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ARTICLE INFO ABSTRACT 

 This study conducted to determine the effect of brand experience, brand personality 
and brand trust on brand loyalty. This study is an explanatory research. The 
method used in this study is a quantitative method using survey methods. The total 
sample in this study was 150 respondents with the technique of taking with the 
method of purposive sampling. Primary data in this research is obtained from 
questionnaires distributed to respondents, while secondary data is data related to 
the object of research presented by other parties. Data analysis techniques in this 
study using simple regression analysis. The result of the research shows that: (1) 
brand experience has positive effect on brand loyalty, (2) brand personality has 
positive effect on brand loyalty, (3) Brand trust has positive effect on brand loyalty. 
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Introduction 

The shopping style of the Indonesian society is starting to change. Now, the 
Indonesian society prefers to transact online rather than conventionally 
(money.kompas.com). This is due to the various conveniences of shopping online, one 
of which is through online shopping we can see the items to be purchased first. With 
this online shopping activity, we do not need to meet face to face directly, but can be 
done separately from and to the rest of the world via electronic media such as 
notebooks, computers and smartphones connected to internet access services. Online 
shopping can be carried out through a platform where sellers gather and can sell goods 
or services to consumers even though they do not meet physically, this is what is called 
a marketplace. In Indonesia, the marketplace is one of the platforms that are often used 
for trading. The competition in the marketplace is very tight, old players and new 
players in the marketplace companies must compete to get consumers 
(money.kompas.com). This makes it difficult for them to retain consumers. In order to 
compete, marketplace companies are led to develop their business and link with 
brands so that they can add value to their business. 
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A brand is a name, term, sign, symbol, or design, or a combination of both, 
intended to identify the goods or services of one seller or group of sellers and to 
differentiate them from those of competitors (Kotler & Keller, 2016). With the number 
of marketplaces that can be accessed by consumers, brands are expected to provide 
uniqueness as an added value to differentiate them from other marketplace brands. In 
Indonesia, there are several marketplaces that compete to get consumers' attention, 
such as Shopee.co.id, Lazada.co.id, Tokopedia.com, Bukalapak.com, Blibli.com, etc. 
They use the marketplace to online shopping.  Online shopping is the process of 
purchasing products and services using the internet. They can browse the items just 
by looking at the website and they can directly make online purchase        (Utami et al., 
2021). In the marketplace competition in Indonesia, Lazada.co.id leads the market in 
2019-2021, this is in accordance with data from topbrand-award.com that Lazada.co.id 
leads with TBI in 2019 of 31.6% and 31.9% in 2017. However, there will be a drastic 
decline in 2021 with a TBI of 15.2% and a free fall from first place to third place. From 
this data, it can be seen that there was a drastic decline experienced by Lazada.co.id, 
this is related to the decrease in consumers using the Lazada.co.id marketplace. For 
this reason, researchers are interested in researching brand loyalty in the Lazada.co.id 
marketplace. 

Brand loyalty is a behave in buying that expressed from time to time by several 
decision-making units that indicate conditions of a certain time duration and require 
that the purchase action occur no less than twice. In other words, brand loyalty is an 
attitude of consumers who honestly feel satisfaction from the results of purchasing 
products or services provided by producers or sellers, so that consumers will 
repeatedly buy the products needed so that a long-term relationship will be created. 
According to  Mowen & Minor, (2002) suggest the notion of brand loyalty as a 
condition in which consumers have a positive attitude towards a brand, are committed 
to the brand and intend to continue purchasing in the future. 

To be more attractive to consumers, apart from having a positive attitude, 
marketplace companies must also be able to approach brand experience. While 
Nysveen et al., (2013) suggested brand experience as a function of a set of interactions 
between consumers and organizations, stimulated by direct interaction (with a 
product) or indirect contact (communication) with the company, personally and easily 
remembered. In recent decades, several studies have suggested that brands provide 
experiences to consumers Beckman et al., (2013); Brakus et al., (2009);Dennis et al., 
(2014); Ding & Tseng,, (2015); Nysveen et al., (2013). Brand experience is 
conceptualized as sensory, effective, cognitive, behavioural, and social responses to 
brand-related stimulation from brand marketing activities (Brakus et al., 2009). Thus, 
brand experience refers to consumers' perceptions of their experiences with brands 
(Ding & Tseng, 2015). Brands that already have loyalty and experience can form a 
personality called the brand personality of their consumers. With the company's 
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efforts to project a certain brand image through advertising and communication, brand 
attributes, and the results of consumer associations, a brand personality will emerge. 
Brands that are close to the consumer's personality will be chosen by consumers. Based 
on the research results, the findings of several experts suggest that humans and brand 
personality support each other (Lin, 2010). 

According to Japutra & Molinillo (2019) brand personality is defined as human 
personality traits and characteristics. A superior brand personality and in accordance 
with the customer's personality is formed from a good bond between the consumer 
and the brand. Apart from brand personality, brand trust and brand loyalty are also 
important for brand experience (Brakus et al., 2009). Brand experience can positively 
affect consumer satisfaction and brand loyalty, as well as brand trust (Zarantonello & 
Schmitt, 2010). For this reason, there is a very close relationship between brand 
experience and brand trust. 

Brand trust is defined as the willingness of consumers to rely on the brand in 
the face of the risk of expectations or expectations that the brand will have positive 
results in addition to brand trust will also have implications for brand loyalty. Based 
on the description, researchers are interested in knowing the effect of brand 
experience, brand personality, brand trust on brand loyalty on the Lazada.co.id 
marketplace.   

Literature Review 

Brand Loyalty 

Brand loyalty is a held commitment to either repurchase or subscribe to a 
particular product or service in the future despite situational influences and marketing 
efforts that have the potential to cause behavioural switching (Oliver, 1999). Brand 
loyalty shows a condition of certain duration of time and requires that the purchase 
action occurs no less than twice. Meanwhile, Mowen & Minor, (2002) suggest the 
notion of brand loyalty is a condition where consumers have a positive attitude 
towards a brand, have a commitment to the brand and intend to continue buying in 
the future. So it can be concluded that brand loyalty is a positive attitude of consumers 
towards a product or brand which is obtained from learning outcomes and is realized 
by making repeat purchases on a regular basis, so that a long-term relationship will be 
created. 

Brand Experience 

Customer experience as a function of a set of interactions between a customer 
and an organization, stimulated either through direct interactions (product) or indirect 
contact (communication) with company, in a personal and memorable way (Nysveen 
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et al., 2013). In the last decade, an emergent research stream suggests. Brand 
Experience is conceptualized as consumer's sensory, affective, cognitive, behavioural, 
and social responses to the brand-related stimuli from the brand marketing activities 
(Brakus et al., 2009). Thus, Brand Experience refers to the consumer's perception of 
their experience with the brand (Ding & Tseng, 2015). 

According to (Brakus et al., 2009) brand experience include four dimensions of 
experiences: sensory, affective, intellectual, and behavioural. Sensory experiences refer 
to the sensations to the consumer five senses (touch), affective experiences refer to a 
wide range of feelings (fun), intellectual experiences refer to the analytical and 
imaginative thoughts, and behavioural experiences refer to the actions (workout) 
being induced as the results of the brand stimuli. This four dimensions brand 
experience concept has been validated in a variety of product and service settings such 
as: tourism destinations (Beckman et al., 2013), consumer events  (Zarantonello & 
Schmitt, 2013), personal care products (Francisco-Maffezzolli et al., 2014), airlines  (Lin, 
2015) and coffeehouses (Choi et al., 2017). 

Brand Personality 

 Brand personality is defined as human personality traits and characteristics 
(Japutra & Molinillo, 2019). The bond between the brand and the consumer will be 
created from a brand that has a superior brand personality and is in accordance with 
the consumer's personality. To analyse the behaviour of a product or brand choice, 
you can use brand personality. There is a brand personality dimension introduced by 
Geuens et al., (2009) namely responsibility, activity, aggressiveness, simplicity, and 
emotionality. 

Brand Trust 

Research on trust has lasted for decades and many scholar have well defined 
trust in several different ways (Song et al., 2019). Trust has been conceptualized as a 
key variable in the exchange network between a firm and its customers because it 
encourages the long-term relationship. Trust is interpreted as a buyer's dream if the 
service provider can be trusted or prioritized when fulfilling the agreement (Rasidi & 
Monika Tiarawati, 2021).  Brand trust refers to the state where consumers are willing 
to rely on the brand because of its reliability and integrity to perform its stated function  
(Chaudhuri & Holbrook, 2001).  

Brand experiences result from stimulations and lead to pleasurable outcomes, 
and consumers want to repeat these experiences. Brand experience should affect not 
only past directed satisfaction judgments but also future directed consumer loyalty. 
Consumers should be more likely to buy a brand again and recommend it to others 
and less likely to buy an alternate brand (Mittal, 2001; Oliver, 1999). Previous research 
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has stated that brand experience can positively affect consumer satisfaction and brand 
loyalty, as well as brand trust (Zarantonello & Schmitt, 2010; Ha & Perks, 2005). To 
summarize above mention, the hypotheses for this research are proposed as below: 

H1 : Brand experience has a positive effect on brand loyalty 

Brand personality is formed through consumer attitudes towards certain 
brands. In other words, the personality of a brand is in the minds or perceptions of 
consumers which are formed directly or indirectly through direct experience in using 
the product or through marketing efforts. Brand personality is formed through brand 
names, symbols or logos, advertisements, product attributes, spokespersons.  
According to Nguyen et al., (2011) in his research stated that brand loyalty is the main 
issue in marketing research. Brand loyalty as a deep commitment to repurchase the 
preferred product/service continuously in the future, thereby causing repurchase of 
the same brand or the same set of brands, even though it is influenced by the situation 
and marketing efforts (Oliver, 1999). Research from Brakus et al., (2009); Nysveen et 
al.,(2013); Lin, (2010) shows that brand personality has positive effect on brand loyalty. 
Thus, when they feel that the brand personality encourages them to express their self-
concept, these consumers will be loyal to the brand (Ekinci et al., 2013; Malär et al., 
2011). To summarize above mention, the hypotheses for this research are proposed as 
below: 

H2 : Brand personality has a positive effect on brand loyalty 

Trust has an important effect on consumer commitment and brand loyalty 
(Gremler & Brown, 1999). Brand trust refers to the state where consumers are willing 
to rely on the brand because of its reliability and integrity to perform its stated function  
(Chaudhuri & Holbrook, 2001). With previous research which states that there is a 
positive influence between brand trust and brand loyalty (Şahin et al., 2011) and (Song 
et al., 2019). To summarize above mention, the hypotheses for this research are 
proposed as below: 

H3: Brand trust has a positive effect on brand loyalty 

Method 

Data Analysis 

This study conducted to determine the effect of brand experience, brand 
personality and brand trust on brand loyalty. This study is explanatory research. The 
method used in this study is a quantitative method using survey methods. Data 
collection techniques with this survey using a self-administered survey in which each 
questioner was filled by respondent directly (Cooper, D. R., & Schindler, S, 2011). The 
total sample in this study was 150 respondents with the technique of taking with the 
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method of purposive sampling. This study consists of 23 items statement and use 5 
point Likert scale from strongly disagree (1) to strongly agree (5). Data analysis 
technique in this study using SPSS. Most of the respondents were female (57,1%) and 
male (42,9%). The majority of the respondents are 17 – 25 years old (55%). The majority 
of these respondents have income 1.500.000 – 3.000.000 (32,7%) and frequency buying 
on lazada.co.id more than 5 times (32%). 
 

All constructs were measured using items adapted from previous studies on a five 
point scale disagree (1) to strongly agree (5). Brand experience was measured using 
nine items adopted from (Japutra & Molinillo, 2019; Brakus et al., 2009). Brand 
personality was measured using six items adapted from (Japutra & Molinillo, 2019). 
Brand trust was measured using five items adapted from (Song et al., 2019) and brand 
loyalty consist of three items was adopted from (Hwang et al., 2021).   

Table 1. Definition and Operational Variable 

Variable Items Reference 

Brand Experience 

 

− This brand makes a strong impression on my 

visual sense or other senses. 

− I find this brand interesting in a sensory way. 

− This brand induces feelings and sentiments. 

− I do not have strong emotions for this brand. (R) 

− This brand is an emotional brand. 

− This brand results in bodily experiences. 

− I engage in physical actions and behaviors when I 

use this brand.   

− This brand stimulates my curiosity and problem 

solving. 

− I engage in a lot of thinking when I encounter this 

brand.  

(Japutra & 

Molinillo, 2019) 

Brand personality − Down-to-earth 

− Stable 

− Responsible 

− Dynamic 

− Innovative 

− Active 

(Japutra & 

Molinillo, 2019) 

Brand Trust − I trust a brand 

− I think a brand is a company that strives to keep its 

promise to customers. 

− I think a brand is stable for its customers. 

− I would like a brand to continue to provide quality 

services to its customers. 

− A brand meets my expectations 

(Song et al., 2019) 
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Brand Loyalty − I say positive things about a brand to others. 

− I would like to use this brand more often.  

− I would like to use this brand in the future.  

(Hwang et al., 

2021) 

Source: Data Processed (2021) 

 

Result and Discussion 

Table 2. The Result of Hypothesis Test 

Source: Data Processed (2021) 

Hypothesis 1 states that brand experience has a positive effect on brand loyalty. 
Hypothesis 1 is using simple regression analysis. Based on coefficient and significant 
in table 2, the results show that there is a positive and significant effect (β = 1,036 Sig 
= 0,000), which means that brand experience has a positive and significant effect on 
brand loyalty, so it can be concluded that hypothesis 1 is supported. Hypothesis 2 
states that brand personality has a positive effect on brand loyalty. Hypothesis 2 is 
using simple regression analysis. Based on coefficient and significant in table 2, the 
results show that there is a positive and significant effect (β = 0,693, Sig = 0,000), which 
means that brand personality has a positive and significant effect on brand loyalty, so 
it can be concluded that hypothesis 2 is supported. Hypothesis 3 states that brand trust 
has a positive effect on brand loyalty. Hypothesis is 3 using simple regression analysis. 
Based on coefficient and significant in table 2, the results show that there is a positive 
and significant effect (β = 0,718, Sig = 0,000), which means that brand trust has a 
positive and significant effect on brand loyalty, so it can be concluded that hypothesis 
3 is supported.  

Discussion 

Hypothesis 1 shows that brand experience has a positive effect on brand loyalty. 
This finding is in accordance with Şahin et al., (2011) that shows that brand trust has a 
positive effect on brand loyalty. It shows that the better the brand experience, it will 
increase brand loyalty. Based on these results indicate that hypothesis 1 in this study 
is supported. Hypothesis 2 shows that brand personality has a positive effect on brand 
loyalty. Based on these results indicate that hypothesis 2 in this study is supported. 
According to Mowen & Minor, (2002), brand loyalty is a condition where consumers 

Independent 
Variable 

β t Sig. Result 

Brand Experience => Brand 
Loyalty 

1,036 19,584 0,000 Supported 

Brand Personality => Brand 
Loyalty 

0,693 8,342 0,000 Supported 

Brand Trust => Brand Loyalty 0,718 9,935 0,000 Supported 
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have a positive attitude of a brand and have a commitment. Several studies have 
shown that brand personality has the effect on brand loyalty Brakus et al., (2009); Lin, 
(2010); Nysveen et al., (2013); Japutra & Molinillo, (2019); Şahin et al., (2011). It shows 
that brand personality has a positive effect on brand loyalty. It concluded that the 
better of brand personality, so it will increase of brand loyalty. 

Hypothesis 2 shows that brand personality has a positive effect on brand 
loyalty. Based on these results indicate that hypothesis 3 in this study is supported. 
According to Mowen & Minor, (2002), brand loyalty is a condition where consumers 
have a positive attitude of a brand and have a commitment. Several studies have 
shown that brand personality has the effect on brand loyalty Brakus et al., (2009); Lin, 
(2010); Nysveen et al., (2013); Japutra & Molinillo, (2019); Şahin et al., (2011). It shows 
that brand personality has a positive effect on brand loyalty. It concluded that the 
better of brand personality, so it will increase of brand loyalty. 

Hypothesis 3 shows that brand trust has a positive effect on brand loyalty. 
Brand trust is an expectation with confidence from the reliability of a brand in 
situations that involve risk. Brand trust refers to the state where consumers are willing 
to rely on the brand because of its reliability and integrity to perform its stated function 
(Chaudhuri & Holbrook, 2001). Several studies have shown that brand trust has the 
effect on brand loyalty Şahin et al., (2011);Wongsansukcharoen, (2022); Song et al., 
(2019) and Li et al., (2020). This shows that the better of brand trust, it will increase 
brand loyalty. Based on these results indicate that hypothesis 3 in this study is 
supported.  

Conclusion 

Based on the results in this study show that all hypotheses supported. This 
study proves that brand experience has a positive effect on brand loyalty. Meanwhile, 
brand personality has a positive effect on brand loyalty and brand trust also has a 
positive effect on brand loyalty. It is expected to provide additional information and 
empirical evidence related to brand experience, brand trust, brand personality and 
brand loyalty. This research is expected to be input and suggestions for lazada.co.id 
site users in order to further increase purchases on the site with the experience that has 
been felt. Lazada.co.id can also improve their services to increase consumer loyalty. 
For future research is expected to use mediating variable or moderating variables such 
as satisfaction, or perceived value for relationship between brand experiences on 
brand loyalty. 
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