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Introduction

Customer experience has becoming focus for researchers and practitioners in the service sector (McColl-Kennedy et al., 2015)
(4 Understanding the customer experience is important for the company. It is because of the interaction between the company through
various channels and media (Lemon & Verhoef, 2016) 9. In Current time, customer experience has been applied in the company
vision and mission (Verhoef et al., 2009) 3. As an example in Starbucks (Michelli, 2007) and IBM (Badgett et al., 2007). Based on
this, customer experience framework has been developed in the retailing area (Grewal et al., 2009; Puccinelli et al., 2009; Verhoef et
al., 2009) 122.51.631_QOne of the framework has been related to the retail brand sector (Verhoef et al., 2009) 31,

One of the development carried out in the retail brand field is the development of measurement scales for brand experience
(Brakus et al., 2009) . Previous research has explained the relationship between the e-tail brand experience on brand trust and brand
loyalty. The research shows that men are more loyal to e-tail brand if they receive a positive e-tail brand experience (Khan & Rahman,
2016) 4. In addition, private brand trust has been proven to affect private brand experience and private brand loyalty (Lombart &
Louis, 2016) 1. More over customer experience has been influenced website attitudes and purchase intention (Hwang et al., 2011)
[0 Regarding brand experience, there is exists the relationship between brand experience and attitude toward brand and purchase
intention (Ebrahim et al., 2016) 8. However, there are lack studies that explain the absence of the relationship between brand
experience and attitude toward brand (Nayeem et al., 2019) 5%, So, this another research needs to be re-examined in different context.
Furthermore, several studies about brand experience have been explained the relationship between brand experience with brand
emotion and brand equity, word of mouth (Klein et al., 2016) 8, brand engagement (Merrilees, 2016) 31, and brand trust (Kim
et al., 2018) B3 and gender (Deshwal, 2016; Khan & Rahman, 2016) [*> 34, However, based on the literature study conducted,
there is still less research that explains the brand experience the related to private brand for retailers. In addition, this research is

also deepened by dividing into two based gender groups based on the research from (Deshwal, 2016; Khan & Rahman, 2016)
[15,34]
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Therefore, this study aim to explain the relationship between
brand experience, trust, attitude, purchase intention in the
context of private brand retailer in Indonesia using
multigroup analysis with gender as the moderating variable.

Literature Review

Brand Trust

Trust has contributed to the success of the relationship
between company and customer because of its ability to
increase cooperative behavior Furthermore trust can be seen
as an expectations of other parties behavior in a transaction,
which focus on the contextual factors that enhance the
maintenance and development of trust itself (Lewicki &
Bunker, 1995) [, Trust is important for building long-term
interactions between companies and customers (Kenning,
2008) [#2,

Meanwhile, brand trust is defined as feeling of security that a
customers has in their interaction with the brand, which is
based on the perception that the brand is reliable and is
responsible for the interest and welfare of the customer (Ha
& Perks, 2005) %21, Another definition is a feeling security
that is owned by customers when interacting with a brand on
the perception that the brand is reliable and responsible for
the interests welfare of customers (Ballester, 2014; Huang,
2017) 281 Brand trust is the result of past experience with
the brand, where it is associated with brand loyalty (Delgado-
Ballester & Munuera-Aleman, 2005) 191,

Several studies on showed that brand trust is the result of past
experiences with positively associated with customer loyalty
(Delgado-Ballester & Munuera-Aleman, 2005; Huang, 2017)
4281 In addition, brand experience is known as meditating
brand trust to brand loyalty (Khan & Rahman, 2016) 4,
Moreover, brand trust has been influenced attitude toward
brand (Lombart & Louis, 2016) [“Y, purchase loyalty, and
attitudinal loyalty (Holbrook, 2012) 4,

Brand Experience

Understanding the customer experience and the customer
journey from time to time is important for the company,
because customers interact with the company through various
touch points on various channels and media, and customer
experience nowadays is more social (Lemon & Verhoef,
2016) 1. Customer experience come from the interactions
between customers and products, companies, parts of the
organization that trigger a reaction (Verhoef et al., 2009) 39,
Customer experience is usually defined as a holistic in nature,
involving customer responses to interactions that occur either
directly or indirectly with customers cognitively, affective,
emotional, social, and physical, through various touch points
in the entire customer journey (Bolton et al., 2014) €1,

Brand experience is the sensation, feeling, cognition, and
response to behavior related to stimuli produced by the brand
or parts of the brand such as design, identity, packaging,
communication, and its environment (Brakus et al., 2009) [7],
Brand experience, when viewed from the customer’s point of
view is the customers’ perception of their experiences with
the brand (Ding & Tseng, 2015) 61, Brand experience can be
obtained through various touchpoints when customers search
for, evaluate, buy, consume, or receive services after making
a purchase (Schmitt, 2009) [,

Brand experience affects customer satisfaction, customer
loyalty, and brand personality (Brakus et al., 2009) ],
Meanwhile, a research from (Ding & Tseng, 2015) [2€]
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explains the influence of brand experience on brand
awareness, hedonic emotion and perceived quality (Lee &
Jeong, 2017) B8 Then further research explains the
relationship between experience and brand preference
(Ebrahim et al., 2016) [*8and brand credibility (Nayeem et
al., 2019) [0,

Brand Attitude

Brand attitude explains the response of the customer to an
exposure of the story of a brand, where customers who are
exposed to the story will tend to reconstruct their value
system and beliefs in according to the story, influencing
attitude towards the brand and the intention of their behavior
(Lee & Jeong, 2017) B8, Brand attitude is defined as an
evaluation of the buyer’s brand with respect for the expected
capacity to deliver something relevant to the buyer’s motives
(Rossiter, 2014) B4, The story of a brand affects the brand
attitude of customers when the customer feels involved in the
story (Chiu et al., 2012) [31. As a result being involved with
the story, the customer will feel a high level of pleasure
(Busselle & Bilandzic, 2009).

Brand attitude is influenced by variables such as authenticity,
conciseness, reversal and humor, which are moderated by
experiences with fund products, which ultimately affect
purchase intention(Chiu et al., 2012) 3 Meanwhile,
research from (Rossiter, 2014) 34 explains that there are 5
levels of brand attitude, namely reject, unaware, acceptable if
on special, one of my several preferred brand, and my single
preferred brand. Then the research explains the positive
influence of e-WOM on social networking site on Facebook
on brand attitude and purchase intention.

Research from (Vashist, 2018) 52 explains that in the context
of advergames, a low involvement product, subtle brand
placement produces a better brand attitude than prominent
brand placement, while for high involvement product,
prominent brand placement produces a better brand attitude
in comparison to subtle brand placement. Then related to the
smartphone tribalism, (Taute et al., 2017) 64 explained that
brand tribalism affects brand pride which then affects brand
attitude and purchase intention. Then related to the
anthropomorphism, research from (Baksi & Panda, 2018) [
explains that brand attitude moderates the relationship
between  anthropomorphism and brand  consumer
relationship.

Purchase Intention

Purchase intention is the purchase process to buy a particular
brands or product influenced by various factors the price of
the product, design, packaging, product knowledge, quality,
celebrity endorsements, and sometimes family relationship as
well (Rashid Shafig, 2011). Purchase intention is something
that represents the consumer who have the possibility, will,
plan, or are willing to buy a product or a service in the future
where this increase in purchase intention means and increase
of the possibility of purchase. Intention is different from
attitude, attitude is summary evaluation while intention
represents the motivation of the person in the sense of a
conscious plan to exert effort to perform the behavior
research from (Chiu et al., 2012) 3 explains that brand
attitude affects purchase intention. While research from
(Kudeshia & Kumar, 2017) B explains that positive WOM
and brand attitude affects purchase intention. Then research
from (Ebrahim et al., 2016) ('8 explains that brand experience
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and brand preference influence repurchase intention.

Hypothesis

Effect of private brand experience on private brand trust
When a customer uses a brand, he/she will experience
meetings with various touch points of the company. The
touch includes the touch point from the company. One of the
touch points is the brand from the company. For example, if
the experience occurs in a affective way, namely feeling
happy and joyful for the services provided, it will increase
confidence in the company.

Customers experience an experience when a brand works
where the input from the work builds trust (Ha & Perks, 2005)
(23 When customers receive relevant experiences, they feel
confident of the ability of the brand to deliver promises,
which builds trust in brand (Delgado-Ballester & Munuera-
Aleman, 2005) 141, Customers build trust in a brand is based
on the experience with that brand (Ramaseshan & Stein,
2014) B2, Good customer experience when interacting with
the brands have positive influences towards customer trust
(Khan & Rahman, 2016; Lee & Jeong, 2017) [34 38,

H1: Private Brand Experience has a positive influence on
Private Brand Trust.

Effect of private brand experience on private brand
attitude

When customers shop and buy a private brand and they have
positive experiences like pleasant experience, then the
experience will form a good and positive attitude towards the
brand. For example, a customer comes to a supermarket and
buys bottled drinking water with a private brand label, but
he/she experiences an unpleasant experience, such as
difficulties to open the bottle cap. This will make customers
have a negative attitude towards the private label.

Brand attitude is an evaluation that tends to stick to a brand
that influences behavior (Spears & Singh, 2004) [6%
Customers make an assessment of a brand based on their
experiences of the brand (Khan & Fatma, 2017) B4, Several
other studies explain that experiences with a brand have
positive affects on the brand (Khan & Fatma, 2017;
Zarantonello & Schmitt, 2013) [34 681,

Research by (Ebrahim et al., 2016) (81 which explains the
relationship between brand experience and attitude toward
brand and purchase intention. However, there are other
studies that explain the absence of a relationship between
brand experience and attitude toward brands (Nayeem et al.,
2019) B, Therefore, the following hypotheses are made:
H2: Private brand experience has a positive influence on
private brand attitude.

Effect of private brand trust on private brand attitude
Customers have confidence in a private brand, of course
comes from the input received from various sources like past
experiences, exposure to advertisements or other sources. For
example if a customer ever buy rice with a private brand
label, and it turns out that the quality of the rice is good so
customer have high trust in the private brand. So based on
this trust the customer will build a positive attitude towards
that brand.

Previous research has explained that there is a positive
relationship between trust and attitude (Fadlilah et al., 2019;
Lombart & Louis, 2016) %41, The attitude of the customer
is determined by trust generated by the shopping place
(Jarvenpaa et al., 2006) B4, If customers believe in a store, it

www.allmultidisciplinaryjournal.com

has an impact on their attitude towards the store (Collins-
Dodd & Lindley, 2003) 141, Meanwhile, if customers who use
the internet as the shopping medium, trust will still affect the
customer’s attitude towards the store where they buy (Wu et
al., 2017) %1, Therefore, the following hypotheses are made:
H3: Private brand trust has a positive influence on private
brand attitude.

Effect of private brand trust on purchase intention

When a customer makes a purchase or gets information so
that he believes in the products purchased. And after buying
and experiencing the purchased product yourself, and
building trust based on past experiences. So customer who
have a positive level of trust will have a level of willingness
to purchase that same product.

Trusts are known to moderate the influence of consumer
loyalty on private label brands, beside trust also affects
purchase intention (Calvo Porral & Levy-Mangin, 2016) 1291,
Trust is also known to affect purchase intention in the
hospital industry (Ruswanti et al., 2020) %31, Then, trust along
with perceived of use also affects purchase intention in the e-
commerce industry (Lu et al., 2016). Therefore, the following
hypotheses are made:

H4: Private brand trust has a positive influence on Purchase
Intention.

Effect of private brand experience on purchase intention
Customers who have purchased a private brand such as
mineral water products in stores will experience experiences.
The experience can be in a form of feeling happy, sad, happy
or other feelings. Positive feeling such as pleasure will
influence customers to want to buyback.

Meanwhile, negative feelings such as sadness will influence
customers to refuse to repurchase. The relationship between
attitude towards brand and purchase intention has a higher
power in customers who are more interested in experiences
than customers who are not interested in experiences
(Zarantonello & Schmitt, 2010) [¢71. Brand experience has a
positive influence on purchase intention (Moreira et al.,
2017) ™1 In addition, brand experience and brand love
influence purchase intention of cell phone customers in
Pakistan (Yasin, 2013) [ Therefore, the following
hypotheses are made:

H5: Private brand experience has a positive influence on
Purchase Intention.

Effect of Private Brand Attitude on Purchase Intention
When a customer wants to buy a private brand product such
as mineral water, he already has an attitude which is the result
of the customer’s evaluation of the information that enters
their mind. Attitude such as very much like or really hate
influence the customers into an action to want to buyback or
not to buyback the product. For example, there is a private
brand product such as rice, if there is information that the rice
is made of plastic, the customers will evaluate it and produce
an attitude of dislike, so they do not want to buy the rice.
Brand attitude emphasizes customer evaluation which
contributes to the formation of behavioral intention (Lee &
Jeong, 2017) €, Brand attitude has a positive impact on
purchase intention (Badrinarayanan et al., 2014) Bl, Positive
women and brand attitude also affects purchase intention
(Kudeshia & Kumar, 2017) 7,

H5: Private brand attitude has a positive influence on
Purchase Intention.
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Based on the hypothesis framework above, the research
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model can be described in Figure 1 below:
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Fig 1: Research Structure

Materials and Methods

Sample and Procedure

This research design is causal design. Causal design is used
to measure the strength of the relationship and the influence
between variables. This study uses a quantitative approach by
applying a survey method based on the primary data. The
population of this study is retailer customers (Indomaret,
Alfamart, Hypermart, Giant, etc.) who have bought private
brand products (mineral water, rice, sugar, snack, etc.) in the
District of Tangerang, Banten, Indonesia.

This research was conducted in June 2020 with interviews
using questionnaires. The survey method uses questionnaires
with Google forms. The total number of the respondents is
100 respondents (Wong, 2013) 4. Respondents were
divided into 2 groups. The first group contains of 50 male
respondents and the second group contains of 50 female
respondents. 100 respondents were taken chosen for the sake
of effectivity in data processing and has been supported by
the European Management Journal.

We use a single cross-sectional design with purposive
sampling to collect data (Malhotra, N. K. & Dash, 2016) 3],
The purposive sampling criterion is that the respondents have
purchased private brand products from retailers. This study
also uses the Structural Equational Method (SEM) to test the
data with SEM PLS using multi group analysis (MGA).
Furthermore, 2 groups (male and female) were analyzed
using the MGA method. The software to process the data is
Smart PLS.

Measurement and structural model

The structural model can be seen in Figure 1. The instrument
used to test the validity and the reliability of the study are
convergent validity, Average Variance Extracted (AVE),
Discriminant Validity, Composite Validity and Cronbach
Alpha. The Convergent Validity uses the value of 0.6 or
higher, AVE uses 0.5 or higher, and Discriminant Validity
uses the square root of AVE as an estimator (Fornell &
Larcker, 1981) 2%, To maintain the structural validity, we use
R?, Q?, t score, and p score. Acceptance limit for R? is 0.5 or
higher, the default value for Q2 is 0 <g2 <1, the standard
value of t is 1.96 or higher (Chin, 1998) [, This study uses
PLS SEM, since PLS SEM is capable of explain better for
complicated model and uses composite (Hair et al., 2011) 241,
The measurement of the private brand trust variable adopted
from (Huang, 2017) 28 and it 7 questions, the private brand
experience variable is adopted from (Nayeem et al., 2019) [
consisting of 14 questions, the private brand attitude variable
is adopted from (Lee & Jeong, 2017) [ consisting of 6

questions, the purchase intention variable is adopted from
(Rashid Shafig, 2011) and it consists of 5 questions. The total
number of the measurement is 32 questions, which in detail
can be seen in the operational variables in Attachment 2, and
in the questionnaire in Attachment 3.

Results

Respondent Demographics

Respondents of this study were men as many as 50% or 50
people, and women as many as 50% or 50 people. The
majority of respondents’ education is S1 and above with a
length of work more than 3 years of the 100 respondents, 57
of them had high school education, 22 of them had
undergraduate degree and, 18 of them D3 education, and 3 of
them had Junior High School education.

Then the respondents’ job is teachers 2 people, entrepreneurs
9 people, students 22 people, private employees 58 people,
and civil servants (PNS)/military officers (TNI)/police
officers 9 people. The respondents were 44 ages <25 years,
39 people aged 25-35 years, and 17 people aged 36-45 years.
The demographic data of the respondents can be seen in
Attachment 4.

Measurement model evaluation

The analysis is constructed through a two-stage method.
First, the research model in Figure 1 is tested on the
measurement model and its structural model and permutation
algorithm and invariance measurement of the composite
models or MICOM are calculated (Roldan & Sanchez-
Franco, 2012) B3 Second, divided-group effects man and
woman were analyzed using the multi-group comparison
approach or MGA.

In the MGA analysis, the first thing to do is to divide the
calculation into two groups, namely the male group with 50
respondents and the female group with 50 respondents. Then
the path coefficient for each group (Sarstedt et al., 2011) 241,
Then the difference between the path coefficients is analyzed,
if it is significant can be said to have a moderation effect. For
this reason, a permutation test used to test the significance of
the difference between the parameters of an estimated
parameter result from each group. Furthermore, a parametric
approach is applied (Garson, 2016) 24,

This study uses the SEM PLS analysis with Smart PLS 3.2.9
software. In the SEM PLS analysis, the first thing to do is to
analyze the construct reliability and convergent validity, so
that the measuring instrument used has strength and the
accuracy in measuring variables. The value outer loading
reference is a minimum of 0.5 (Hulland, 1999) %1, Composite
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reliability and AVE is 0.5 (Bagozzi & Yi, 1988) @ and
Discriminant validity where the square root of AVE for each
variable is higher than correlation between other latent

Table 1 shows the reliability and the validity of the male
sample, where data shows that the entire model is valid and
reliable.

variables (Garson, 2016) 2,

Table 1: Reflective Outer Model of the Male Sample

Latent variable | Indicator | Loading | Cronbach’s Alpha | Rho A | Composite Reliability Average V?X?/né:; Extracted
PBA X1.1 0.853 0.899 0.925 0.920 0.658
X1.2 0.857
X1.3 0.796
X1.4 0.661
X1.5 0.850
X1.6 0.832
PBE X2.1 0.899 0.949 0.958 0.956 0.665
X2.2 0.776
X2.3 0.895
X2.4 0.713
X2.5 0.653
X2.6 0.749
X2.7 0.822
X2.8 0.855
X2.9 0.900
X2.10 0.795
X2.11 0.873
Y1.1 0.722 0.880 0.909 0.912 0.676
Y1.2 0.915
PBT Y1.3 0.770
Y14 0.844
Y15 0,847
Y2.1 0.722
Pl Y2.2 0.823 0.858 0.882 0.895 0.632
Y23 0.828
Y2.4 0.862
Y25 0.730
Table 2 shows the reliability and the validity of the female reliable.

sample, where data shows that the entire model is valid and

Table 2: Reflective Outer Model of the Female Sample

Latent variable | Indicator | Loading | Cronbach’s Alpha | Rho A | Composite Reliability | Average Variance Exracted (AVE)
PBA X1.1 0.818, 0.919 0.937 0.936 0.708
X1.2 0.830,
X1.3 0.826,
X1.4 0.852,
X1.5 0.853,
X1.6 0,869
PBE X2.1 0.905, 0.952 0.955 0.958 0.676
X2.2 0.827,
X2.3 0.871,
X2.4 0.783,
X2.5 0.871,
X2.6 0.745,
X2.7 0.722,
X2.8 0.832,
X2.9 0.826,
X2.10 0.845,
X2.11 0.750
Y11 0.812, 0.879 0.914 0.912 0.677
Y1.2 0.909,
PBT Y1.3 0.642,
Y14 0.884,
Y15 0.840
Y21 0.864, 0.908 0.916 0.931 0.731
Y2.2 0.898,
PI Y23 0.885,
Y2.4 0.840,
Y25 0.785
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Table 3 shows the reliability and the validity of the overall
sample (male and female) where data shows that the entire
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model is valid and reliable.

Table 3: Reflective Outer Model Overall Samples (Male & Female)

Latent Variable| Indicator | Loading |Cronbach’s Alpha|Rho A| Composite Reliability | Average Variance Extracted (AVE)

PBA X1.1 0.826,
X1.2 0.843,

X1.3, X1.4|0.822, 0.764, 0.899 0.920 0.658
X1.5 0.854,
X1.6 0,849
PBE X2.1 0.892,
X2.2 0.811,
X2.3 0.885,

X2.4, X2.5|0.757, 0.780, 0.949 0.956 0.665
X2.6 0.748,
X2.7 0.803,
X2.8 0.842,
X2.9 0.859,
X2.10 0.821,
X211 0.816
Y11 0.778,
Y1.2 0.910,

PBT Y1.3 0.705, 0.880 0.912 0.676
Y14 0.871,
Y15 0,835
Y21 0.795,
Y22 0.859,

PI Y23 0.850, 0.858 0.895 0.632
Y2.4 0.857,
Y2.5 0.749

Discriminant validity is also constructed from all the latent
variables using the Fornell Larcker criterion and the
Heterotrait Monotrait ratio (HTMT) between constructs as
seen from Table 2. The data can be considered valid when the
square root value of AVE for each construct is bigger than
the correlation with other variables (Fornell & Larcker, 1981)
(20, On the other hand, judging from the HTMT confidence
interval, the data can be considered valid when the score is
below 0.85 and is not included in the value of 1 (Henseler et
al., 2014) % which supports the adequacy of discriminant
validity. The following data from Table 4 shows that the
entire variables seen from the discriminant validity criterion
is shown to be valid.

A multigroup analysis is an analysis that is used in Smart PLS
to know the difference in the influence of the path coefficient
on the male group and the female group. In order to see
whether there is a difference in the influence of the path
coefficient on the male group and on the female group, a
parametric test is conducted. The difference in the influence
is significant when the t-value is above 1.96 and the p value
is below 0.5 or higher than 0.95 (Garson, 2016) 241,

The data from Table 6 shows that the path coefficient
difference or the influence from the male and the female
group is insignificant in all hypothesis.

Moreover, Table 5 shows the result of the discriminant
validity with the Fornell Larcker criterion as follows:

Table 4: The Result of the HTMT (Heterotrait-Monotrait Ratio) Criterion

Sample Private brand trust (PBT) |Private brand Experience (PBE) Private ?;%T)att'tUde Purchas(?j:;]tentlon
PBA
PBE 0.423
Sample Male  —5g7 0.445 0.527
Pl 0.634 0.566 0.543
PBA
Sample Female PBE 0.206
PBT 0.406 0.518
Pl 0.483 0.750 0.609
PBA
Sample Overall | PBE 0.310
(Male & Female)| PBT 0.420 0.531
Pl 0.564 0.662 0.575
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Table 5: The Result of the Fornell Larcker Criterion

sample Private brand Priv_ate brand Private brand Purphase
trust (PBT) experience (PBE) attitude (PBA) Intention (PI)
PBA 0.811
sample Male PBE 0.428 0.816
PBT 0.451 0.496 0.822
Pl 0.624 0.572 0.542 0.795
PBA 0.842
Sample Female PBE 0.195 0.822
PBT 0.377 0.500 0.823
Pl 0.470 0.703 0.570 0.855
PBA 0.827
Sample Overall (Male & PBE 0.300 0.821
Female) PBT 0.392 0.500 0.823
Pl 0.519 0.620 0.536 0.823

H1A: f1(male) # B1(female) There is an influence difference
from private brand experience towards private brand
trust between the male group and the female group.

H2A: f2(male) # f2(female) There is an influence difference
from private brand experience towards private brand
attitude between the male group and the female group.

H3A: $3(male) # $3(female) There is an influence difference
from private brand trust towards private brand attitude
between the male group and the female group.

H4A: f4(male) # B4(female) There is an influence difference
from private brand trust towards purchase intention
between the male group and the female group.

H5A: B5(male) # B5(female) Wanita There is an influence
difference from private brand experience towards
purchase intention between the male group and the
female group.

H6A: f6(male) # f6(female) There is an influence difference
from private brand attitude towards purchase intention
between the male group and the female group.

Table 6: Multigroup analysis Parametric Test

Path Coefficients-diff |t-Value (Male Vs|p-Value (Male Hvbothesis
(Male — Female) Female) vs Female) yp

Private Brand Attitude -> Purchase Intention 0,109 0,632 0,529 Reject the hypothesis
Private Brand Experience -> Private Brand Attitude 0,261 1,014 0,313 Reject the hypothesis
Private Brand Experience -> Private Brand Trust -0,004 0,031 0,975 Reject the hypothesis
Private Brand Experience -> Purchase Intention -0,262 1,467 0,146 Reject the hypothesis
Private Brand Trust -> Private Brand Attitude -0,055 0,277 0,782 Reject the hypothesis
Private Brand Trust -> Purchase Intention 0,034 0,216 0,830 Reject the hypothesis

Next, an analysis is conducted using the permutation
algorithm with MICOM. MICOM is used to determine
significance, whether the difference between the groups is
caused by the construct difference between the groups while
measuring with a composite model or not (Calvo Porral &
Levy-Mangin, 2016; Henseler et al., 2014) 129, MGA test can
be done only when there is a measurement invariance, this is
significant if the inner model construct is measuring the same
thing (Henseler et al., 2014) (1,

Considering that the multi group analysis result with
parametric has shown no differences between male and

female, there is no need to do the MICOM analysis.

Next, a result analysis is conducted, referring to the test result
from Table 7. From the analysis of the result of the hypothesis
testing, it can be seen that the total sample shows how in H1,
H3, H4, H5, and H6 the data supports the hypothesis, and that
H2 does not support the hypothesis. Meanwhile, in the male
group and the female group, since the multigroup analysis
result shows zero difference of influences in the male and the
female group for all hypothesis, there is no need to conduct
the MICOM analysis.

Table 7: The Hypothesis Test Result of The Research Model

|t_|h)£?s- Hypothesis Statement thesis HyHypothe coeFf)faiT:ri]ent vatl-ue veﬁlje Note
H1 | The positive influence of private brand experience on private brand trust 0,500 |7,358] 0,000 [The data supports the hypothesis
H2 [The positive influence of private brand experience on private brand attitude| 0,138 |1,106| 0,269 [The data supports the hypothesis|
H3 The positive influence of private brand trust on private brand attitude 0,323 |3,200] 0,001 [The data supports the hypothesis
H4 The positive influence of private brand trust on purchase intention 0,201 |2,402| 0,016 [The data supports the hypothesis
H5 | The positive influence of private brand experience on purchase intention 0,426  |4,860| 0,000 [The data supports the hypothesis
H6 The positive influence of private brand attitude on purchase intention 0,313 |4,340| 0,000 [The data supports the hypothesis

The determination coefficient, R2 is 0.534 for PI latent
endogen variable. This means that three latent variables
(PBE, PBT and PBA) moderately explains 53.4% of the
variants in Pl. While PBE explains 25% of the variants in
PBT. PBE and PBT together explain 16.8% from variants in

PBA

The inner model shows that PBE has the strongest effect on
PBT (0.500), followed by PBT on PI (0.426), PBT on PBA
(0.323), PBA on PI (0.313), PBT on PI (0.201) and PBE on
PBA (0.138). The research result as illustrated on the Path
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coefficient complete diagram is as follows:
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Fig 2: Path coefficient complete

The result of measurement the effect of Private Brand
Experience on Private Brand (H1) can be seen from Table 7.
The result of study indicate relationship between variables or
in other words Hypothesis 1 is accepted. This can be seen
from t-value 7.835 and p-value 0.000. Then in the
comparative parametric test between groups, it was seen that
between group 1 and group 2, there was no significant
difference. This can be seen from the t-value which is 0.632
and p-value of 0,529.

The result of measurement the effect of Private Brand
Experience on Private Brand Attitude (H2) can be seen from
Table 7. The result of study indicate no relationship between
variables or in other words, Hypothesis 2 is rejected. This can
be seen from the t-value 1,106 and p-value 0.269. Then in the
comparative parametric test between groups, it was seen that
there is no difference between group 1 and 2. This can be seen
from the t-value 1.014 and the p-value of 0.313.

The result of measurement the effect of Private Brand Trust
on Private Brand Attitude (H3) can be seen from Table 7. The
result of study indicate relationship between variables or in
other words Hypothesis 2 is accepted. This can be seen from
t-value 3.200 and p-value 0.001. Then in the comparative
parametric test between groups, it was seen that there is no
difference between group 1 and group 2. This can be seen
from the t-value score of 0.031 and the p-value score of 0.975.
The result of measurement the effect of Private Brand
Attitude on Purchase Intention (H4) can be seen from Table
7. The result of study indicate relationship between variables,
or in other words Hypothesis 2 is accepted. This can be seen
from the t-value 2.402 and p-value 0.016. Then in the
comparative parametric test between groups, it was seen that
there is no difference between group 1 and group 2. This is
shown in the t-value 1.467 and the p-value 0.146.

The result of measurement the effect of Private Brand
Experience on Purchase Intention (H5) can be seen from
Table 7. The result of study indicate relationship between
variables or in other words Hypothesis 2 is accepted. This can
be seen from the t-value 4.860 and p-value 0.000. Then in the
comparative parametric test between groups, it was seen that
there is no difference between group 1 and group 2. This can

be seen from the t-value score of 0.277 and the p-value score
of 0.782.

The result of measurement the effect of Private Brand
Attitude on Purchase Intention (H6) can be seen from Table
7. The result of study indicate relationship between variables,
or in other words Hypothesis 2 is accepted. This can be seen
from the t-value 4.340 and p-value 0,000. Then in the
comparative parametric test between groups, it was seen that
there is no difference between group 1 and group 2. This can
be seen from t-value score of 0.216 and the p-value score of
0.830.

Discussions

This study intends to explore the influences and relationship
between Private Brand Experience, Trust, Attitude, and
Purchase Intention. In testing the first Hypothesis (H1), this
study shows that Private Brand Experience has a positive
influence on Private Brand Trust. This is in line with the
thoughts and the findings of several previous study regrading
Brand Experience and Brand Attitude. Experiences involves
customer responses to interactions that occur either directly
or indirectly with customers cognitive, affective, emotional,
social, and physical, through various kinds of touch points on
the entire customer journey (Bolton et al., 2014) ],
Customers build trust in a brand is based on the experiences
with the brand (Ramaseshan & Stein, 2014) 3. A good
experience when interacting with a brand has a positive
influence on customer trust (Khan & Rahman, 2016; Lee &
Jeong, 2017) [34.38],

In testing the second Hypothesis (H2), this study shows that
Private Brand Experience has no effect on Private Brand
Attitude. This is not in line with the thinking and the findings
from several previous study that customers assessment a
brand based on their experiences of the brand (Khan &
Fatma, 2017) B8 Several other studies explain that
experiences with a brand has a positive influence on brand
attitude (Khan & Fatma, 2017; Zarantonello & Schmitt,
2013) (8.7,

The difference between this study and the previous research
is that this study is examine on private brand products. Private
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brand products are different with national brands, where the
products is national brands exist in various types of outlets in
the market, while private brand products are related to the
owner of the distribution system. This results in customer
attitude towards the product is not related to brand experience
of that product but is related to the store itself.

In testing the third Hypothesis (H3), this study shows that
Private Brand Trust has positive effects on Private Brand
Attitude. This is in line with the thoughts and the findings of
several previous study on Private Brand Trust and Attitude.
Customer have confidence a private brand, of course, comes
from the input received by customers from various sources,
such as from past experiences. If customers trust a store, it
has an impact on their attitude towards the store (Collins-
Dodd & Lindley, 2003) 14, Meanwhile, if customers use the
internet as a shopping medium, trust still affects customer
attitude towards the store where they buy (Wu et al., 2017)
[65]

In testing the fourth hypothesis (H4). This study shows that
Private Brand Trust positive effects on Purchase Intention.
This is in line with the thoughts and the findings of several
previous study on Private Brand Trust and Purchase
Intention. Trust is known to moderate the influence of
customer loyalty on private label brand, besides trust also
affects purchase intention (Calvo Porral & Levy-Mangin,
2016) 129, Trust is also known to affects purchase intention in
the hospital industry (Ruswanti et al., 2020) %1,

In testing the fifth hypothesis (H5), this study shows that
Private Brand Experience positive effects on Purchase
Intention. This is in line with the thought and the findings of
several previous study on Private Brand Experience and
Purchase Intention. Brand experience has a positive affects
on purchase intention (Moreira et al., 2017) ¥/, Besides,
brand experience and brand love affects purchase intention in
cell phone customers in Pakistan (Yasin, 2013) (661,

In testing the sixth hypothesis (H6), this study shows that
Private Brand Attitude positive effects on Purchase Intention.
This is in line with the thoughts and the findings from several
previous study on Private Brand Attitude and Purchase
Intention. Brand attitude puts emphasize on customer
evaluation which contributes to the forming of purchase
intention (Lee & Jeong, 2017) 8. Brand attitude also has a
positive impact on purchase intention (Kudeshia & Kumar,
2017) 71,

Whereas in the male group and the female group, the result
multigroup showed there was no difference in the influence
of the male and female groups on all hypothesis, there was no
comparison between the male and female groups. This is not
in line with the previous studies done by (Deshwal, 2016;
Khan & Rahman, 2016) 11534 that divides into 2 groups based
on gender. The research from (Deshwal, 2016) 1 shows that
there are differences in the reactions from different genders
in customer experience with outcome focus, while the
research from (Khan & Rahman, 2016) 34 shows that, loyalty
from man is higher than women when experiencing brand
experience. This is because the majority of private brand
products are products at low prices and these products are
related to the store itself. So that men and women do not have
an influence the relationship between variables.

Conclusions

This research proves that there is a positive relationship
between private brand experience and private brand trust,
there is positive relationship between private brand

www.allmultidisciplinaryjournal.com

experience and private brand attitude, there is a positive
relationship between brand trust and private brand attitude,
there is a positive relationship between private brand trust and
purchase intention, there is a relationship between private
brand experience on purchase intention, and there is
relationship between brand attitude with purchase intention.

Then at the group level, from male and female groups there
is no difference between girl groups and male groups. On the
relationship between private brand experience and private
brand trust, private brand experience with private brand
attitude, private brand trust with private brand attitude,
private brand trust and private brand intention, private brand
experience and purchase intention, and private brand attitude
with purchase intention

Both of these studies were conducted with limited sampling
in the Tangerang area in the context of private brand
products, so it is necessary to carry out further research in
other areas and in other contexts such as hedonism products
or utilitarian products. In addition, further research needs to
be done is the development of this research to clarify the
relationship by using other attribution theory. This research
also need to be developed by adding several other variables
such as store image, compensation, price, or word of mouth.

References

1. Badgett M, Stancik Boyce M, Kleinberger H. Turning
shoppers into advocates: The customer focused. IBM
Global Business Services; ¢2007 .p. 1-20. Available
from: https://mww-
935.ibm.com/services/us/gbs/bus/pdf/g510-6554-03-
shoppers-advocates.pdf

2. Bagozzi RP, Yi Y. On the evaluation of structural
equation models. Journal of the Academy of Marketing
Science. 1988;16(1):74-94.
https://doi.org/10.1007/BF02723327

3. Baksi AK, Panda TK. Redefining brand-consumer
relationship through anthropomorphisation: Moderating
impacts of self-brand integration and brand attitude,
personal care brands. SCMS Journal of Indian
Management. 2018;15(3):47-59.

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

5. Bolton RN, Gustafsson A, McColl-Kennedy J, Sirianni
NJ, Tse DK. Small details that make big differences: A
radical approach to consumption experience as a firm’s
differentiating strategy. Journal of Service Management.
2014;25(2):253-274. https://doi.org/10.1108/JOSM-01-
2014-0034

6. Brakus JJ, Schmitt BH, Zarantonello L. Brand
experience: What is it? How is it measured? Does it
affect loyalty? Journal of Marketing. 2009;73(3):52-68.
https://doi.org/10.1509/jmkg.73.3.52

7. Busselle R, Bilandzic H. Measuring narrative
engagement. Media Psychology. 2009;12(4):321-347.
https://doi.org/10.1080/15213260903287259

8. Calvo-Mora A, Navarro-Garcia A, Rey-Moreno M,
Periafiez-Cristobal R. Excellence management practices,
knowledge management and key business results in large
organisations and SMEs: A multi-group analysis.
European Management Journal. 2016;34(6):661-673.
https://doi.org/10.1016/j.em].2016.06.005

225|Page



International Journal of Multidisciplinary Research and Growth Evaluation

9.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21,

22,

23.

Calvo Porral C, Levy-Mangin JP. Food private label
brands: The role of consumer trust on loyalty and
purchase intention. British Food Journal.
2016;118(3):679-696. https://doi.org/10.1108/BFJ-08-
2015-0299

Chaudhuri A, Holbrook M. The chain and to brand
performance: The role of brand loyalty. Journal of
Marketing. 2001;65(2):81-93.

Chin W. The PLS approach for structural equation
modelling; ¢1998.

Chiu HC, Hsieh YC, Kuo YC. How to align your brand
stories with your products. Journal of Retailing.
2012;88(2):262-275.
https://doi.org/10.1016/j.jretai.2012.02.001
Collins-Dodd C, Lindley T. Store brands and retail
differentiation: The influence of store image and store
brand attitude on store own brand perceptions. Journal of
Retailing and Consumer Services. 2003;10(6):345-352.
https://doi.org/10.1016/S0969-6989(02)00054-1
Deshwal P. Customer experience quality and
demographic variables (age, gender, education level, and
family income) in retail stores. International Journal of
Retail & Distribution Management; ¢2016-2019.
https://doi.org/10.1108/IJRDM-03-2016-0031

Ding CG, Tseng TH. On the relationships among brand
experience, hedonic emotions, and brand equity.
European Journal of Marketing. 2015;49(7-8):994-1015.
https://doi.org/10.1108/EIJM-04-2013-0200

Eagly AH, Chaiken S. The psychology of attitudes.
Harcourt Brace Jovanovich College Publishers. 1993.
Ebrahim R, Ghoneim A, lrani Z, Fan Y. A brand
preference and repurchase intention model: The role of
consumer  experience.  Journal of  Marketing
Management. 2016;32(13-14):1230-1259.
https://doi.org/10.1080/0267257X.2016.1150322
Fadlilah R, Syah TYR, Indradewa R, Pusaka S. The role
of service quality and customer satisfaction: A case study
for applications of Go-Food. Russian Journal of
Agricultural and Socio-Economic Sciences.
2019;91(7):263-2609.
https://doi.org/10.18551/rjoas.2019-07.30

Fornell C, Larcker DF. SEM with unobservable
variables and measurement error: Algebra and statistics.
Journal of Marketing Research. 1981;18(3):382-388.
Garson GD. Partial least squares (PLS-SEM):
Regression and structural equation models. Politeness
and Audience Response in Chinese-English Subtitling;
€2014-2016. https://doi.org/10.3726/978-3-0353-0280-
6/8

Grewal D, Levy M, Kumar V. Customer experience
management in retailing: An organizing framework.
Journal of Retailing. 2009;85(1):1-14.
https://doi.org/10.1016/j.jretai.2009.01.001

Hair JF, Ringle CM, Sarstedt M. PLS-SEM: Indeed a
silver bullet. Journal of Marketing Theory and Practice.
2011;19(2):139-152. https://doi.org/10.2753/MTP1069-
6679190202

Han H, Yu J, Chua BL, Lee S, Kim W. Impact of core-
product and service-encounter quality, attitude, image,
trust and love on repurchase: Full-service vs low-cost
carriers in South Korea. International Journal of
Contemporary Hospitality Management.
2019;31(4):1588-1608. https://doi.org/10.1108/1IJCHM-
05-2018-0376

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

www.allmultidisciplinaryjournal.com

Henseler J, Ringle CM, Sarstedt M. A new criterion for
assessing discriminant validity in variance-based
structural equation modeling. Journal of the Academy of
Marketing Science. 2014;43(1):115-135.
https://doi.org/10.1007/s11747-014-0403-8

Henseler J, Ringle CM, Sarstedt M. Testing
measurement invariance of composites using partial least

squares. International Marketing Review.
2016;33(3):405-431.  https://doi.org/10.1108/IMR-09-
2014-0304

Huang CC. The impacts of brand experiences on brand
loyalty: Mediators of brand love and trust. Management
Decision. 2017;55(5):915-934.
https://doi.org/10.1108/MD-10-2015-0465

Hulland J. Use of partial least squares (PLS) in strategic
management research: A review of four recent studies.
Strategic Management Journal. 1999;20(2):195-204.
https://doi.org/10.1038/aps.2012.31

Hwang J, Yoon YS, Park NH. Structural effects of
cognitive and affective responses to web advertisements,
website and brand attitudes, and purchase intentions: The
case of casual-dining restaurants. International Journal
of Hospitality Management. 2011;30(4):897-907.
https://doi.org/10.1016/j.ijhm.2011.01.011

Jarvenpaa SL, Tractinsky N, Saarinen L. Consumer trust
in an Internet store: A cross-cultural validation. Journal
of Computer-Mediated Communication. 2006;5(2):0-0.
https://doi.org/10.1111/j.1083-6101.1999.tb00337.x
Kenning P. The influence of general trust and specific
trust on buying behaviour. International Journal of Retail
and Distribution Management. 2008;36(6):461-476.
https://doi.org/10.1108/09590550810873938

Khan I, Fatma M. Antecedents and outcomes of brand
experience: An empirical study. Journal of Brand
Management. 2017;24(5):439-452.
https://doi.org/10.1057/s41262-017-0040-x

Khan I, Rahman Z. E-tail brand experience’s influence
on e-brand trust and e-brand loyalty: The moderating
role of gender. International Journal of Retail and
Distribution Management. 2016;44(6):588-606.
https://doi.org/10.1108/IJRDM-09-2015-0143

Kothari CR. Research methodology: Methods and
techniques. 2nd ed. New Age International. 2004.

Lee M, Cunningham LF. A cost/benefit approach to
understanding service loyalty. Journal of Services
Marketing. 2001;15(2):113-130.
https://doi.org/10.1108/08876040110387917

Lemon KN, Verhoef PC. Understanding customer
experience throughout the customer journey. Journal of
Marketing. 2016;80(6):69-96.
https://doi.org/10.1509/jm.15.0420

Lin J, Lobo A, Leckie C. Green brand benefits and their
influence on brand loyalty. Marketing Intelligence &
Planning. 2017;35(3):425-440.
https://doi.org/10.1108/M1P-09-2016-0174

Martinez P. Influence of corporate social responsibility
on brand loyalty in the hotel sector. International Journal
of Hospitality Management. 2015;49:49-54.
https://doi.org/10.1016/j.ijhm.2015.05.003

Menidjel C, Benhabib A, Bilgihan A. Examining the
moderating role of personality traits in the relationship
between brand trust and brand loyalty. Journal of
Product and Brand Management. 2017;26(6):631-649.
https://doi.org/10.1108/JPBM-05-2016-1189

226 |Page



International Journal of Multidisciplinary Research and Growth Evaluation

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

51.

52.

53.

54,

Meskaran F, Ismail Z, Shanmugam B. Online purchase
intention: Effects of trust and security perception.
Australian Journal of Basic and Applied Sciences.
2013;7(6):307-315.

Morgan RM, Hunt SD. The commitment-trust theory of
relationship  marketing. Journal of Marketing.
1994;58(3):20-38. https://doi.org/10.2307/1252308
Nunnally JC. Psychometric theory. McGraw-Hill;
c1978.

Olsen SO. Antecedents of seafood consumption
behavior: An overview. Journal of Aquatic Food Product
Technology. 2004;13(3):79-91.
https://doi.org/10.1300/J030v13n03_08

Oliver RL. Whence consumer loyalty? Journal of
Marketing. 1999;63(SI):33-44.
https://doi.org/10.2307/1252099

Patterson PG, Johnson LW, Spreng RA. Modeling the
determinants of customer satisfaction for business-to-
business professional services. Journal of the Academy
of Marketing Science. 1997;25(1):4-17.
https://doi.org/10.1007/BF02894505

Podsakoff PM, Mackenzie SB, Lee JY, Podsakoff NP.
Common method biases in behavioral research: A
critical review of the literature and recommended
remedies.  Journal of  Applied  Psychology.
2003;88(5):879-903. https://doi.org/10.1037/0021-
9010.88.5.879

Razzaque AM, Boon TGG. Effects of dependence and
trust on channel satisfaction, commitment and
cooperation. Journal of Business-to-Business Marketing.
2003;10(4):23-48.
https://doi.org/10.1300/J033v10n04_02

Ringle CM, Sarstedt M, Straub DW. A critical look at
the use of PLS-SEM in MIS quarterly. MIS Quarterly.
2012;36(1):3-14. https://doi.org/10.2307/41410402
Rust RT, Lemon KN, Zeithaml VA. Return on
marketing: Using customer equity to focus marketing
strategy. Journal of Marketing. 2004;68(1):109-127.
https://doi.org/10.1509/jmkg.68.1.109.24030
Shahsavar T, Namdar J, Shishali MK. Explaining the
impact of dimensions of green brand equity and green
brand experience on green brand loyalty in chain stores
of Iran. Journal of Islamic Marketing. 2020;12(2):233-
252. https://doi.org/10.1108/JIMA-05-2019-0099
Shankar V, Smith AK, Rangaswamy A. Customer
satisfaction and loyalty in online and offline
environments. International Journal of Research in
Marketing. 2003;20(2):153-175.
https://doi.org/10.1016/S0167-8116(03)00016-8

Shaw D, Shiu E. The role of ethical obligation and self-
identity in ethical consumer choice. International Journal
of Consumer Studies. 2002;26(2):109-116.
https://doi.org/10.1046/j.1470-6431.2002.00214.x
Singh R, Aggarwal S, Utkal S, Bhatt R. Consumer trust,
experience, and overall satisfaction: Effect on brand
loyalty. International Journal of Electronic Business.
2012;10(4):369-385.
https://doi.org/10.1504/1JEB.2012.050223

Suess C, Mody M. The influence of hospitableness on
guests' relationships with wellness brands. International
Journal of Contemporary Hospitality Management.
2017;30(1):351-369.  https://doi.org/10.1108/1JCHM-
09-2016-0496

SunY, Wang C, Jeyaraj A. The impact of user’s behavior

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

www.allmultidisciplinaryjournal.com

on e-loyalty: An empirical study of Amazon users.
Journal  of  Electronic  Commerce  Research.
2021;22(1):61-76.

Swoboda B, Berg B, Schramm-Klein H. Reciprocal
effects of the corporate reputation and store equity of
retailers. Journal of Retailing and Consumer Services.
2013;20(4):384-393.
https://doi.org/10.1016/j.jretconser.2013.03.007

van der Heijden H, Verhagen T. Online store image:
Conceptual foundations and empirical measurement.
Information and Management. 2004;41(5):609-617.
https://doi.org/10.1016/.im.2003.07.001

Vogel V, Evanschitzky H, Ramaseshan B. Customer
equity drivers and future sales. Journal of Marketing.
2008;72(6):98-108.
https://doi.org/10.1509/jmkg.72.6.98

Wang Y, Po Lo HP, Yang Y, Wan W. An integrated
framework for service quality, customer value,
satisfaction: Evidence from China’s telecommunication
industry. Information Systems Frontiers. 2004;6(4):325-
340.
https://doi.org/10.1023/B:1SF1.0000046375.72726.67
Wetzels M, Odekerken-Schrdder G, van Oppen C. Using
PLS path modeling for assessing hierarchical construct
models: Guidelines and empirical illustration. MIS
Quarterly. 2009;33(1):177-195.
https://doi.org/10.2307/20650284

Wong CWY, Lai KH, Cheng TCE. Value of information
integration to supply chain management: Roles of
internal and external contingencies. Journal of
Management Information Systems. 2011;28(3):161-199.
https://doi.org/10.2753/M1S0742-1222280305

Wu L, Chen KS, Chen L. Reinforcing the general causal
model of user loyalty: Service quality. Journal of
Hospitality and Tourism Technology. 2015;6(1):84-98.
https://doi.org/10.1108/JHTT-11-2014-0060

Zeithaml VA, Bitner MJ. Services marketing:
Integrating customer focus across the firm. 2nd ed.
McGraw-Hill. 2000.

Zhuang W, Xiang X, Zhang H, Hu C, Wang Y. The
impact of brand experiences on brand loyalty: The
mediating role of brand satisfaction and brand trust.
Sustainability. 2021;13(16):8788.
https://doi.org/10.3390/su13168788

Wong KKKK. 28/05 - Partial Least Squares Structural
Equation Modeling (PLS-SEM) Techniques Using
Smart PLS. Marketing Bulletin. 2013;24(1):1-32.
http://marketing-

bulletin.massey.ac.nz/v24/mb_v24_t1 wong.pdf%5Cnh
ttp://www.researchgate.net/profile/Ken_Wong10/public
ation/268449353 Partial_Least_Squares_Structural_Eq
uation_Modeling_(PLS-
SEM)_Techniques_Using_SmartPLS/links/54773b1b0c
f293e2da25e3f3.pdf

Wu WY, Quyen PTP, Rivas AAA. How e-servicescapes
affect customer online shopping intention: the
moderating effects of gender and online purchasing
experience. Information Systems and E-Business
Management. 2017;15(3):689-715.
https://doi.org/10.1007/s10257-016-0323-x

Yasin M. Brand Love: Mediating Role in Purchase
Intentions and Word- of Mouth. IOSR Journal of
Business and Management. 2013;7(2):101-1009.
https://doi.org/10.9790/487x-072101109.

227|Page



[ international Journal of Multidisciplinary Research and Growth Evaluation

67.

68.

Zarantonello L, Schmitt BH. Using the brand experience
scale to profile consumers and predict consumer
behaviour.  Journal of Brand  Management.
2010;17(7):532-540. https://doi.org/10.1057/bm.2010.4.
Zarantonello L, Schmitt BH. The impact of event
marketing on brand equity: The mediating roles of brand
experience and brand attitude. International Journal of
Advertising. 2013;32(2):255-280.
https://doi.org/10.2501/1JA-32-2-255-280.

www.allmultidisciplinaryjournal.com

228|Page



