
 

 

 

 

Customer Engagement and Brand Experience on 

Consumer Loyalty The Role of Brand Trust as A 

Mediating Variable 

Trixie Vania1*, Ferrynela Purbo Laksono2, Albertus Yudi Yuniarto3 

1,2,3, Universitas Sanata Dharma, Yogyakarta, Indonesia 

ABSTRACT 

This study aims to determine The influence of customer engagement, brand experience, and customer engagement on 

consumer loyalty through brand trust as a mediation variable. The sampling technique in this study uses non-probability 

sampling with a purposive sampling method. Data was collected by distributing questionnaires in g-forms online to all 

Scientific skincare users. The respondents who filled in were 211, but only 201 were used according to the predetermined 

criteria. The sample in this study is comprised of Scientific skincare users. The requirements of this research are 

consumers who have made 3x purchases and have been using Scientific products for the last 3 months. The data analysis 

technique in this study is partial least square using SmartPLS 3.0. The results obtained in this study are as follows: (1) 

Customer engagement affects consumer loyalty, (2) Brand experience does not affect consumer loyalty, (3) Brand trust 

can mediate between customer engagement and consumer loyalty, (4) Brand trust does not mediate between brand 

experience and consumer loyalty. 
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1. INTRODUCTION  

Loyalty is essential for the sustainability of a brand. Loyalty has become an interesting research topic. Various 

studies examine the relationship between customer engagement and brand loyalty [1]–[4]. Likewise, brand experience 

variables affect loyalty [2], [5]–[7] [3] Customer engagement affects product loyalty mediated by band attachment and 

band trust [4], [8]  

Li et al.'s. research shows that customer engagement influences consumer loyalty [9][23]. Customer engagement is 

a strategy carried out outside the product sales process by focusing on the mindset and behavior of consumers [10][30] 

Meanwhile, according to  [11]-[5]] customer engagement is a connection that arises because of the experience gained 

by consumers from a company. Therefore, nowadays, companies are focused on finding ways to sell products quickly 

and to build relationships or customer engagement.  

Customer engagement can also arise because of a brand experience. The brand experience is a view that occurs in 

consumers through initial processes such as seeing a product advertisement, buying and selling products, and the 

services obtained after the process [11[5]]. The link between brand experience and customer engagement is that the 

better the brand experience obtained by a consumer, the stronger the customer engagement. 

Creating a customer engagement and brand experience requires the same foundation: a sense of trust or brand trust. 

Brand trust is a feeling that arises because of the interaction between consumers and a brand, so it releases a view of the 

advantages of the brand  [12]. The existence of this brand trust has a positive impact on companies and consumers. 

Namely, consumers will be more confident in having a good relationship with a company product, encouraging the 

realization of consumer expectations. If these expectations are realized, it provides a positive experience for consumers. 

The Skintific company managed to get more than 29 billion in revenue within 2 weeks because the Skintific company 

carried out various strategies such as serving consumers more personally, describing product functions thoroughly, and 

offering a bundle; these various strategies were carried out to increase sales and consumer loyalty [1]–[4] [34]. The 

Scientific company is considered capable of creating and expanding a sense of consumer loyalty through a tangible  
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manifestation of the quality of the products issued so that not only a sense of loyalty arises but a sense of trust arises in 
consumers, but the company must continue to make innovations to attract new consumers and maintain a sense of loyalty 
of old consumers. Research conducted by [22]  shows that consumer loyalty is not only a side aspect of the company 
but is one of the main aspects of the sustainability of a business. According to [12] consumer loyalty is a repeated 
purchasing activity carried out by consumers without coercion or internal or external influences. Therefore, consumer 
loyalty is essential to support a business's success and increase revenue growth.  

In today's society, there is a lifestyle change, and people, especially women, are starting to pay more attention to the 
health and hygiene of their faces by using various unique facial products known as skincare products. Skincare is not 
just an additional product; it has become used in people's daily lives. Skincare companies in Indonesia grew by 29.6% 
in 2022 compared to 2021. One of the skincare product brands favored by Indonesians is Skintific from Canada. 

2. LITERATURE RIVIEW 

2.1. Customer Engagement  
Koot [22] explains that customer engagement is a stage between consumers and companies, which is related to 

establishing a good relationship between the company and consumers. Kumar & Kumar, [19] explain that customer 
engagement is an effort made by companies to form and strengthen relationships between consumers and companies 
through various existing ways. Customer engagement is an assessment given by consumers of a product, and the 
evaluation is based on the consumers' purchase or direct interaction with the product [11]. Koot developed customer 
engagement parameters, namely (1) enthusiasm, (2) attention, (3) absorption, (4) interaction and (5) identification [22]. 

2.2. Brand Experience  
Brand experience is a reaction caused by consumer feelings arising from a brand [2]. Brand experience is a view of 

consumers when making relationships with certain brands; these relationships, such as seeing advertisements offered 
and feeling the services [8] are obtained from these brands. Brand experience is an internal and individual experience 
and the response that arises from consumers when they have a sense of interest in a brand [7]. This variable will be 
measured based on the approach developed by Brakus et al.; there are four dimensions in sensory, affective, behavioral, 
and intellectual brand experience [27]. 

2.3. Brand Trust 
Brand trust is a view from consumers about the advantages of a product obtained from experience, and the product 

has succeeded in providing satisfaction [[16]19]. Brand trust is the ability to be trusted by consumers to a company, 
which is generated by consumers' feelings of confidence in the company [8]. Song et al.,] explain brand trust is an 
optimistic view given by consumers of a product, where this positive view encourages consumers to repurchase a brand 
in the long term [32]. Delgado [4] [24] developed brand trust parameters, namely Achieving Results, Acting With 
Integrity, and Demonstrating Concern [22]. 

2.4. Loyalty  
Loyalty is a commitment from customers to a brand, store, and even supplier, shown by a positive attitude  [27]. 

Loyalty is a commitment to repeatedly buy a product or service and is not affected by a change that encourages 
customers to move to another [30]. Loyalty is an attitude of commitment where consumers consistently or continue to 
make repeated purchases of a product or service even though there are changes in the future [22]. Kotler [21] developed 
the loyalty construct, namely (1) Consumers make many purchases and are loyal in the long term, (2) Consumers do 
cross-selling or add-on selling, (3) Consumers are not influenced by price, (4) Consumers provide positive reviews, and 
(5) Consumers introduce goods or services to the company. 

2.5. Hypothesis and Model Development 
2.5.1. Customer engagement affects consumer loyalty  

Companies that successfully create relationships or involve consumers in a product can get several positive benefits 
for the company itself. The relationship between consumers and the company can be called customer engagement. 
Customer engagement is a connection between consumers and a company and is formed from experiences consumers 
gain. This is also supported by research conducted by Larson [23] which found that customer engagement positively 
influences consumer loyalty. 

2.5.2. Brand experience affects consumer loyalty 
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The experience gained by a consumer when interacting with a product plays a vital role in creating and building an 
attitude of loyalty. Without the experience consumers gain, making this loyalty won't be easy. Brand experience is an 
internal experience gained by each individual; this experience will give rise to a response from within the consumer [6]. 
According to the opinion,  Brand experience is one of the main factors in increasing loyalty [21]. In addition, based on 
the results of research conducted by [9]-[21]-[23]  provide results that show that brand experience influences consumer 
loyalty. 

2.5.3. Brand trust mediates customer engagement on consumer loyalty 
A relationship must be based on a sense of trust; therefore, if a consumer already trusts a product or brand trust, it 

can make it easier for companies to build a relationship or customer engagement. Ahmed et al. [2] explained that brand 
trust is a company's ability to be trusted by consumers. A consumer with good customer engagement and brand trust in 
a product will indirectly show loyalty to that product. Based on [20] it is found that the existence of consumer trust will 
indirectly build brand loyalty. 

2.5.4. Brand trust mediates brand experience on consumer loyalty 

When consumers have gained experience with a product, other factors are still needed to maintain consumer loyalty 
attitudes; one of the different factors is trust or brand trust. Brand Trust is an essential factor between brand experience 
and consumer loyalty because consumers will not understand loyalty or desire to make repeat purchases without a sense 
of trust. With this, brand trust also gives consumers more confidence about a product that will provide a positive 
experience, and consumers will not feel in vain or loyal to the product. This is supported by research by Khan et al. [38] 
which shows that trust can mediate brand experience on consumer loyalty. 
Hypothesis Statement 
Ha1: Customer engagement affects customer loyalty. 
Ha2: Brand experience affects consumer loyalty. 
Ha3: Brand trust mediates customer engagement on consumer loyalty. 
Ha4: Brand trust mediates brand experience on consumer loyalty. 

 

Figure 1 Research Model 

3. RESEARCH METHODS 
This research uses a quantitative method where the data to be processed and analyzed will be in the form of numbers 

the author collected. According to Creswell [13], quantitative research consists of a set of numbers that have a role as 
data and will be processed for analysis, and a quantitative approach is used if you want to know an influence on a 
particular subject.  This study uses a type of casual research. This type of research aims to calculate a relationship 
between variables or analyze the effect between one variable and another [28].  

The population in this study are consumers of Scientific skincare products, while the sample is the part that enters 
and matches the criteria or specifications of a population. This study uses purposive sampling, focusing on consumers 
who make repeated purchases of 3x and at least 3 months of use. This study uses two types of data: primary and 
secondary. The author collected Primary data using various data collection techniques [13].  Primary data in this study 
is a collection of answers to questionnaires that the author has distributed. Secondary data in this study are from previous 
research, journals, and books. 

The testing technique carried out in this study uses the Smart Partial Least Square (PLS) application with calculations 
using Partial Least Square SEM (PLS SEM). Koot [22] developed customer engagement parameters, namely (1) 
enthusiasm, (2) attention, (3) absorption, (4) interaction and (5) identification. Brand Experience uses parameters 
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developed by Brakus et al. (2009); there are four dimensions: sensory, affective, behavioral, and intellectual brand 
experience. Brand Trust uses parameters from Delgado's (2017) developed brand trust parameters: Achieving Results, 
Acting With Integrity, and Demonstrating Concern. Brand Loyalty uses constructs developed by Kotler [27] 

4. RESULTS AND DISCUSSION 
4.1. Respondent Characteristics 
Table 1 Respondent Characteristic 

Ages Characteristics 

No Age Total Percentage 

1 < 17 Years  2   1% 
2 17 Years – 30 Years  188 93,5% 
3 >30 Years 11 5,5% 

No Employement Total Percentage 

4 Student    2    1% 
5 Campus Student    123 61,2% 
6 Employee      63           31,3% 
7 Entrepreneurs           13        6,5% 

No Income Total Percentage 

8 < Rp 599.999                            3    1,5% 
9 <Rp 600.000 – Rp 1.599.999                            24 11,9% 
10 Rp 1.600.000 – Rp 2.999.999                             82 40,8% 
11 >Rp 3.000.000                             92 45,8% 

 Total                             201 100% 

The data above shows that the characteristics of the respondents are mostly 17-30 years old, working as employees 
and students, with an income of IDR 1,600,000 - IDR 2,999,999. 

4.2. Validity and Reliability Test 
All tests have passed all validity and reliability tests. The reliability test uses outer loading, the Average Variance 

Extracted (AVE) test, and cross-loading. Removal of constructs: all constructs have met the outer loading requirement 
of more than 0.7.  Two Customer Engagement variables do not pass out of eleven constructs. Brand Experience: all 
constructs have passed the test. Brand Trust is one of six constructs that are removed. Loyalty is one construct that does 
not pass the test. The AVE results show that all have exceeded the rule of thumb. This study uses a rule of thumb of 
more than 0.5. The cross-loading value obtained is> 0.7, so it can be said that all variable measurement items in this 
study meet the requirements and correlate higher than the correlation with other variables. 

4.3. Inner Model  

Tests are carried out to measure the level of variation between the independent variable and the dependent variable 
by looking at the R2 value. 

Characteristics by Employment 

Characteristics based on Income (Mounthly) 
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Table 2 R2 Value 

 Variabel R Square Percent 

Brand 0,154 15,4%

Loyality 0,561 56,1%

Brand trust is influenced by other variables in this study by only 15.4%, while 84.6% is influenced by other variables 
outside this study. The consumer loyalty variable is influenced by other variables in this study by 56.1%, while 43.9% 
is influenced by other variables outside this study.  

4.4. Hypothesis Testing 
This research uses SmartPLS 3.0 through the bootstrapping procedure. P-value is one of the prerequisites. The 

requirements in this test are if the P-value ≤ 0.05 (α = 5%), then H0 is rejected and Ha is accepted, while if the P-value 
≥ 0.05 (α = 5%), then H0 is accepted and Ha is rejected 

 

Figure 1 Boostrapping Model 

Table 3 Path Coefficient (Direct Effect) 

  
Path 

Coefficients 
T Statistics 

(|O/STDEV|) P Value 

X1> Y  0,263 3,111 0,002 
X2 -> Y -0,092 1,159 0,248 

4.4.1. Hypothesis Test 1 
The results of testing hypothesis 1 show that customer engagement affects consumer loyalty, as seen from the P-

value of 0.002 ≤ 0.05. Based on path coefficients worth 0.263.  This shows that the higher or lower the customer 
engagement, the higher or lower the level of consumer loyalty to Scientific products. 

4.4.2. Hypothesis Test 2 
The results of testing hypothesis 2 based on the path coefficient show that brand experience does not affect consumer 

loyalty, as seen from the P-value of 0.248 ≥ 0.05. In addition, judging from the path coefficient of -0.092, the presence 
or absence of brand experience in a person does not affect the sense of consumer loyalty to use Scientific products. 

Table 4 Indirect Effect 

  Path 
Coefficient 

T Statistics 
(|O/STDEV|) 

P 
Value 

X1 -> Z -> Y  0,093 4,362 0,000 
X2 -> Z -> Y 0,191 2,126 0,035 
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4.4.3. Hypothesis Test 3 
The resulting P-value is 0.000 ≤ 0.05, so H0 is rejected, and Ha is accepted. However, there are differences in 

looking at the results from the direct effect to the indirect impact where the value decreases but remains significant, so 
H0 is rejected, and Ha is accepted with partial mediation. The results of testing hypothesis 3 based on the specific 
indirect effect results show that brand trust mediates customer engagement on customer loyalty. However, because the 
results of the direct effect to the indirect effect do not change or remain significant, brand trust only partially mediates 
customer engagement with customer loyalty. In contrast, other factors can mediate between customer engagement and 
loyalty. 

4.4.4. Hypothesis Test 4 
The resulting P-value is 0.035 ≥ 0.05, so H0 is accepted, and Ha is rejected. By looking at the results from the direct 

effect to the indirect impact, where the value decreases and remains insignificant, H0 is accepted, and Ha is rejected 
with no mediation. The results of testing hypothesis 4 based on the specific indirect effect show that trust does not 
mediate brand experience on consumer loyalty. So, it can be said that high or low brand trust cannot provide a brand 
experience for consumer loyalty. 

Table 5 Summary of Hypothesis Testing Results 

No  Hipotesis  Hasil 
1 H1 Supported 
2 H2 Not Supported 
3 H3 Supported 
4 H4 Not Supported 

4.5. Discussion 
4.5.1. Customer engagement affects consumer loyalty 

Based on the results of research that has been tested in PLS, it can be seen that customer engagement affects 
consumer loyalty as seen from the P-Value of 0.002 ≤ 0.05 and also seen from the results of path coefficients of 0.263 
where these results indicate that high and low customer engagement also affects the high and low sense of consumer 
loyalty. Customer engagement is a relationship or relationship created by a company to create a sense of attachment in 
prospective consumers and maintain a sense of loyalty of old consumers to the company's products. One of the factors 
a company can survive for a long time is also due to customer engagement between consumers and a company. These 
results are in line with the results of research [19] that show that customer engagement affects consumer loyalty.  

4.5.2. Brand experience has no effect on consumer loyalty 
Based on the results of research that has been tested in PLS, it can be seen that brand experience does not affect 

consumer loyalty, as seen from the P-Value of 0.248 ≥ 0.05 and also seen from the results of path coefficients of -
0.092 where these results indicate that the presence or absence of brand experience does not affect the sense of loyalty 
in consumers. This aligns with research conducted by Akoglu and Özbek [8]. Brand experience is a process of 
experience consumers gain from seeing an advertisement to buying and selling a product. This brand experience can be 
obtained in terms of products and services provided by a company. Brand experience does not affect brand loyalty but 
is not in line with research conducted by [29]  which concluded that brand experience and brand image influence brand 
loyalty. 

4.5.3. Brand trust mediates customer engagement on consumer loyalty  
Based on the research results that have been tested in PLS, it can be seen that brand trust mediates customer 

engagement on consumer loyalty, as seen from the P-value of 0.000 ≤ 0.05. However, because the P-value value from 
the direct effect to the indirect effect has decreased but is still significant where in the direct effect, the P-value value 
gets a value of 0.002 while in the indirect effect, it gets a value of 0.000, it is concluded that brand trust partially mediates 
customer engagement on consumer loyalty. So, other variables can mediate between customer engagement and customer 
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loyalty. This study's results align with research conducted by Li [23]  that shows that brand trust can mediate brand 
experience and brand image variables on brand loyalty.  

4.5.4. Brand trust does not mediate brand experience on consumer loyalty 
Based on the research results that have been tested in PLS, it can be seen that brand trust does not mediate brand 

experience on consumer loyalty, as seen from the P-value of 0.035 ≤ 0.05. The P-value value from direct effect to 
indirect effect has decreased, whereas, in the direct impact, the P-value value gets a value of 0.248 and is insignificant. 
In contrast, the indirect implications receive a value of 0.035 and remain insignificant. The results of this study are in 
line with research conducted by [7] where brand experience has no effect on brand loyalty through brand trust as its 
mediation but is not in line with research by Ahmed et al.  [3] that brand trust can mediate brand experience and brand 
image variables on brand loyalty and a study conducted by [7] where brand trust has an important role in mediating 
between brand experience and brand loyalty. 

5. CONCLUSION  
Based on the research results that have been explained, it can be seen that this research was conducted to know how 

customer engagement affects consumer loyalty, brand experience affects consumer loyalty, brand trust can mediate 
between customer engagement and consumer loyalty, and brand trust can mediate between brand experience and 
consumer loyalty. The author collects and obtains research data by distributing g-forms online, and then the results of 
the g-form answers are collected and processed using SmartPLS 3.0; the data is processed to go through the outer model, 
inner model, and hypothesis testing. Based on the processed data, the following results are obtained:   

1. Customer engagement affects customer loyalty. 
2. Brand experience has no effect on consumer loyalty. 
3. Brand trust can mediate between customer engagement and consumer loyalty. 
4. Brand trust cannot mediate between brand experience and consumer loyalty. 

5.1. Suggestions and Limitation  
Based on the results of research and data processing, it can be seen that the customer engagement that gets the lowest 

score is a statement containing “I feel satisfied with Scientific products” of 3.32. Companies can consider this to try to 
create and provide a sense of satisfaction to consumers in various ways, such as improving or adding to the formula 
used in skincare products that are sold so that the benefits are increasingly felt by users (product innovation) or providing 
an intensive or award such as promos or discounts to loyal consumers so that this program can add a sense of consumer 
loyalty and satisfaction. 

The brand trust variable that gets the lowest score is “Skintific products always give positive results for me,” with 
an average of 3.35. This means that Skintific companies must always strive to provide good results to their consumers 
so that consumers do not switch to other skincare products. In addition, companies can do this by providing precise and 
complete education or information about the benefits and functions of each product sold so that consumers do not choose 
the wrong product. 

This research has limitations on data coverage that is still not broad enough. Besides that, it is necessary to expand 
the research area. That way, the research can get a wider picture. Future research can further discuss personality traits 
and online marketing. 

REFERENCES 
[1]. J. Ahn and K. J. Back, “Antecedents and consequences of customer brand engagement in integrated resorts,” Int. 

J. Hosp. Manag., vol. 75, no. November 2017, pp. 144–152, 2018, doi: 10.1016/j.ijhm.2018.05.020. 

[3]. Z. Ahmed, ., M. Rizwan, ., M. Ahmad, ., & M. Haq, . (2014). Effect of brand trust and customer satisfaction on 
brand loyalty in Bahawalpur. Journal of Sociological Research, 5(1), 306–326. 
https://doi.org/10.5296/jsr.v5i1.6568 

[4]. O. K. S. Håvold, J. I. Håvold, and R. Glavee-Geo, “Trust in leaders, work satisfaction and work engagement in 
public hospitals,” Int. J. Public Leadersh., vol. 17, no. 2, pp. 145–159, 2021, doi: 10.1108/IJPL-07-2020-0061. 

[5]. R. Thakur, “Understanding Customer Engagement and Loyalty: A Case of Mobile Devices for Shopping,” J. 

[2]. A.Alloza,. (2008). Brand Engagement and Brand Experience at BBVA, the Transformation of a 150 Years Old 
Company. Corporate Reputation Review, 11(4), 371–379. https://doi.org/10.1057/crr.2008.31 

https://doi.org/10.1057/crr.2008.31


  

 

 

 

 
 

 

 

 S. Cachero-Martínez, S., & Vázquez-Casielles, R. (2021). Building consumer loyalty through e-

64             T. Vania et al.

Retail. Consum. Serv., vol. 32, pp. 151–163, 2016, doi: 10.1016/j.jretconser.2016.06.004. 

[6]. M. Yang, A. Al Mamun, M. Mohiuddin, N. C. Nawi, and N. R. Zainol, “Cashless transactions: A study on intention 
and adoption of e-wallets,” Sustain., vol. 13, no. 2, pp. 1–18, 2021, doi: 10.3390/su13020831. 

[7]. G. Das, J. Agarwal, N. K. Malhotra, and G. Varshneya, “Does brand experience translate into brand commitment?: 
A mediated-moderation model of brand passion and perceived brand ethicality,” J. Bus. Res., vol. 95, no. May, pp. 
479–490, 2019, doi: 10.1016/j.jbusres.2018.05.026. 

[9]. C. Menidjel, A. Benhabib, and A. Bilgihan, “Examining the moderating role of personality traits in the relationship 
between brand trust and brand loyalty,” J. Prod. Brand Manag., vol. 26, no. 6, pp. 631–649, 2017, doi:
10.1108/JPBM-05-2016-1163. 

[10] L. M. van der Westhuizen, “Brand loyalty: exploring self-brand connection and brand experience,” J. Prod. Brand 
Manag., vol. 27, no. 2, pp. 172–184, 2018, doi: 10.1108/JPBM-07-2016-1281. 

[11] J. P. B. Kosiba, H. Boateng, A. F. Okoe Amartey, R. O. Boakye, and R. Hinson, “Examining customer engagement 
and brand loyalty in retail banking: The trustworthiness influence,” Int. J. Retail Distrib. Manag., vol. 46, no. 8, 
pp. 764–779, 2018, doi: 10.1108/IJRDM-08-2017-0163. 

[12] J. Kumar and V. Kumar, “Drivers of brand community engagement,” J. Retail. Consum. Serv., vol. 54, no.
September 2018, p. 101949, 2020, doi: 10.1016/j.jretconser.2019.101949. 

[13] M. W. Li, H. Y. Teng, and C. Y. Chen, “Unlocking the customer engagement-brand loyalty relationship in tourism 
social media: The roles of brand attachment and customer trust,” J. Hosp. Tour. Manag., vol. 44, no. June, pp. 
184–192, 2020, doi: 10.1016/j.jhtm.2020.06.015. 

[14] J. Larson, B. J. Jaworski, and J. Larson, “Managing your most loyal customer relationships,” Bus. Horiz., vol. 64, 
no. 1, pp. 141–147, 2021, doi: 10.1016/j.bushor.2020.09.002. 

[15] F. F. Cheng, C. S. Wu, and Y. C. Chen, “Creating customer loyalty in online brand communities,” Comput. Human 
Behav., vol. 107, no. 181, p. 105752, 2020, doi: 10.1016/j.chb.2018.10.018. 

[16] V. Bruneau, V. Swaen, and P. Zidda, “Are loyalty program members really engaged? Measuring customer
engagement with loyalty programs,” J. Bus. Res., vol. 91, no. January, pp. 144–158, 2018,
doi:10.1016/j.jbusres.2018.06.002. 

[17] M. J. Alhabeeb, “On consumer trust and product loyalty,” Int. J. Consum. Stud., vol. 31, no. 6, pp. 609–612, 2007, 
doi: 10.1111/j.1470-6431.2007.00622.x. 

[18] H. J. Song, J. H. Wang, and H. Han, “Effect of image, satisfaction, trust, love, and respect on loyalty formation for 
name-brand coffee shops,” Int. J. Hosp. Manag., vol. 79, no. December 2018, pp. 50–59, 2019, doi:
10.1016/j.ijhm.2018.12.011. 

[19] P. Harrigan, U. Evers, M. P. Miles, and T. Daly, “Customer engagement and the relationship between involvement, 
engagement, self-brand connection and brand usage intent,” J. Bus. Res., vol. 88, no. November, pp. 388–396, 
2018, doi: 10.1016/j.jbusres.2017.11.046. 

[23] A. Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, I., Rêgo, R., Silva, R., Oliveira, M., & Meirinhos, 
G. (2022). Trust and Loyalty in Building the Brand Relationship with the Customer: Empirical Analysis 

[8]. H. Akoglu., & O. Özbek. (2022). The effect of brand experiences on brand loyalty through perceived quality and 
brand trust: a study on sports consumers. Asia Pacific Journal of Marketing and Logistics, 34(10), 2130–2148. 
https://doi.org/10.1108/APJML-05-2021-0333 

[20] C. Sagnier, E. Loup-Escande, D. Lourdeaux, I. Thouvenin, and G. Valléry, “User Acceptance of Virtual Reality: 
An Extended Technology Acceptance Model,” Int. J. Hum. Comput. Interact., vol. 36, no. 11, pp. 993–1007, 2020, 
doi: 10.1080/10447318.2019.1708612. A. Bilgihan. (2016). Gen y customer loyalty in online shopping: An
integrated model of trust, user experience and branding. Computers in Human Behavior, 61, 103–113. 
https://doi.org/10.1016/j.chb.2016.03.014 

[21]  J. Brakus,. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is It? How Is It Measured? Does 
It Affect Loyalty? Journal of Marketing, 73(3), 52–68. https://doi.org/10.1509/jmkg.73.3.52  

[22]
shopping experiences: The mediating role of emotions. Journal of Retailing and Consumer Services, 
60(January), 1–10. https://doi.org/10.1016/j.jretconser.2021.102481 

https://doi.org/10.1108/APJML-05-2021-0333
https://doi.org/10.1016/j.chb.2016.03.014
https://doi.org/10.1509/jmkg.73.3.52
https://doi.org/10.1016/j.jretconser.2021.102481


  

 

 

 

 

 

 

 

 

 

     Customer Engagement and Brand Experience on Consumer Loyalty        65

in a Retail Chain in Northern Brazil. Journal of Open Innovation: Technology, Market, and Complexity, 
8(3). https://doi.org/10.3390/joitmc8030109 

[25] J.W. Creswell. (2009). Research design: Qualitative, quantitative, and mixed methods approaches (3rd ed.). Sage 
Publications, Inc. 

[26] G. Dash,., Kiefer, K., & Paul, J. (2021). Marketing-to-Millennials: Marketing 4.0, customer satisfaction and
purchase intention. Journal of Business Research, 122(October 2020), 608–620. 
https://doi.org/10.1016/j.jbusres.2020.10.016 

[28] J. Hwang,., & Choi, L. (2020). Having fun while receiving rewards?: Exploration of gamification in
loyalty programs for consumer loyalty. Journal of Business Research, 106(January), 365–376. 
https://doi.org/10.1016/j.jbusres.2019.01.031 

[29]  C. H. Jin,., Yoon, M. S., & Lee, J. Y. (2019). The influence of brand color identity on brand association and loyalty. 
Journal of Product and Brand Management, 28(1), 50–62. https://doi.org/10.1108/JPBM-09-2017-1587 

[30] H. Kaur, Paruthi, M., Islam, J. U., & Hollebeek, L. D. (2020). The role of brand community identification and 
reward on consumer brand engagement and brand loyalty in virtual brand communities. Telematics and
Informatics, 46, 101321. https://doi.org/10.1016/j.tele.2019.101321 

[33] J. Koot, J. (2016). Customer engagement. Australian Journal of Pharmacy, 97(1147), 35.
https://doi.org/10.1177/1094670511411703 

[36] S. Ozdemir, , Zhang, S. J., Gupta, S., & Bebek, G. (2020). The effects of trust and peer influence on 
corporate brand—Consumer relationships and consumer loyalty. Journal of Business Research, 
117(February), 791–805. https://doi.org/10.1016/j.jbusres.2020.02.027 

[38] N. Rubio, , Villaseñor, N., & Yagüe, M. J. (2017). Creation of consumer loyalty and trust in the retailer through 
store brands: The moderating effect of choice of store brand name. Journal of Retailing and Consumer Services, 
34, 358–368. https://doi.org/10.1016/j.jretconser.2016.07.014 

[39] U. Sekaran, Bougie, Roger. (2020). Research Methods For Business : A Skill Building Approach (8th ed. (Asia
Edition)). Hoboken: Wiley. 

[40] I. P. Y.  Semadi, & Ariyanti, M. (2018). the Influence of Brand Experience, Brand Image, and Brand Trust on 
Brand Loyalty of Abc-Cash. Asian Journal of Management Sciences & Education, 7(3), 12–23. 

[42] M. Srivastava, , & Kaul, D. (2016). Exploring the link between customer experience-loyalty-consumer spend.
Journal of Retailing and Consumer Services, 31, 277–286. https://doi.org/10.1016/j.jretconser.2016.04.009 

[24] F. Cheng, F. F., Wu, C. S., & Chen, Y. C. (2020). Creating customer loyalty in online brand communities.
Computers in Human Behavior, 107(181), 105752. https://doi.org/10.1016/j.chb.2018.10.018 

[27] A. Daragmeh, Sági, J., & Zéman, Z. (2021). Continuous intention to use e-wallet in the context of the 
covid-19 pandemic: Integrating the health belief model (hbm) and technology continuous theory (tct). 
Journal of Open Innovation: Technology, Market, and Complexity, 7(2). 
https://doi.org/10.3390/joitmc7020132 

[31] I. Khan, ., Hollebeek, L. D., Fatma, M., Islam, J. U., & Rahman, Z. (2020). Brand engagement and experience in 
online services. Journal of Services Marketing, 34(2), 163–175. https://doi.org/10.1108/JSM-03-2019-0106 

[32] P. Kotler, K. L. Keller, Marketing Management, Global Edition, Pearson Higher Ed, 26 Okt 2021  

[34] M. W. Li, , Teng, H. Y., & Chen, C. Y. (2020). Unlocking the customer engagement-brand loyalty relationship in 
tourism social media: The roles of brand attachment and customer trust. Journal of Hospitality and Tourism
Management, 44(June), 184–192. https://doi.org/10.1016/j.jhtm.2020.06.015 

[35] J. Munuera-Aleman,  L., Delgado-Ballester, E., & Yague-Guillen, M. J. (2003). Development and Validation of a 
Brand Trust Scale. International Journal of Market Research, 45(1), 1–18. 
https://doi.org/10.1177/147078530304500103 

[37] T.Samarah, Bayram, P., Aljuhmani, H. Y., & Elrehail, H. (2022). The role of brand interactivity and involvement 
in driving social media consumer brand engagement and brand loyalty: the mediating effect of brand trust. Journal 
of Research in Interactive Marketing, 16(4), 648–664. https://doi.org/10.1108/JRIM-03-2021-0072 

[41] K. K. F. So, , King, C., Sparks, B. A., & Wang, Y. (2016). The Role of Customer Engagement in Building Consumer 
Loyalty to Tourism Brands. Journal of Travel Research, 55(1), 64–78. https://doi.org/10.1177/0047287514541008 

https://doi.org/10.1016/j.chb.2018.10.018
https://doi.org/10.3390/joitmc7020132
https://doi.org/10.1108/JSM-03-2019-0106
https://www.google.co.id/search?hl=id&tbo=p&tbm=bks&q=inauthor:%22Philip+Kotler%22
https://www.google.co.id/search?hl=id&tbo=p&tbm=bks&q=inauthor:%22Kevin+Lane+Keller%22
https://doi.org/10.1016/j.jhtm.2020.06.015
https://doi.org/10.1177/147078530304500103
https://doi.org/10.1108/JRIM-03-2021-0072
https://doi.org/10.1177/0047287514541008


  

 

 

 

 

 

 

 

  

[43] X.  Yu,., Yuan, C., Kim, J., & Wang, S. (2021). A new form of brand experience in online social networks: An 
empirical analysis. Journal of Business Research, 130(June 2019), 426–435. 
https://doi.org/10.1016/j.jbusres.2020.02.011 

66             T. Vania et al.

        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

http://creativecommons.org/licenses/by-nc/4.0/

	Customer Engagement and Brand Experience on Consumer Loyalty The Role of Brand Trust as A Mediating Variable



