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affect brand satisfaction, namely perceived quality, perceived cost value,
trust, and lifestyle congruence.

INTRODUCTION
In the current digital era, the development of technology and information is growing rapidly. Therefore,

the demand for various types of communication tools is increasing, including smartphones. The
structure of the smartphone market in Indonesia is competitive with the largest number based on
Android operating system. There are several types of Android-based devices in the country, which
include Samsung, Oppo, and Xiaomi. In this research, it turns out that Samsung ranked first for the
2018-2021 phase 1 period. It is estimated that by the end of 2021, phase 2 will exceed the percentage
in 2020. To maintain its 1st position in the top brand index, Samsung smartphones need consumer
loyalty. This loyalty refers to the willingness of consumers to repurchase the same brand (Sterjadovska
& Shuleska, 2017), and voluntarily give positive recommendations to others (Tams et al., 2018).

Loyalty to a brand will arise when consumers are satisfied with the product (brand satisfaction). Carroll
and Ahuvia (2006), stated that pure customer satisfaction is not enough to sustain success in today's
competitive market. The satisfaction that produces brand loyalty requires a collection of long-term
experiences and behaviors such as emotional brand attachment and love. The results of Ghorbanzadeh
and Rahehagh (2020), showed that satisfaction with brands has a positive effect on emotional
attachment and feelings for brand love.
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The emergence of this attachment is due to the bond that connects consumers to the brand and involves
feelings (Malér et al., 2011a). Brand love has been considered a relatively new marketing model that
helps to explain and predict variations in long-term behavior (Carroll & Ahuvia, 2006). The emergence
of love for brands requires a high emotional attachment from time to time (Triyani & Kristaung, 2014).

LITERATURE REVIEW

Brand Satisfaction

Satisfaction is a person's feeling of pleasure or disappointment because of comparing the perceived
performance (outcome) of a product with the expectations (Kotler & Keller, 2016). Hence, overall
satisfaction is determined by the comparison between product or service expectations and performance
perception (Michalska-Dudek, 2015). Song et al. (2019), on 404 Starbucks consumers in Korea stated
that satisfaction was a necessity for the emergence of consumer loyalty. Satisfaction develops due to
the level of positive experience over time (Bianchi et al., 2014).

Brand Loyalty

According to Lovelock et al. (2010), brand loyalty is the willingness to continue to subscribe to a
company in the long term, by repeatedly buying and using its goods and services, and voluntarily
recommending them to others. Therefore, marketers should not only focus on repurchases but also on
the reasons that drive repurchases (Kataria & Saini, 2020). Lee and Workman (2015), on 334 consumers
of packaged goods in the United States asserted that psychological attachment to certain brands, such
as emotion and love is an important determinant of repurchases. It also determines the willingness to
voluntarily promote the brand (word of mouth) which ultimately leads to loyalty. When the level of
emotional brand attachment continues to increase, it creates a sense of brand love.

Emotional Brand Attachment

Attachment is an emotional condition in a special relationship between a person and a certain object
(Pourazad & Pare, 2014). Emotional attachment reflects the bond that connects consumers to a
particular product and involves feelings for that brand (Malér et al., 2011b). Fetscherin and Heinrich
(2014), stated that brand love is created by increasing a strong emotional bond over time. Loureiro et
al. (2012), research on 329 Toyota, Ford, and Renault car owners in Portugal found that continued and
increased emotional attachment will lead to the emergence of brand love. This is explained by
Ghorbanzadeh and Rahehagh (2020), research of 300 Islamic Azad University graduate students on
smartphones and fashion in Iran. It was found that consumers who are more emotionally attached will
develop brand love.

Brand Love

This love develops from a high level of satisfaction with the brand (Drennan et al., 2015). These positive
emotions and attitudes have been associated with greater repurchase intentions, lower price sensitivity,
rejection of negative information about brands, and engagement in positive word of mouth (Kaufmann
et al., 2016). Love for brands is an antecedent of consumer loyalty (Ghorbanzadeh & Rahehagh, 2020).
Sallam (2015), suggested that brand love plays an important role in marketing because it is positively
related to brand loyalty. A study by Hwang and Kandampully (2012), on 120 Midwestern University
students in the United States about luxury fashion brands found that deep feelings of love for brands
can trigger consumer loyalty and recommendation to others.
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Consumer satisfaction is a prerequisite for achieving loyalty to a brand (Kristaung & Pratomo, 2020).
Those who are satisfied with the quality of service and feel that there is a reflection of themselves in a
brand will create feelings of emotional attachment (Donio' et al., 2006). The attachments that continue
over time have an impact on the formation of passionate feelings of love (Loureiro et al., 2012). When
a brand makes consumers have a sense of love, they will become loyal and make repeated purchases.
Furthermore, positive reviews will be given to friends, family, and acquaintances (Ahuvia, 2005).

Therefore, based on these previous studies, following conceptual framework is suggested:

Emotional
brand
attachment

Brand
Satisfaction

Brand loyalty

Brand love

Figure 1: Research Model

Song et al. (2019) showed that satisfaction is a strong antecedent of loyalty. When consumers are
satisfied with a product, it is likely that satisfaction will stimulate them to buy (Mandagie, 2017). Also,
when consumers are satisfied with a brand, the level of loyalty will increase (Susanto, 2017). The higher
the level of satisfaction when using a product or service, the more the loyalty to the brand.

Hai: There is a positive influence of brand satisfaction on brand loyalty

Martin et al. (2008), stated that consumer satisfaction contains an emotional component. Furthermore,
Thomson et al. (2005), found that satisfaction is the basis for the emergence of attachment to a brand.
Satisfaction and emotional attachment are not the same, where the former can occur directly in one
interaction with a brand, while the latter occurs after multiple interactions (Thomson et al., 2005).
Smaoui and Behi (2011), asserted that satisfied consumers are more likely to be emotionally attached,
and dissatisfied ones will find it difficult to remain committed to a brand. Also, Bahri-Ammari et al.
(2016), stated that high consumer satisfaction can lead to emotional attachment. Ghorbanzadeh and
Rahehagh (2020), found that satisfaction has a positive relationship with attachment.

Hz: There is a positive influence of brand satisfaction on emotional brand attachment

Satisfaction develops due to the accumulation of consumer experiences with brands over time
(Veloutsou, 2015). Pure satisfaction may not be enough to sustain success in today's competitive
marketplace (Carroll & Ahuvia, 2006). Also, it has been considered one of the most important links in
the main marketing objectives. Brand love is a relatively new marketing model that helps to explain and
predict variations in long-term relational behavior among consumers (Carroll & Ahuvia, 2006). Brand
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love and satisfaction are different constructs, where satisfaction is usually thought of as a result of
transactions, such as the perceived quality of the product or service by consumers exceeding
expectations. Meanwhile, brand love is often the result of a long-term relationship (Veloutsou, 2015).
The love for brands is developed through very high satisfaction (Drennan et al., 2015), which has a
positive effect on love (Ghorbanzadeh & Rahehagh, 2020).

Hs: There is a positive relationship between brand satisfaction and brand love

Loureiro et al. (2012), stated that attachment is an antecedent of brand love. Passion is the strong desire
of consumers to get a brand or higher emotions (Triyani & Kristaung, 2014). To love a brand, consumers
need to be attached to it, which means to feel that the brand is irreplaceable (Loureiro et al., 2012).
Kufmann et al. (2016), suggested that consumers' bond with a brand from time to time can trigger
feelings of brand love.

Ha: There is a positive influence of emotional brand attachment on brand love

Emotional brand attachment will encourage someone to stay close through repeat purchases. Thomson
et al. (2005), stated that high attachment tends to increase emotional dependence on brands. When
consumers become more connected, they tend to stay close to that brand (Adam et al., 2018).
Furthermore, when they have an emotional attachment, it is possible to make repeated purchases, and a
willingness to spend resources (money and effort) to get products from that brand. This ultimately leads
to brand loyalty (Lee & Workman, 2015). Hwang and Kandampully (2012), found that consumers'
emotional attachment is very important because it encourages the desire to stay loyal.

Hs: There is a positive influence of emotional brand attachment on brand loyalty

A strong emotional attachment that makes consumers feel passionate about the brand will develop into
brand love (Loureiro et al., 2012). This love has an impact on loyalty and causes consumers to pay a
higher price for the product (Albert & Merunka, 2013). Those who are satisfied and fall in love with a
brand are more willing to repurchase and recommend it to others (Loureiro et al., 2012). Carroll and
Ahuvia (2006), stated that brand love is the antecedent of consumer loyalty. Also, Ghorbanzadeh and
Rahehagh (2020), stated that there is a positive influence of consumer feelings of love on loyalty.
Hwang and Kandampully (2012), asserted that brand love can increase brand loyalty.

He: There is a positive influence of brand love on brand loyalty

METHOD
The population of this research was Samsung smartphone users in Jakarta, which is large, and the

number and identity are not clearly known. The selected sample was 150 based on references from
(Hair et al., 2019). Furthermore, the purposive sampling technique was used for selection. A closed
questionnaire was used for data collection, which was distributed online.
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Table 1: Respondent Profile

Profile Indicator Total
Gender Male 75
Female 75
Age 18 Years - 22 Years 36
23 Years - 27 Years 30
28 Years — 32 Years 28
33 Years — 37 Years 32
> 37 Years 24
Last Diploma (D1, D2, D3) 19
education | S1 (Bachelors) 60
S2 (Masters) 15
S3 (Ph.D.) 2
Senior High School/Equivalent 54
Work Self-employed 50
Private employees 49
Civil servant 19
Others 32

Source: Processed data, 2021

The measurements used for obtaining answers from the respondents were measured using an attitude
scale. It contains six responses, namely strongly disagree/satisfied, disagree/satisfied, disagree/satisfied,
quite agree/satisfied, agree/satisfied, and up to strongly agree/satisfied.

Indicator

Brand satisfaction, adapted from (Lam et al., 2004)

» | am satisfied with my decision to buy a Samsung smartphone (BS1)

» | am satisfied to enjoy a Samsung smartphone (BS2)

« Using a Samsung smartphone is an amazing experience (BS3)

« | am satisfied that buying a Samsung smartphone is the right thing (BS4)
«  Samsung smartphones live up to my expectations (BS5)

* Overall, I am satisfied with the Samsung smartphone (BS6)

Emotional brand attachment, adapted from (Malar et al., 2011a)

* | have a unique relationship with Samsung smartphones (EBA1)
* | know the background of Samsung smartphones (EBA2)

« | feel comfortable using a Samsung smartphone (EBA3)

» | am proud to use a Samsung smartphone (EBA4)

« | feel that Samsung smartphones are reliable (EBADS)

Brand love, adapted from (Carroll & Ahuvia, 2006)

» Samsung smartphones are amazing (BLV1)

« Samsung smartphones make me feel comfortable (BLV2)
« Samsung smartphones are amazing (BLV3)

« Samsung smartphones make me very happy (BLV4)

| like Samsung smartphones (BLV5)

« Samsung smartphones are fun (BLV6)

+ | really like Samsung smartphones (BLV?7)

* |l am interested in Samsung smartphones (BLV8)
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Brand loyalty, adapted from (Fetscherin et al., 2014)

| have a commitment to Samsung smartphones (BL1)

+ | pay more attention to Samsung smartphones than other brands (BL2)

« Samsung smartphones are more attractive than other brands (BL3)

 Itis very important for me to own a Samsung smartphone than any other brand (BL4)

The analytical tool used in this validity test is Factor Analysis by looking at the Loading Factor. When
the sample used in the study is 150, then the loading factor used should be > 0.45, hence the indicator
is declared valid (Hair et al., 2019).

Reliability testing is carried out by finding the Cronbach's Alpha coefficient for each variable. When
the coefficient of Cronbach's Alpha on each variable > 0.60, then the variable is acceptable and reliable

(Sekaran, 2010). The following are the results of the instrument test (test validity and reliability):

Table 2: Validity and Reliability Test

Variables/Indicators | Factor Loading | Cronbach’s Alpha Decision
Brand Satisfaction 0.729 Reliable & Valid
BS1 0.690
BS2 0.687
BS3 0.618
BS4 0.675
BS5 0.716
BS6 0.567
Emotional brand attachment 0.749 Reliable & Valid
EBA1l 0.655
EBA2 0.690
EBA3 0.680
EBA4 0.710
EBA5S 0.744
Brand love 0.860 Reliable & Valid
BLV1 0.612
BLV?2 0.724
BLV3 0.620
BLV4 0.643
BLV5 0.662
BLV6 0.653
BLV7 0.712
BLV8 0.649
Brand loyalt 0.802 Reliable & Valid
BL1 0.656
BL2 0.735
BL3 0.807
BL4 0.666

Source: Processed data, 2021

From Table 2 above, it is known that all statements used in the variables of brand satisfaction, emotional
attachment, love, and loyalty are declared valid. This is because the result of the factor loading value of
all these statements is > 0.45, which means that each statement used to measure each variable stated
correctly. All are reliable because the results of Cronbach's alpha value of all the variables are > 0.60,
which means the respondents are consistent in answering the statements.
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The data analysis method used to test the 6 hypotheses is the Structural Equation Model (SEM) using
AMOS software. According to (Hair et al., 2019), the goodness of fit and CFA (Confirmatory Factor
Analysis) First Order tests were carried out with the results as shown in Tables 3 and 4.

Table 3: CFA (Confirmatory Factor Analysis) First Order

Variables/Indicators Factor Average Variance Construct
Loading Extracted (AVE) Reliability

Brand Satisfaction 0.493 0.853
BS1 0.819
BS2 0.911
BS3 0.891
BS4 0.893
BS5 0.747
BS6 0.863

Emotional brand attachment 0.554 0.908
EBAl 0.670
EBA2 0.700
EBA3 0.712
EBA4 0.801
EBA5 0.766

Brand love 0.554 0.908
BLV1 0.686
BLV2 0.859
BLV3 0.854
BLV4 0.668
BLV5 0.703
BLV6 0.755
BLV7 0.745
BLV8 0.654

Brand loyalty 0.526 0.768
BL1 0.714
BL2 0.678
BL3 0.594
BL4 0.756

Source: AMOS data processing results, 2021

Based on table 3, the acceptance limit used during the compatibility test is N < 250 because the sample
is 150 respondents. Also, it uses a variation of 12 < m < 30 because the number of variables studied is
only 4 and the indicators are 23 (Hair et al., 2019).

The model that shows a good and significant fit is the supported model (Hair et al., 2019). Based on the
goodness of fit test, it can be said that the p-value, RFI, and NFI are declared Good fit. Furthermore,
CFl and TLI values are expressed as marginal. Based on the results of the goodness of fit test, the
structural model used was acceptable and hypothesis testing was carried out.

Table 4: Model Fit Test

Indices | Cut off value | Suggested acceptance limit Conclusion
P — Value 0.000 Expected significant Good fit

CFlI 0.929 >0.95 Marginal fit

TLI 0.907 >0.95 Marginal fit
RFI 0.917 >0.90 orclose to 1 Good fit
NFI 0.914 >0.90 or close to 1 Good fit

Source: AMOS data processing results
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Furthermore, the analytical tool used is Structural Equation Modeling (SEM). This is feasible to use
because the model involves variables that have a dual relationship, namely emotional brand attachment
and brand love. In addition, the interval scale was used.

RESULT AND DISCUSSION
Descriptive statistics aim to provide an overview or description of a variable. The mean value was used
to explain the descriptive statistics.

Table 5: Descriptive Statistics Test

Variables | Brand Satisfaction Emotional brand attachment Brand love | Brand loyalty
Mean 5.23 5.16 5.22 5.27

The mean respondent'’s answer in Table 5 for the four variables is 5.00. The brand satisfaction variable
is 5.23, which means that respondents are satisfied with the decision to buy a Samsung smartphone.
Also, the respondents enjoy the brand, they have a good experience, and their expectations are met.
The emotional attachment variable of 5.16 indicates that the respondents feel they have a good or high
emotional relationship with the smartphones. They find out the background of the device, are proud
and comfortable with the usage, and feel that Samsung products are reliable. The brand love variable
of 5.22 shows the respondents feel the phones are extraordinary, comfortable, amazing, interesting, and
make them happy. Also, the loyalty variable of 5.27 shows that respondents are loyal. They pay more
attention to Samsung products than other brands.

The results of hypothesis testing can be seen in Table 6 below:

Table 6: Hypothesis Testing Results

Hypothesis Estimate | p-value Decision
Hi: There is a positive influence of brand
satisfaction on brand loyalty 0.101 0.018 supported
H,: There is a positive influence of brand
satisfaction on emotional brand attachment 0.550 0.000 supported
Hs: There is a positive influence of brand
satisfaction on brand love 0.479 0.002 supported
Has: There is a positive influence of emotional
brand attachment on brand love 0.666 0.000 supported
Hs: There is a positive influence of emotional
brand attachment on brand loyalty
0.390 0.014 supported
He: There is a positive influence of brand love
on brand loyalty 0.509 0.000 supported

Source: Data Processing Results with AMOS

Based on the testing, the first to six hypotheses proved to be significant. The testing was carried out on
the first hypothesis regarding the positive effect of brand satisfaction on brand loyalty. This research
supports Song et al., (2019) on brand loyalty to Starbucks consumers in Korea which stated that
satisfaction can lead to brand loyalty. Meanwhile, the second hypothesis has a p-value of 0.000,
meaning that it is significant. It can be concluded that there is a positive influence of brand satisfaction
on emotional brand attachment. These results support Ghorbanzadeh and Rahehagh (2020) regarding
brand satisfaction in Iran which stated that consumers who are satisfied with smartphones and fashion
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will create a good relationship. The third hypothesis has a p-value of 0.002, which means that it is
significant. Therefore, it can be concluded that there is a positive influence of brand satisfaction on
brand love. This also supports Drennan et al. (2015), regarding the brand love for wine fermentation in
five countries, namely Australia, Chile, Mexico, France, and Portugal. It stated that consumer love for
brands is developed through very high brand satisfaction. The fourth hypothesis has a p-value of 0.000,
which means that it is significant. It can be concluded that there is a positive emotional influence of
brand attachment on brand love. These results support Ghorbanzadeh and Rahehagh (2020), regarding
attachment and brand love in Iran which asserted that consumers who have good relations with
smartphones and fashion will create brand interest and brand love. The fifth hypothesis has a p-value
of 0.014, which means that it is significant. It can be concluded that there is a positive emotional
influence of brand attachment on brand loyalty. This supports Hwang and Kandampully (2012), on
attachment to luxury fashion brands. It stated that consumers' attachment can encourage the desire to
remain loyal. The sixth hypothesis has a p-value of 0.000, meaning that it is significant. It can be
concluded that there is a positive influence of brand love on brand loyalty, and the results are in line
with the findings of Hwang and Kandampully (2012).

CONCLUSION
Based on these results, it can be concluded that there is a positive relationship between brand satisfaction

and brand loyalty, emotional brand attachment, brand love, and brand engagement. Furthermore, there
is a positive relationship between brand attachment and brand loyalty, as well as between brand love
and brand loyalty. Brand Satisfaction is an important variable in marketing. The more the consumers
are satisfied, the higher their emotional brand attachment. Also, the higher the brand love, the more
loyal they become. Future research should improve the model by adding variables that affect brand
satisfaction, namely perceived quality, cost value, trust, and lifestyle alignment. Furthermore, other
brands can be included apart from Samsung. It is recommended that future research should be conducted
in big cities with large sample sizes, hence the results can be generalized.

REFERENCES

Adam, D. R., Ofori, K. S., Okoe, A. F., & Boateng, H. (2018). Effects of structural and bonding-based
attachment on brand loyalty. African Journal of Economic and Management Studies, 9(3), 305-318.
https://doi.org/10.1108/AJEMS-10-2017-0252

Ahuvia, A. C. (2005). Beyond the extended self: Loved objects and consumers’ identity narratives.
Journal of Consumer Research, 32(1), 171-184. https://doi.org/10.1086/429607

Albert, N., & Merunka, D. (2013). The role of brand love in consumer-brand relationships. Journal of
Consumer Marketing, 30(3), 258-266. https://doi.org/10.1108/07363761311328928

Bahri-Ammari, N., Van Niekerk, M., Ben Khelil, H., & Chtioui, J. (2016). The effects of brand
attachment on behavioral loyalty in the luxury restaurant sector. International Journal of
Contemporary Hospitality Management, 28(3), 559-585. https://doi.org/10.1108/IJCHM-10-2014-
0508

Bianchi, C., Drennan, J., & Proud, B. (2014). Antecedents of consumer brand loyalty in the Australian
wine industry. Journal of Wine Research, 25(2), 91-104.
https://doi.org/10.1080/09571264.2014.888650

Carroll, B. A., & Ahuvia, A. C. (2006). Some antecedents and outcomes of brand love. Marketing
Letters, 17(2), 79-89. https://doi.org/10.1007/s11002-006-4219-2

Donio’, J., Massari, P., & Passiante, G. (2006). Customer satisfaction and loyalty in a digital
environment: An empirical test. Journal of Consumer Marketing, 23(7), 445-457.
https://doi.org/10.1108/07363760610712993

IDEB - Vol. 3, No. 2, August 2022 57



Irfan Hajjid, Harsini Soetomo, Robert Kristaung, Agus Susanto

Drennan, J., Bianchi, C., Cacho-Elizondo, S., Louriero, S., Guibert, N., & Proud, W. (2015). Examining
the role of wine brand love on brand loyalty: A multi-country comparison. International Journal of
Hospitality Management, 49, 47-55. https://doi.org/10.1016/j.ijhm.2015.04.012

Fetscherin, M., & Heinrich, D. (2014). Consumer brand relationships: A research landscape. Journal of
Brand Management, 21(5), 366-371. https://doi.org/10.1057/bm.2014.22

Ghorbanzadeh, D., & Rahehagh, A. (2020). Emotional brand attachment and brand love: the emotional
bridges in the process of transition from satisfaction to loyalty. Rajagiri Management Journal, 15(1),
16-38. https://doi.org/10.1108/ramj-05-2020-0024

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data analysis (8" ed.).
www.cengage.com/highered

Hwang, J., & Kandampully, J. (2012). The role of emotional aspects in younger consumer-brand
relationships.  Journal of Product and Brand Management, 21(2), 98-108.
https://doi.org/10.1108/10610421211215517

Kataria, S., & Saini, V. (2020). The mediating impact of customer satisfaction in relation of brand equity
and brand loyalty: An empirical synthesis and re-examination. South Asian Journal of Business
Studies, 9(1), 62—87. https://doi.org/10.1108/SAJBS-03-2019-0046

Kaufmann, H. R., Loureiro, S. M. C., & Manarioti, A. (2016). Exploring behavioural branding, brand
love and brand co-creation. Journal of Product and Brand Management, 25(6), 516-526.
https://doi.org/10.1108/JPBM-06-2015-0919

Kotler, P., & Keller, K. L. (2016). Marketing Management. In Pearson (15th ed.). Pearson Education,
Inc. https://doi.org/10.1007/978-1-137-32601-0_12

Kristaung, R., & Adiati Pratomo, L. (2020). The Green Hotel Knowledge Towards Consumer Behavior
Intention: Empirical Model Testing. Proceedings of the International Conference on Management,
Accounting, and Economy (ICMAE 2020), 38-40.

Lam et al. (2004). Customer Value, Satisfaction, Loyalty, and Switching Costs: An Illustration From a
Business-to-Business Service Context. Journal of the Academy of Marketing Science, 32(3), 293—
311. https://doi.org/10.1177/0092070304263330

Lee, S. H., & Workman, J. E. (2015). Determinants of brand loyalty: Self-construal, self-expressive
brands, and brand attachment. International Journal of Fashion Design, Technology and Education,
8(1), 12-20. https://doi.org/10.1080/17543266.2014.974691

Loureiro, S. M. C., Ruediger, K. H., & Demetris, V. (2012). Brand emotional connection and loyalty.
Journal of Brand Management, 20(1), 13-27. https://doi.org/10.1057/bm.2012.3

Lovelock, C., Wirtz, J., & Mussry, J. (2010). Pemasaran Jasa, Edisi 7, Jilid 2. Jakarta: Erlangga.

Malar, L., Krohmer, H., Hoyer, W. D., & Nyffenegger, B. (2011a). Emotional brand attachment and
brand personality: The relative importance of the actual and the ideal self. Journal of Marketing,
75(4), 35-52. https://doi.org/10.1509/jmkg.75.4.35

Malér, L., Krohmer, H., Hoyer, W. D., & Nyffenegger, B. (2011b). Emotional brand attachment and
brand personality: The relative importance of the actual and the ideal self. Journal of Marketing,
75(4), 35-52. https://doi.org/10.1509/jmkg.75.4.35

Mandagie, W. C. (2017). Anteseden kepuasan dan rasa percaya serta konsekuensinya terhadap intensi
perilaku. Jurnal Manajemen Dan Pemasaran Jasa, 10(2), 35-48.
https://doi.org/10.25105/jmpj.v10il

Martin, D., O'Neill, M., Hubbard, S. and Palmer, A. (2008), The role of emotion in explaining consumer
satisfaction and future behavioural intention. Journal of Services Marketing, 22(3), pp. 224-236.
https://doi.org/10.1108/08876040810871183

Michalska-Dudek, 1. (2015). In search for customer loyalty model of tourist services. Zeszyty Naukowe
Uniwersytetu Szczecinskiego. Service Management, 16(12), 85-95.
https://doi.org/10.18276/smt.2015.16-09

Palamidovska-Sterjadovska, N., & Ciunova-Shuleska, A. (2017). An integrated model of customer
loyalty in the Macedonian mobile service market. E+M Ekonomie a Management, 20(2), 199-215.
https://doi.org/10.15240/tul/001/2017-2-015

IDEB - Vol. 3, No. 2, August 2022 58



Empirical Testing of Emotional Brand Attachment and Brand Love mediation between Brand Satisfaction and Brand Loyalty

Pourazad, N., & Pare, V. (2014). Emotional Brand Attachment : Antecedents and Consequences for
Luxury Brands. 28th Australian and New Zealand Academy of Management Conference, December,
1-43.

Sallam, M. A. (2015). the Effects of Satisfaction and Brand Identification on Brand Love and Brand
Equity Outcome: The Role of Brand Loyalty. European Journal of Business and Social Sciences,
4(09), 42-55.

Sekaran, U. (2010). Metode Penelitian Untuk Bisnis: A Skill Building Approach. Publisher: John Willey
& Sons Inc.

Smaoui, F., & Behi, A. T. (2011). Brand engagement vs . brand attachment : which boundaries ? Micro
& Macro Marketing, 20(2), 255-272.

Song, H. J., Wang, J. H., & Han, H. (2019). Effect of image, satisfaction, trust, love, and respect on
loyalty formation for name-brand coffee shops. International Journal of Hospitality Management,
79(6), 50-59. https://doi.org/10.1016/j.ijhm.2018.12.011

Susanto, A. A. (2017). Implikasinya Terhadap Intensi Pembelian. Manajemen Dan Pemasaran Jasa,
10(2), 157-170. https://doi.org/http://dx.doi.org/10.25105/jmpj.v10i1.1608 ISSN

Tams, S., Legoux, R., & Pierre-majorique, L. (2018). Smartphone withdrawal creates stress: A
moderated mediation model of nomophobia , social threat , and phone withdrawal context.
Computers in Human Behavior, 81, 1-9. https://doi.org/10.1016/j.chb.2017.11.026

Thomson, M., Maclnnis, D. J., & Park, W. (2005). The ties that bind: measuring the strength of
customers attachment to brands. Journal of Consumer Psychology, 15(1), 77-91.

Triyani, I, & Kiristaung, R. (2014). Anteseden Dari Kesetiaan Merek. Jurnal Manajemen Dan
Pemasaran Jasa, 7(2), 177. https://doi.org/10.25105/jmpj.v7i2.806

Veloutsou, C. (2015). Brand evaluation , satisfaction and trust as predictors of brand loyalty : the
mediator- moderator effect of brand relationships. Journal of Consumer Marketing, 32(6), 405-421.
https://doi.org/10.1108/JCM-02-2014-0878

IDEB - Vol. 3, No. 2, August 2022 59



