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 Background: Indonesia's expanding Muslim fashion market has 
intensified competition between brands, increasing the importance of 
retaining loyal customers. Previous research has produced inconsistent 
findings on the relationship between brand experience and brand loyalty, 
indicating that the psychological process connecting the two requires 
further examination. 
Objective: This study examines the effects of brand personality and brand 
experience on brand loyalty and assesses the mediating role of brand trust 
in the relationship between brand experience and brand loyalty among 
Indonesian consumers of Muslim fashion branded garments. 
Methods: The study used a quantitative approach with purposive 
sampling techniques. Data from 148 consumers of Muslim fashion 
branded garments were obtained through purposive sampling using a 
five-point Likert-scale questionnaire and were analyzed with Structural 
Equation Modeling (SEM) in AMOS. 
Results: The results indicate that brand personality positively affects 
brand loyalty (β = 0.632, p < 0.001). Brand experience also has positive 
effects on brand loyalty (β = 0.324, p = 0.004) and brand trust (β = 0.444, 
p < 0.001). In addition, brand trust positively affects brand loyalty (β = 
0.500, p < 0.001) and partially mediates the relationship between brand 
experience and brand loyalty. 
Conclusion: Brand loyalty is shaped by both brand personality and brand 
experience, while brand trust explains part of the pathway through which 
brand experience strengthens loyalty. In terms of Stimulus-Organism-
Response (SOR) Theory, findings show that brand-related stimuli can 
contribute to loyalty through consumer trust. The study is limited to the 
Indonesian context and examines brand trust as the sole mediator.  
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INTRODUCTION 

Brand loyalty is an important indicator of how effectively an organization maintains 
lasting relationships with consumers. Loyal consumers are more likely to make repeat purchases, 
and this continuity can support business sustainability as market competition becomes more 
intense. For this reason, maintaining loyalty is especially relevant to Indonesia's Muslim fashion 
branded garment sector, where industry growth is accompanied by stronger competition among 
brands. 
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As the Muslim fashion sector expands, retaining consumers and maintaining loyalty have 
become increasingly strategic. According to the State of the Global Islamic Economy Report 
(SGIER) 2024/2025, Indonesia remains among the largest Muslim consumer markets for modest 
fashion products. In 2023, Muslim consumer spending across six major sectors reached USD 2.43 
trillion and is projected to rise by 5.3% to USD 3.36 trillion by 2028. Data from the Central 
Statistics Agency Statistik (2024) also indicate that the textile and apparel industry continues to 
contribute to Indonesia's national processing industry. In addition, Indonesia's modest fashion 
exports to member countries of the Organization of Islamic Cooperation (OIC) reached USD 990 
million in 2023, up from USD 540 million in the previous year. Taken together, these 
developments point to substantial potential in the Muslim Fashion Branded Garment market. 

This market opportunity is accompanied by increasingly strong competition. In 2024, the 
Indonesian Ministry of Industry recorded approximately 594 thousand small-scale apparel 
enterprises employing roughly 1.2 million workers. As more businesses enter the market, 
consumers gain wider choices in design, quality, price, and marketing concepts, which makes 
brand loyalty more difficult to maintain. Challenges are also evident in consumer retention and 
switching behavior. Khairullah et al. (2025a)  reported that approximately 40% of Muslim fashion 
consumers switched brands within a 12-month period, while the Indonesia (2024) reported that 
retention rates for branded Muslim fashion garments remained below 50%. These conditions 
indicate that product attributes alone are insufficient and that companies need to understand the 
factors and psychological processes that sustain brand loyalty. 

The theoretical foundation of this study is the Stimulus-Organism-Response (SOR) 
framework introduced by Mehrabian and Russell (1974) and Roessler et al. (2022). The SOR 
framework proposes that environmental stimuli influence an individual's internal psychological 
state before producing a behavioral response. In this research, Brand Personality and Brand 
Experience represent brand-related stimuli encountered by consumers during their interactions 
with brands. Brand Trust is positioned as the organismic component because it reflects 
consumers' internal psychological confidence in the brand, whereas Brand Loyalty represents the 
behavioral response expressed through continued commitment to the brand. The framework 
therefore provides a basis for explaining how external brand cues can shape loyalty through an 
internal psychological process. In applying SOR Theory to consumer-brand relationships, this 
study places Brand Trust as the mechanism connecting brand-related experiences with loyalty. 

Based on the market conditions, research gap, and theoretical perspective described 
above, this study examines the effects of Brand Personality and Brand Experience on Brand 
Loyalty among Indonesian consumers of Muslim Fashion Branded Garments. It also tests the effect 
of Brand Experience on Brand Trust, the effect of Brand Trust on Brand Loyalty, and the mediating 
role of Brand Trust in the relationship between Brand Experience and Brand Loyalty. The study 
is expected to contribute theoretically by clarifying the psychological pathway connecting brand 
experience with loyalty within the SOR framework. From a practical perspective, the findings are 
expected to guide Muslim fashion companies in developing experience-based differentiation 
strategies that strengthen Brand Trust as a foundation for lasting Brand Loyalty. 

This study uses the Stimulus-Organism-Response (SOR) framework introduced by 
Mehrabian and Russell (1974) and Roessler et al. (2022) as its theoretical foundation. The 
framework explains that stimuli from the surrounding environment first influence an individual's 
internal or psychological state (the organism) and subsequently lead to a particular behavioral 
response. In consumer behavior, brand loyalty refers to a continuing commitment to repurchase 
and maintain a consistent preference for a particular brand even when alternative brands are 
available (Dan Dey, 2022; Oliver, 1999). 

Within this study, brand experience and brand personality are treated as stimuli that 
shape consumer psychology, while brand trust represents the organism and brand loyalty 
represents the response. Loyalty can therefore emerge through internal psychological processes 
triggered by the stimuli consumers receive. Brand experience develops through the various 
interactions and experiences consumers have with a brand (Hyun & Marsden, 2024). Those 
experiences may influence consumers' internal psychological state in the form of brand trust, 
which can then encourage a behavioral response expressed as brand loyalty. Accordingly, SOR 
Theory is used to explain how brand experience and brand trust contribute to the formation of 
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consumer loyalty toward a brand. 
Brand Personality is defined as the set of human characteristics associated with a brand 

Aaker (1997) and Dobre et al. (2025). These human-like attributes allow consumers to perceive a 
brand as having particular traits, values, and distinctive qualities (Dobre et al., 2025). A strong 
brand personality can support emotional attachment, personal identification, and a long-term 
relationship with the brand, which may ultimately encourage the development of brand loyalty. 

According to Brakus et al. (2009) and Lesmana et al. (2023), brand experience includes 
the sensory, affective, cognitive, and behavioral responses generated by brand-related stimuli 
such as brand design, identity, packaging, marketing communication, and the commercial 
environment. The concept extends beyond product attributes to include the emotional 
experiences and interactions associated with purchasing and consuming products (Lesmana et 
al., 2023). Accordingly, brand experience develops across the various points of contact consumers 
have with a brand, rather than only through product use. 

According to Chaudhuri and Holbrook (2001) and Sang and Cuong (2025a), brand trust 
reflects a customer's willingness to rely on a brand in pursuing expected outcomes. It captures the 
psychological confidence consumers place in a brand's ability to meet their expectations 
consistently (Selvakumar et al., 2025). This confidence is important in sustaining long-term 
relationships between consumers and brands. As consumers become familiar with a product, they 
may increasingly depend on the brand's competence to fulfill expectations, which can encourage 
favorable attitudes and stronger trust (Ibrahim & Abd Ghani, 2025). 

Brand loyalty refers to a strong consumer commitment to continue repurchasing or 
resubscribing to a preferred product or service in the future despite situational influences or 
competing marketing efforts that may encourage switching (Dan Dey, 2022; Oliver, 1999). It is 
also regarded as a strategic organizational asset because it can support customer retention and 
sustained profitability through consumer trust and satisfaction (Pal, 2025). Therefore, companies 
need positive brand experiences, strong brand characteristics, and consumer trust to encourage 
loyalty over time.  

This study has both theoretical and practical implications. Theoretically, examining Brand 
Trust as a mediator within the SOR framework contributes to understanding the psychological 
process that connects external brand stimuli with consumer responses. Practically, for Muslim 
fashion companies operating in intense competition, understanding how positive brand 
experiences are converted into trust and ultimately loyalty can guide differentiation strategies 
that extend beyond product attributes alone. 

Previous research has frequently linked Brand Personality, Brand Experience, and Brand 
Trust with Brand Loyalty. Brand Personality refers to human-like characteristics associated with 
a brand and can strengthen consumers' emotional attachment to it (Dobre et al., 2025). Brand 
Experience covers sensory, affective, cognitive, and behavioral responses that arise when 
consumers interact with a brand (Brakus et al., 2009; Sang & Cuong, 2025a). Brand Trust, in turn, 
reflects consumers' willingness to rely on a brand and their belief that it will fulfill its 
commitments (Chaudhuri & Holbrook, 2001; Sang & Cuong, 2025a). Conceptually, these 
constructs help explain how enduring consumer-brand relationships are developed. However, 
empirical findings do not consistently show that Brand Experience is directly translated into 
Brand Loyalty. Jabar et al. (2026) found no significant direct effect of Brand Experience on Brand 
Loyalty, whereas Khairullah et al. (2025a)  reported a positive relationship. This difference 
suggests that an underlying psychological mechanism may help explain how Brand Experience 
contributes to Brand Loyalty. 

Brand Trust offers a theoretically relevant explanation for this inconsistency. Favorable 
experiences with a brand can strengthen consumers' confidence in its reliability and 
trustworthiness, and this confidence may encourage them to continue their relationship with the 
brand. Prior studies have reported positive associations between Brand Experience and Brand 
Trust as well as between Brand Trust and Brand Loyalty (Khairullah et al., 2025b; Leoparjo et al., 
2025; Sang & Cuong, 2025b). However, these relationships have often been examined separately 
or in different sectoral contexts. Among Indonesian consumers of branded Muslim fashion 
garments, the process through which Brand Experience influences Brand Loyalty through Brand 
Trust therefore remains insufficiently examined. The research gap addressed here concerns not 
merely the inclusion of Brand Trust, but a clearer explanation of the psychological process 



Mustika Elsa Nur Adhi, Yolanda Masnita, Kurniawati Increasing Brand... 
 
 

Journal of Business, Social and Technology | 2334  

connecting consumers' experiences with loyalty through trust. 
To address this gap, this study examines Brand Trust as a mediating variable between 

Brand Experience and Brand Loyalty, while Brand Personality is examined as a direct predictor of 
Brand Loyalty. This framework provides a clearer explanation of how Brand Experience may 
influence Brand Loyalty through the development of Brand Trust. The study contributes to the 
literature by empirically examining the mediating role of Brand Trust in the context of Indonesian 
consumers of branded Muslim fashion garments. Rather than simply introducing an additional 
variable, this study investigates how Brand Trust helps explain the relationship between Brand 
Experience and Brand Loyalty. 

 
Research Framework 
 The conceptual model proposes that Brand Experience and Brand Personality influence 
Brand Loyalty, with Brand Trust positioned as an mediating variable between Brand Experience 
and Brand Loyalty. The relationships among the research variables are summarized in the 
conceptual model presented in the figure 1. 
 

 
 
 
 
 

 
 
 
 
 
 
 

 
 

Figure 1. Research Conceptual Model 
 

Research Hypothesis 
The Influence of Brand Personality on Brand Loyalty 

Brand personality is expected to contribute to stronger brand loyalty. Kusumadewi et al. 
(2025) found that brand personality has a positive and statistically significant influence on brand 
loyalty in products. Chariri et al. (2025) likewise show that consumers are more likely to maintain 
relationships with brands whose attributes are attractive, superior, and consistent with their 
preferences. Lu et al. (2025) reported that distinctive brand characteristics can reinforce the 
connection between consumers and brands and consequently increase loyalty. Kochhar et al. 
(2025) also explained that brand personality contributes to brand loyalty through the relationship 
developed between consumers and brands. Taken together, these findings suggest that stronger 
brand personality is associated with higher consumer brand loyalty. Based on these findings, the 
following hypothesis is proposed: 
H1: There is a positive influence of Brand Personality on Brand Loyalty. 

 
The Influence of Brand Experience on Brand Loyalty 

Brand experience is also expected to strengthen brand loyalty because favorable 
experiences can improve consumers' perceptions of a brand and reinforce their commitment to it 
(Jibran et al., 2025). Prastiwi et al. (2025) found that brand experience has a positive and 
significant effect on brand loyalty through the development of emotional attachment and 
confidence in the brand. Jaya and Saragih (2025) likewise showed that experiences obtained while 
using products can deepen consumers' attachment to a brand and encourage loyalty. Jun et al. 
(2025) reported that positive brand experiences can support customer retention, customer 
loyalty, and long-term relationships between consumers and brands. These studies indicate that 
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brand experience can enhance consumer loyalty. Because brand experience reflects the 
cumulative value obtained from sensory, affective, intellectual, and behavioral interactions with a 
brand, more favorable experiences are expected to correspond with stronger loyalty. Based on 
these findings, the following hypothesis is proposed: 
H2: There is a positive influence of Brand Experience on Brand Loyalty. 

 
The Influence of Brand Experience on Brand Trust  

Positive experiences during interactions with a brand can strengthen consumers' 
confidence that the brand is capable of meeting expectations and providing the promised benefits 
(Leoparjo et al., 2025). Sang and Cuong (2025b) found that the sensory, affective, intellectual, and 
behavioral dimensions of brand experience positively influence brand trust. Indriani & Waskito 
(2025) further showed that favorable experiences during information search, purchasing, and 
service use can increase consumers' trust in brands. Haq et al. (2025) similarly reported that 
experiences formed during brand interactions can reinforce trust and support the development 
of Brand Trust. Collectively, these findings suggest that more positive brand experiences are 
associated with greater trust in the brand. Brand Experience reflects what consumers encounter 
during their interactions, whereas Brand Trust represents confidence in the brand's competence 
and trustworthiness. Based on these findings, the following hypothesis is proposed: 
H3: There is a positive influence of Brand Experience on Brand Trust. 

 
The Influence of Brand Trust on Brand Loyalty 

Previous empirical research generally indicates a positive relationship between brand 
trust and brand loyalty. Khairullah et al. (2025b) found that consumers with stronger trust in a 
brand are more likely to make repeat purchases and maintain long-term relationships with that 
brand. Abeywickrama et al. (2025) likewise reported that brand trust can reinforce consumer-
brand relationships and strengthen customer loyalty. Deng et al. (2025) found that consumers 
who trust a brand are more inclined to develop brand attachment and are less likely to switch to 
competitors. Tran et al. (2025) also identified brand trust as one of the main factors supporting 
the development of brand loyalty. These findings suggest that greater confidence in a brand's 
dependability and integrity is associated with a stronger commitment to continue choosing and 
using the brand. Based on these findings, the following hypothesis is proposed: 
H4: There is a positive influence of Brand Trust on Brand Loyalty. 

 
The Role of Brand Trust Mediation in the Relationship of Exprience Brand to Brand Loyalty  

The effect of brand experience on brand loyalty may operate through an internal 
psychological process. Sang and Cuong (2025b) identified Brand Trust as a mediating variable in 
the relationship between Brand Experience and Brand Loyalty. Liaquat et al. (2025) also showed 
that experiential value accumulated through brand interactions can build trust, which 
subsequently reinforces consumer loyalty. Kim et al. (2026) described brand trust as an important 
element in sustaining long-term consumer-brand relationships and supporting loyalty. Saktiana 
(2025) further found that brand experience does not directly increase loyalty but operates 
through the prior development of brand trust. Taken together, these findings support the view 
that Brand Trust explains how favorable brand experiences can be translated into stronger Brand 
Loyalty. Based on these findings, the following hypothesis is proposed: 
H5: Brand Trust mediates the influence of Brand Experience on Brand Loyalty. 

 
METHOD 

This study applied a quantitative methodology with a causal-explanatory research design 
to test the proposed relationships among Brand Personality, Brand Experience, Brand Trust, and 
Brand Loyalty, including the mediating role of Brand Trust between Brand Experience and Brand 
Loyalty. The research was conducted in four stages: instrument development and validation, data 
collection, preliminary assessment of data quality, and hypothesis and mediation testing. The 
target population consisted of Indonesian male and female consumers who had previously 
purchased Muslim Fashion Branded Garments. Participants were drawn from Jakarta, Surabaya, 
Bandung, and Medan, which represent important markets for Muslim fashion branded garments. 

Purposive sampling was applied using predetermined inclusion criteria. Respondents 
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were required to have purchased Muslim Fashion Branded Garments within the previous six 
months, be between 18 and 60 years old, have experience with at least one Muslim fashion brand 
in Indonesia such as Buttonscarves, Benang Jarum, BHS Sarong, Napocut, or a similar brand, and 
have purchased the brand at least twice. Eligibility was checked through an initial screening 
question in the Google Forms questionnaire before respondents proceeded to the main survey. 
Following Hair et al. (2021, 2022), the required sample size was determined at five to ten times 
the number of research indicators. With 25 statement items, the minimum sample requirement 
was 125 respondents. The final sample consisted of 148 respondents who met the predetermined 
criteria. 

Primary data were collected electronically through Google Forms using a structured, 
closed-ended questionnaire. The instrument contained 25 statement items measuring Brand 
Personality, Brand Experience, Brand Trust, and Brand Loyalty and was validated through expert 
review before data collection. Responses were recorded on a five-point Likert scale ranging from 
1 (strongly disagree) to 5 (strongly agree). Validity and reliability were first assessed with SPSS, 
after which Structural Equation Modeling (SEM) was used to test the hypothesized relationships 
among the constructs and the mediating role of Brand Trust. 

The selection of SEM is based on research objectives that focus on testing predictive 
relationships between variables as well as the development of conceptual models involving 
mediating variables. Data analysis was carried out using analysis of moment structures (AMOS) 
software. 

 
RESULTS AND DISCUSSION 

Results 
 
Table 1 
Research Variable Indicators 
Variable Indicators in English Indicators in Bahasa References 

 

I have had a good experience 
with this brand 

Saya memiliki pengalaman yang 
baik dengan merek ini (Jabar et al., 2026) 

  
I have had a rewarding 
experience with this brand 

Saya memperoleh pengalaman 
yang memuaskan dari merek ini 

(Jabar et al., 2026) 

 Brand 
Experience 

My experience with this 
brand is useful 

Pengalaman saya dengan merek 
ini memberikan manfaat bagi 
saya 

(Jabar et al., 2026) 

  

The brand has many features 
that are not common to other 
brands 

Merek ini memiliki berbagai 
keunggulan yang tidak dimiliki 
oleh merek lain 

(Jabar et al., 2026) 

  
I think this brand enhances 
my personal fashion style  

Saya merasa merek ini dapat 
meningkatkan gaya fashion saya 

(Jabar et al., 2026) 

  
My experience with this 
brand is thrilling 

Pengalaman saya dengan merek 
ini memberikan kesan yang 
menyenangkan 

(Jabar et al., 2026) 

 
 

I consider myself loyal to this 
brand 

Saya menganggap diri saya 
sebagai pelanggan yang loyal 
terhadap merek ini 

(Jabar et al., 2026) 

  
I buy this brand whenever I 
can 

Saya membeli merek ini setiap 
kali memiliki kesempatan 

(Jabar et al., 2026) 

  
I buy as much of this brand as 
I can 

Saya berusaha membeli produk 
dari merek ini sebanyak mungkin 
sesuai kebutuhan saya 

(Jabar et al., 2026) 
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Variable Indicators in English Indicators in Bahasa References 

 Brand 
Loyalty 

It would make a lot of 
difference to me if I had to 
use another brand 

Saya akan merasa berbeda jika 
harus menggunakan merek lain 
selain merek ini 

(Jabar et al., 2026) 

  
I would go out of my way to 
use this brand  

Saya bersedia mengeluarkan 
usaha lebih untuk tetap 
menggunakan merek ini 

(Jabar et al., 2026) 

  
I feel this is the only brand of 
the clothes I need 

Saya merasa merek ini 
merupakan pilihan utama untuk 
memenuhi kebutuhan pakaian 
saya (Jabar et al., 2026) 

  
This is the One brand I would 
prefer to use 

Merek ini adalah merek yang 
paling saya pilih untuk 
digunakan 

(Jabar et al., 2026) 

 
This brand is attractive 

Merek ini memiliki daya tarik 
yang tinggi bagi saya 

(Jabar et al., 2026) 

  This brand is distinctive 

Merek ini memiliki karakteristik 
yang khas dibandingkan merek 
lain 

(Jabar et al., 2026) 

  
This brand helps me to 
express myself 

Merek ini membantu saya 
mengekspresikan diri saya 

(Jabar et al., 2026) 

 Brand 
Personality 

This brand reflects my 
personality 

Merek ini mencerminkan 
kepribadian saya 

(Jabar et al., 2026) 

  This brand enhances myself 
Merek ini membuat saya merasa 
lebih baik tentang diri saya 

(Jabar et al., 2026) 

  

This brand does not have the 
same features as other 
brands 

Merek ini memiliki karakteristik 
yang berbeda dari merek lainnya 

(Jabar et al., 2026) 

  
The brand is completely 
different from other brands 

Merek ini benar-benar berbeda 
dibandingkan merek lain 

(Jabar et al., 2026) 

 
I trust this brand (I believe). Saya mempercayai merek ini. (Ariani, 2025)  

  

I think this brand is a 
company that strives to keep 
its promise to customers. 

Saya berpikir bahwa merek ini 
berupaya untuk menepati 
janjinya kepada pelanggan. 

(Ariani, 2025) 

 Brand Trust 
I think this brand is stable for 
its customers. 

Saya berpikir bahwa merek ini 
dapat diandalkan secara 
konsisten bagi pelanggannya. 

(Ariani, 2025) 

  

I would like this brand to 
continue to provide quality 
products/services to its 
customers. 

Saya berharap merek ini terus 
memberikan produk/layanan 
yang berkualitas kepada 
pelanggannya. 

(Ariani, 2025) 

  
This brand meets my 
expectations. 

Merek ini memenuhi harapan 
saya. 

(Ariani, 2025) 
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Table 2 
Respondent Profile 

Respondent Profile Quantity % 
Gender 

  

Male 33 22,3 
Women 115 77,7 
Total 148 100 
Age 

  

< 20 years old 8 5,4 
20–29 years old 68 45,9 
30–39 years old 42 28,4 
40–49 years old 17 11,5 
50–59 years old 10 6,8 
> 60 years old 3 2 
Total 148 100 
Final Education 

  

High School/Equivalent 40 27 
Diploma 26 17,6 
Bachelor (S1) 75 50,7 
Master (S2) 7 4,7 
Total 148 100 
Average Spending on Buying Fashion Products per Month 

  

< IDR 500,000 36 24,3 
IDR 500,000 – IDR 1,000,000 62 41,9 
IDR 1,000,001 – IDR 1,500,000 24 16,2 
IDR 1,500,001 – IDR 2,000,000 14 9,5 
> IDR 2,000,000 12 8,1 
Total 148 100 
Muslim Fashion Brands Most Frequently Purchased or Used by 
Respondents 

Quantity % 

Benang Jarum 20 13,5 
Buttonscarves 25 16,9 
Wearing Klamby 21 14,2 
Elzatta 12 8,1 
Hijab Chic 15 10,1 
Rabbani 16 10,8 
BHS Sarong 7 4,7 
Napocut 8 5,4 
Lafiye 10 6,8 
Others 14 9,5 
Total 148 100 

Source: Primary Data, 2026 
 
Table 2 summarizes the demographic characteristics of the 148 respondents who met the 

established research criteria. The largest age group was 20-29 years, comprising 68 respondents 
(45.9%). Women represented the majority of the sample, with 115 respondents (77.7%). In terms 
of education, 75 respondents (50.7%) were Bachelor (S1) graduates. For average monthly 
spending on fashion products, the most common category was IDR 500,000-IDR 1,000,000, 
reported by 62 respondents (41.9%). Among the Muslim Fashion Branded Garment brands listed, 
Buttonscarves was the most frequently purchased or used, selected by 25 respondents (16.9%). 
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Table 3 
Validity, Reliability and Descriptive Statistics Test 

Variable Indicator Red (SD) Loading Factor Verdict Cronbach's Alpha 

 BP1 3,88 (0,67) 0,525 Valid  

  BP2 4,02 (0,67) 0,675 Valid   

  BP3 3,95 (0,68) 0,63 Valid   

 Brand Personality BP4 3,97 (0,69) 0,726 Valid  0.850 (Reliable) 

  BP5 3,91 (0,76) 0,671 Valid   

  BP6 3,97 (0,74) 0,709 Valid   

  BP7 3,93 (0,73) 0,748 Valid   

 BE1 3,80 (0,68) 0,722 Valid  

  BE2 3,79 (0,73) 0,645 Valid   

 Brand Experience BE3 3,85 (0,69) 0,68 Valid  0.836 (Reliable) 

  BE4 3,86 (0,69) 0,697 Valid   

  BE5 3,91 (0,70) 0,674 Valid   

  BE6 3,86 (0,70) 0,648 Valid   

 BT1 3,99 (0,76) 0,757 Valid  

  BT2 3,93 (0,68) 0,723 Valid   

 Brand Trust BT3 3,95 (0,66) 0,501 Valid  0.804 (Reliable) 

  BT4 3,99 (0,72) 0,669 Valid   

  BT5 4,01 (0,66) 0,708 Valid   

 BL1 3,95 (0,74) 0,755 Valid  

  BL2 4,04 (0,73) 0,675 Valid   

  BL3 4,06 (0,73) 0,706 Valid   

 Brand Loyalty BL4 4,01 (0,74) 0,68 Valid  0.862 (Reliable) 

  BL5 3,93 (0,71) 0,606 Valid   

  BL6 4,02 (0,68) 0,631 Valid   

  BL7 4,05 (0,75) 0,666 Valid   

Source: SEM AMOS 
 
The validity results show that every variable indicator obtained a value above 0.50, 

indicating that all indicators were able to measure the variables in this study. The instrument also 
met the reliability requirement because all variables and components recorded Cronbach's alpha 
coefficients above the 0.60. 

 
 



Mustika Elsa Nur Adhi, Yolanda Masnita, Kurniawati Increasing Brand... 
 
 

Journal of Business, Social and Technology | 2340  

Table 4 
Test Goodness of fit 

Criteria Critical Values Results Conclusion 

Probability ≥ 0.05 0,108 Goodness of Fit 

CMIN/DF ≤ 3.00 1,108 Goodness of Fit 

GFI ≥ 0.90 0,868 Marginal Fit 

AGFI ≥ 0.90 0,841 Marginal Fit 

NFI ≥ 0.90 0,817 Marginal Fit 

RFI ≥ 0.90 0,797 Poor Fit 

TLI ≥ 0.90 0,976 Goodness of Fit 

CFI ≥ 0.90 0,978 Goodness of Fit 

RMSEA ≤ 0.08 0,027 Goodness of Fit 

Source: SEM AMOS 
 
The goodness-of-fit assessment shows that CMIN/DF, TLI, CFI, and RMSEA meet the 

established fit criteria. The GFI, AGFI, and RFI values are described as indicating marginal fit. On 
the basis of these reported values, the analytical model is considered to meet the goodness-of-fit 
standards and is therefore regarded as methodologically appropriate for subsequent testing. 

 
Diagram Structural Equation Modelling 
 

 
Figure 2. Diagram Structural Equation Modelling 

 
To make the structural equation modelling results easier to read, the relationships shown 

in Figure 1 are summarized in the table 5. 
 

Table 5 
Hypothesis test results 

Hypothesis Estimate P-Value Verdict 
Direct       
H1. Brand Personality → Brand Loyalty 0,632 0,000 Supported 
H2. Brand Experience → Brand Loyalty 0,324 0,004 Supported 
H3. Brand Experience → Brand Trust 0,444 0,000 Supported 
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Hypothesis Estimate P-Value Verdict 
H4. Brand Trust → Brand Loyalty 0,500 0,000 Supported 
Indirect       

H5. Brand Trust mediates the influence of Brand 
Experience on Brand Loyalty 

0,390 0,000 
Supported 
(Partial 
Mediation) 

Source: SEM AMOS 
 

The path coefficients and p-values provide empirical support for the proposed theoretical 
framework. All five hypotheses are statistically significant at the p<0.01 level, indicating strong 
confidence in the relationships tested. The standardized coefficients range from 0.324 to 0.632; 
Brand Personality has the strongest direct effect on loyalty (0.632), followed by Brand Trust 
(0.500), while Brand Experience shows both a direct effect (0.324) and an indirect effect through 
trust mediation. The reported goodness-of-fit measures (CMIN/DF, TLI, CFI, RMSEA) indicate 
adequate model specification. Overall, the results show that loyalty among Muslim fashion 
consumers is shaped by both personality associations and experiential interactions, with trust 
serving as an important psychological mechanism through which experience contributes to 
loyalty. 
 
Discussion 
The Influence of Brand Personality on Brand Loyalty 

The H1 test showed an estimated coefficient of 0.632 with a P-value of 0.000, which is 
below the 0.1 significance; therefore, H1 is supported and the effect is significant. This result 
indicates that a stronger brand personality can contribute to higher customer loyalty. The finding 
is consistent with Kusumadewi et al. (2025), Chariri et al. (2025), Lu et al. (2025), and Kochhar et 
al. (2025), whose studies also support a positive influence of brand personality on brand loyalty. 
When consumers perceive a match between their own personality and the personality of a brand, 
self-compatibility and trust can increase, which ultimately supports stronger loyalty to the brand. 

 
The Influence of Brand Experience on Brand Loyalty 

The H2 test resulted in an estimated coefficient of 0.324 and a P-value of 0.004, both below 
the 0.1; thus, H2 is supported with a significant effect. This result indicates that a more positive 
brand experience contributes to stronger brand loyalty. The finding is consistent with empirical 
studies by Jibran et al. (2025), Prastiwi et al. (2025), Jaya & Saragih (2025), and Jun et al. (2025). 
A strong brand experience can reinforce emotional connections, improve perceptions of service 
quality, and build trust, which in turn supports customer loyalty. 

 
The Influence of Brand Experience on Brand Trust  

The H3 analysis showed an estimated coefficient of 0.444 and a P-value of 0.000, which is 
below the 0.1 significance level; consequently, H3 is supported and the effect is significant. The 
result indicates that stronger brand experience is associated with greater brand trust. This finding 
is consistent with Leoparjo et al. (2025), Haq et al. (2025), Sang and Cuong (2025b), and Indriani 
and Waskito (2025), whose empirical results also show a positive influence of brand experience 
on brand trust. Experiences formed during interactions with brands can strengthen consumer 
confidence by shaping the relationship between the brand and its customers and creating an 
engaging experience. 

 
The Influence of Brand Trust on Brand Loyalty 

The H4 test showed an estimated coefficient of 0.500 with a P-value of 0.000, which is 
below the 0.1 significance; therefore, H4 is supported with a significant effect. This result shows 
that higher brand trust is associated with higher brand loyalty. The finding is consistent with 
Khairullah et al. (2025b), Abeywickrama et al. (2025), and Tran et al. (2025), whose studies 
likewise demonstrate a positive influence of brand trust on brand loyalty. Brand trust directly 
affects brand loyalty and can also influence customer satisfaction, which subsequently contributes 
to loyalty. 
The Role of Brand Trust Mediation in the Relationship of Experience Brand to Brand Loyalty  



Mustika Elsa Nur Adhi, Yolanda Masnita, Kurniawati Increasing Brand... 
 
 

Journal of Business, Social and Technology | 2342  

The mediation result indicates that Brand Trust Mediates the relationship between of 
Brand Experience to Brand Loyalty. As Brand Experience improves, Brand Trust becomes 
stronger, which is then followed by higher Brand Loyalty. This finding is consistent with Liaquat 
et al. (2025), Saktiana (2025), Sang and Cuong (2025b), and Kim et al. (2026), whose studies 
support the mediating role of brand trust in the relationship between brand experience and brand 
loyalty. Brand trust therefore performs an important mediating function by connecting 
consumers' brand experiences with loyalty. Although Brand Experience may not directly 
influence Brand Loyalty, it can strengthen Brand Trust, which in turn contributes to greater Brand 
Loyalty. 

 
CONCLUSION 

Practitioners in the Muslim fashion industry should prioritize differentiation strategies 
based on consumer experience while simultaneously strengthening brand trust before expecting 
loyalty to develop. Rather than managing brand experience and brand personality as separate 
dimensions, companies should integrate them through consistent and authentic brand 
communication, omnichannel customer experiences, and quality assurance mechanisms that 
progressively reinforce consumer trust. The study is limited to the Indonesian context, which 
restricts generalization to other Muslim markets or industries, and Brand Trust is the only 
mediator examined. Future studies should therefore consider additional mechanisms such as 
brand love, customer satisfaction, and brand engagement, extend the model to other industries 
including halal cosmetics, skincare, and food, employ longitudinal designs to assess mediation 
effects over time, and examine moderating variables such as cultural values or digital engagement 
patterns in increasingly online-driven fashion markets. 

The findings of this quantitative study show that consumer loyalty in the Muslim fashion 
branded garment sector is influenced by several factors and includes a psychological mediation 
process. All five hypotheses were supported. Brand Personality produced the strongest direct 
effect on loyalty (β=0.632, p<0.001), while Brand Experience significantly influenced loyalty both 
directly (β=0.324, p<0.01) and indirectly through Brand Trust (indirect effect=0.222). Brand 
Trust also functioned as a critical mediating mechanism linking brand experiences with loyalty 
commitment (β=0.500, p<0.001). From a theoretical perspective, the study extends Stimulus-
Organism-Response Theory by showing how brand personality and experience operate as 
differentiated stimuli whose effects converge through the psychological organism of brand trust 
to produce the loyalty response. This mediation pathway helps explain previous research 
inconsistencies and clarifies the psychological process underlying Muslim fashion consumer 
behavior. 
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