
by brand trust.

Based on the results of hypothesis testing, brand
experience has a positive and significant effect on
brand loyalty through brand trust. This can be seen
from the T statistics value of brand experience on
brand trust 9.581 and P values of 0.000, and a
sample mean value of 0.293. This finding is
supported by previous research which found that
there is a significant and positive influence
between brand experience and brand loyalty
which is mediated by brand trust (Khan & Fatma,
2019; Pratiwi et al., 2021). When customers have
a positive brand experience, consumers tend to be
more satisfied with the product or service provided
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and feel that the brand can be trusted. Brand trust
allows customers to consistently choose certain
brands and avoid other brands that are considered
untrustworthy, thus keeping consumers from
choosing brands that have been used before and
maintaining long-term relationships with certain
brands and tending to buy brand products
continuously. A positive brand experience has a
positive influence on brand trust, and brand trust
has a positive influence on brand loyalty. Thus, the
results of this study accept the hypothesis Hlb
statement.

H2a. Brand personality has a positive and
significant influence on brand trust.

Based on the results of hypothesis testing, brand
personality does not have a positive and
significant effect on brand trust. This can be seen
from the T statistics value of brand personality on
brand trust of 0.025 and P values of 0.980, and a
sample mean value of -0.012. The results of this
study contradict previous research which found
the effect of brand personality on brand trust is
positive and significant (Dhanny et al., 2021;
Mabkhot et al., 2017; Villagra et al., 2021). Thus,
the results of this study reject the hypothesis H2a
statement.

H2b. Brand pesonality has a positive and
significant influence on brand loyalty mediated
by brand trust.

Based on the results of hypothesis testing, brand
personality does not have a positive and
significant effect on brand loyalty through brand
trust. This can be seen from the T statistics value
of brand personality on brand trust of 0.026 and P
values of 0.979, and a sample mean value of -
0.007. The results of this study are unlike the
results of previous studies which found that there
is a significant and positive effect of brand
personality on brand loyalty mediated by brand
trust (Dhanny et al., 2021; Mabkhot et al., 2017;
Villagra et al., 2021). Thus, the results of this study
reject the hypothesis H2b statement.

H3a. Corporate social responsibility has a
positive and significant influence on brand
trust.

Based on the results of hypothesis testing,
corporate social responsibility has no positive and
significant effect on brand trust. This can be seen
from the T statistic value of brand experience on
brand trust 2.983 and a P value of 0.003, as well
as a sample mean value of 0.124. This finding is
supported by previous research which found a
positive and significant effect of CSR on brand
trust (Khan & Fatma, 2019). Doing CSR can have
a positive influence on brand trust because
consumers tend to choose brands that have good
social and environmental responsibilities. If a
company that owns the brand of a product
conducts CSR activities that are consistent with
the values and goals of the brand, then consumers
will tend to trust the brand. Thus, the results of this
study accept the hypothesis H3a statement.
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H3b. Corporate social responsibility has a
positive and significant influence on brand
loyalty mediated by brand trust.

Based on the results of hypothesis testing,
corporate social responsibility has a positive and
significant effect on brand loyalty through brand
trust. This can be seen from the T statistics value
of brand experience on brand trust 2.861 and P
values of 0.004, as well as a sample mean value
of 0.081. This finding is supported by previous
research which found a positive and significant
effect of CSR on brand loyalty with the help of
brand trust mediation (Khan & Fatma, 2019).
Effective CSR activities can also strengthen
consumer loyalty to brands. If consumers feel that
the company supports philanthropic values,
consumers are likely to maintain with the company
that owns the brand and buy products from the
company on an ongoing basis. Thus, the results of
this study accept the hypothesis H3a statement.

H4a. Customer engagement has a positive and
significant influence on brand trust.

Based on the results of hypothesis testing,
customer engagement does not have a positive
and significant effect on brand trust. This can be
seen from the T statistic value of brand customer
engagement on brand trust 4.342 and a P value of
0.027, as well as a sample mean value of 0.221.
This finding is in line with the results of previous
research which found that there is a significant and
positive influence between the relationship
between customer engagement and brand trust

(Kwon et al, 2020; Liu et al, 2018;
Wongsuphasawat & Buatama, 2019). When
consumers feel engaged with the brand,

consumers tend to trust the brand more because
they feel that the brand has the same values and
interests. When consumers feel engaged with the
brand, consumers will be more likely to conduct
research and seek information about the brand.
This will help consumers to gain deeper
knowledge about the brand, so as to build trust in
the brand. Thus, the results of this study support
the hypothesis H4a statement.

H4b. Customer engagement has a positive and
significant influence on brand loyalty mediated
by brand trust.

Based on the results of hypothesis testing,
customer engagement has a positive and
significant effect on brand loyalty through brand
trust. This can be seen from the T statistics value
of customer engagement on brand trust 3.809 and
P values of 0.004, as well as a sample mean value
of 0.145. This finding is supported by previous
research which found a positive and significant
effect of customer engagement on brand loyalty
mediated by brand trust (Kwon et al., 2020; Liu et
al., 2018; Wongsuphasawat & Buatama, 2019).
Brand engagement can also affect consumer
loyalty to brands. Consumers who feel involved
with the brand tend to be more loyal to the brand.
Thus, the results of this study support the
hypothesis H4b statement.
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H5a. Percieved value has a positive and
significant influence on brand trust.

Based on the results of hypothesis testing,
perceived value has a positive and significant
effect on brand trust. This can be seen from the T
statistics value of brand experience on brand trust
2.211 and P values of 0.004, as well as a sample
mean value of 0.121. The results of this study are
in line with the results of previous studies which
found that perceived value has a positive and
significant effect on brand trust (Chae et al., 2020;
Pratiwi et al., 2021). Perceived value can affect
consumer trust in brands because consumers
tend to choose brands that offer better value than
other brands. If consumers believe that the brand
offers better value than other brands, then
consumers will be more likely to choose and buy
products from that brand. Perceived value can
also strengthen consumer confidence in the
brand, because they believe that the brand can
fulfill their needs and desires well. Thus, the
results of this study support the hypothesis H5a
statement.

H5b. Percieved value has a positive and
significant influence on brand loyalty mediated
by brand trust.

Based on the results of hypothesis testing,
perceived value has a positive and significant
effect on brand loyalty through brand trust. This
can be seen from the T statistics value of
perceived value on brand trust 3.809 and P values
of 0.004, as well as a sample mean value of 0.080.
Perceived value has a positive influence on brand
loyalty through the mediation of brand trust
(Pratiwi et al., 2021). This happens because
customers feel they get good value from the
product or service purchased and tend to have
greater trust in the brand. This in turn increases
their loyalty to the brand because they believe that
the brand is reliable. Thus, the results of this study
support the hypothesis H5b statement.

H6. Brand Trust has a positive and significant
influence on brand loyalty.

Based on the results of hypothesis testing, brand
trust has a positive and significant effect on brand
loyalty. This can be seen from the T statistics value
of brand trust on brand loyalty of 14.889 and P
values of 0.000, as well as a sample mean value
of 0.651. Previous research supports the findings
of this study which explains the effect of brand
trust on brand loyalty is found to be significant and
positive (Chinomona, 2016; Dhanny et al., 2021;
Ebrahim, 2020; Hariyanto, 2018; Huang, 2017;
Jamshidi & Rousta, 2021; Khan & Fatma, 2019;
Kwon et al.,, 2020; Mabkhot et al., 2017;
Mohammed & Abu, 2021; Orzan et al., 2016;
Pratiwi et al., 2021; Vilagra et al., 2021,
Wongsuphasawat & Buatama, 2019). When
consumers believe in a brand, they are more likely
to choose and buy products or services from that
brand on an ongoing basis. Brand trust allows
consumers to feel confident and comfortable with
the products offered When consumers feel
confident in the brand of a product, consumers will

Inovbiz: Jurnal Inovasi Bisnis 11 (2023)

tend to be more loyal to the brand and maintain a
relationship with the brand on an ongoing basis.
This can increase consumer loyalty to the brand.
Thus, the results of this study support the sixth
hypothesis statement.

4.8 Goodness of Fit Index

Goodness of Fit Index value of 0.10-0.25 is
considered weak. Goodness of Fit Index value of
0.25-0.36 is stated to be moderate. The GoF value
above 0.36 is declared strong (J. F. Hair et al.,
2018). In this research model, the goodness of fit
index value obtained is 0.5795, so the proposed
theory has a strong research model structure.

GFlI =y Comm x R?
Keterangan:
Comm : Rata-rata AVE

R? : Rata-rata R?
0,578+0,774+0,664+0,673+0,562+ 0,586+ 0,674

Comm = -
=0,673

=3 _ 0,426+0,572

R - 2
=0,499

GFlI =+/0,673 % 0,499
=0,5795

5. Conclusion and Suggestion

5.1 Conclusion

The results of this study found that brand
experience, corporate social responsibility, brand
involvement, and perceived quality have a
significant and positive impact on brand trust,
while brand personality does not affect brand trust
positively and  significantly. Brand  trust
successfully mediates between brand experience,
corporate social responsibility, brand involvement,
and perceived quality with brand loyalty. This is
indicated by the indirect effect of brand
experience, corporate social responsibility, brand
involvement, and perceived quality with brand
loyalty on brand loyalty mediated by brand trust
significantly and positively. Meanwhile, brand trust
has a positive and significant effect on brand
loyalty.

5.2 Suggestion

The suggestion that can be taken from this
research for shoe sellers and manufacturers is to
create a good brand experience when consumers
buy shoes by ensuring that customers are satisfied
with the consumer experience when shopping and
using shoe brand products. This can be done by
providing good customer service, maintaining
product quality, and providing fast and efficient
service in order to increase consumer feelings in
wearing shoes. From the experience of consumers
using shoes, there will be a sense of trust in the
shoe brand that this shoe brand is worth buying,
which will then lead to brand loyalty. Shoe
manufacturers and sellers can also increase
customer engagement with shoe brands to
increase loyalty. Shoe manufacturers can hold
promotional events that allow customers to
engage directly with the shoe brand. Effective
communication with customers is essential to
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increase shoe brand loyalty by using social media
to establish relationships with customers.

Making the perceived value of the shoe brand is
seen as good by consumers, including offering
superior as well as good quality shoe products will
increase the perception of value in the eyes of
consumers according to consumer expectations,
building a positive brand image can help increase
the perception of value in the eyes of consumers.
To make CSR (Corporate Social Responsibility),
there are several things that can be done by shoe-
making companies, including choosing CSR
programs that are in accordance with the
company's values and mission to strengthen the
brand of the products sold and improve the
company's image in the eyes of consumers, being
consistent in implementing CSR programs, so as
to increase consumer confidence in the brand,
communicating well about CSR programs carried
out, so that consumers and the public can find out
about CSR programs carried out and the results
achieved, and having a real positive impact on
society and the surrounding environment. If the
company is able to implement a good CSR
program, brand trust can increase and consumers
can be more trusting and loyal to the shoe brand.
To make consumers believe in the shoe brands
offered, shoe manufacturers must apply the
principle  of transparency  where  shoe
manufacturers must be transparent about the
shoe products offered, including information about
the materials used. In addition, shoe
manufacturers must also build a good and
maintained reputation by providing good service,
avoiding scandals or controversies, and paying
attention to customer feedback. This will help
increase brand trust from customers. The
presence of brand trust will lead customers to
become loyal. By implementing these
suggestions, shoe manufacturers and sellers can
build strong brand trust with customers and
increase shoe brand loyalty.
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