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 This study aims to investigate the influence of consumer perceptions regarding 
the authenticity of somethinc as a local skincare brand on their level of loyalty, 
while also comparing the results when mediated by the role of brand attachment. 
Empirical data were collected from 255 respondents in Indonesia who had 
purchased Somethinc skin care products at least 3 times for their personal use. The 
respondent data was processed using Partial Least Squares Path Modeling (PLS-
SEM) analysis integrated through Smart PLS 3 software. It was found that brand 
authenticity doesn't influence brand loyalty directly in the beauty industry. 
However, brand authenticity can influence brand attachment significantly. 
Likewise, brand attachment has a significant effect on brand loyalty. Then, the 
relationship between brand authenticity and brand loyalty becomes significant 
when mediated by the brand attachment variable. This study contributes to 
becoming a benchmark for local beauty brands in developing their strategies to 
gain consumer loyalty.  
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I. Introduction 
 

The rise in individual income, aligning with global economic growth and exposure to cultural factors 
where society increasingly values aesthetic appearance, has influenced shifts in consumer purchasing 
behavior alongside evolving trends, as noted by Kotler et al. (2016) and Sobol et al. (2018), cited in Sun et al. 
(2024). Businesses in the skincare industry keenly feel this phenomenon. With its increasingly essential role in 
the daily lives of global society, the skincare industry's market size is projected to grow rapidly in the coming 
years, becoming a significant contributor to national revenue (Research and Markets, 2024). This projection is 
supported by data from the Statista Research Department (2024), which reported global skincare industry 
revenue of $188.612 billion in 2024. This market share is also expected to grow by 15.54%, or $29.3 billion, 
from 2024 to reach an estimated $217.9 billion in 2029.  

In Indonesia itself, the skincare market share has been facing intense escalation when viewed in the 
past few years. (Report Linker, 2024). With a revenue figure of $2,762.08 per year in 2024, this strong market 
expansion is expected to continue with a projected growth rate of 19.88% or equivalent to $549.1 million from 
2024 to 2029, which serves as proof of the increasing adoption of skincare products among the Indonesian 
population. In this regard, this push makes companies involved in the beauty industry face increasingly tight 
levels of competition in their market share (Wilendra et al., 2024). Due to the increasing demand and consumer 
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tendency to adopt the use of products that are closer to them, both in terms of brand story and nationalism 
aimed at domestic products, various alternative local brands for skincare have spreading rapidly in the 
Indonesian market share through official distribution at offline or online outlets which have increased over 
time. Among the many brands, Somethinc is one of the leading local beauty brands among the Indonesians. 
Although it has only entered the market since 2019, Somethinc has proven the superiority of its products 
through various achievements it has achieved. Even in the same year as the brand was founded, Female Daily 
(2019) named Somethinc in the Best Beauty Awards 2019 as the "Best Newcomer Local Brand." 

However, it's also important to recognize that the local skincare market features numerous brands 
intensely competing to become consumers' primary purchasing choice.  In today's era of aggressive market 
competition, brands must maximize their consumer base to grow and survive  (Al Mamun et al., 2023; R. P. 
Singh & Banerjee, 2021). Along with the era of consumer doubt regarding the claims promised by brands, a 
momentum has been created for skincare brands to prioritize the element of authenticity (Sun et al., 2024). 
With the crucial impact of its existence, marketers are increasingly competing to prioritize the element of 
authenticity which is believed to be able to influence their company's position in the market share and 
increase the attractiveness of the products they offer, as stated by Sun et al. (2024) in their exploration of Lu 
et al. (2015)’s earlier perspective.  With the contributions it brings, there has been a lot of previous literature, 
including those from Busser & Shulga (2019), Södergren (2021), Xu et al. (2022), and Le et al. (2022) which 
explains that when a brand successfully applies the concept of authenticity in marketing its products, then 
brand loyalty is the result it obtains. They have proven that there is a direct relationship between brand 
authenticity and brand loyalty, where when the results of consumer cognitive assessments form a perception 
that a brand is committed to adhering to the core values it wants to convey or in other words, consumers 
consider a brand to be an authentic brand, this will naturally give rise to behavioral impacts in the form of 
loyalty behavior shown by consumers through consumer involvement and subjective preferences over time 
to stick to only brands that are considered capable of providing genuine or authentic value, from among all 
similar choices available Busser & Shulga (2019). 

Although much literature states a direct relationship between brand authenticity in forming brand 
loyalty (Busser & Shulga, 2019; Le et al., 2022; Xu et al., 2022), these studies only look at the relationship that 
arises in the food & beverage and hospitality industry objects. Meanwhile, for the beauty industry, Sun et al. 
(2024) saw that the flow of the relationship that occurs between how brand authenticity is able to produce 
brand loyalty can be detailed in more depth by adding affective aspects to the process. The affective aspect 
they meant was expressed through the use of the brand attachment variable. Which is indicated by the 
dependence and connection consumers feel towards a brand, stemming from their identity, beliefs, and 
satisfaction with that brand and acts as a form of intermediary connection created between the cognitive 
aspect of brand authenticity and the behavioral aspect of brand loyalty (Kompas, 2022; Lee & Chung, 2019; 
Sun et al., 2024). By focusing on reviewing the perceptions held by Chinese consumers, they used Korean 
cosmetic brands as the object of their research and found a significant positive influence between the three 
variables. 

However, research measuring the influence of brand authenticity on brand loyalty, with the 
mediating role of brand attachment, is still rare among users of local skincare products, especially within 
Indonesian society. Therefore, by using the proposed interrelationship between the variables 
of authenticity and attachment as factors forming loyalty, as suggested by Sun et al. (2024), this research looks 
at whether there are similarities in the results obtained or not, when consumers from developing countries 
are faced with domestic products, rather than foreign products. With this background which is also supported 
by relevant data findings, the research idea entitled "The Influence of Brand Authenticity on Brand Loyalty on 
Local Skincare Products with the Mediating Role of Brand Attachment" was formed. This research aims to 
provide benefits for various local skincare brands to be able to review current market conditions and what 
factors influence consumer loyalty. It is important as the increased loyalty to local skincare products will 
decrease consumer dependence on imported goods and subsequently boosting job availability. This would 
also become a factor in encouraging local brands to continue to innovate due to strong support of interest 
from consumers which can ultimately significantly strengthen the domestic industry (RRI, 2024). 
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II. Literature Review and Hypothesis Development 
 

2.1. Brand Authenticity 
 

Brand authenticity is a key concept in marketing, viewed as a brand's "genuineness" (Xu et al., 2022) 
and an assessment linked to a product or experience (Jiménez-Barreto et al., 2020). Its study has grown, 
focusing on extrinsic aspects like preventing imitation (Spiggle et al., 2012) and intrinsic qualities such as 
originality, integration, and accurate self-description without economic pressure (Cinelli & LeBoeuf, 2020; 
Nunes et al., 2021; Warren et al., 2019). Brand authenticity is also categorized into indexical (associating with 
an ideal authentic brand) and symbolic (user-derived views and feelings) perspectives (Khan & Fatma, 2021). 
The symbolic view highlights a brand's ability to express unique, natural, and authentic qualities (Haq et al., 
2024). As time goes by, the concept of brand authenticity has evolved to include personal consumer 
assessments based on connectedness and symbolic representation of identity (Lv et al., 2023). For a brand to 
be seen as authentic, it must uphold its principles, understand its messaging, and fulfill commitments (J. K. 
Park et al., 2023). Authenticity is also seen as a brand's consistent reflection of its values (Sun et al., 2024) and 
consumers' perception of it as supportive, authentic, and trustworthy, built on legacy, credibility, and quality 
(Papadopoulou et al., 2023). Ultimately, brand authenticity can encourage consumers to express their own 
identities (Hyun et al., 2024). Based on the literature review, this study will adopt J. K. Park et al. (2023) 
definition of brand authenticity. Viewing brand authenticity as a consumer's perception that a brand upholds 
its principles, understands what it communicates, and fulfills all its promises. This adaptation is solely because 
the definition aligns with the study's purpose to assess the extent to which consumer perceptions of 
Somethinc's persistence as a local skincare brand reflect the values associated with its foundational 
milestones.The Literature Review and Hypothesis Development section serves to position your research 
within the existing body of knowledge, identify gaps, and logically develop your hypotheses. Begin with an 
overview of the key themes and topics related to your research, highlighting the most relevant theories, 
models, or findings in the field. This demonstrates a comprehensive understanding of the academic landscape 
and contextualizes your study within it. 

 
2.2. Brand Attachment 
 

Brand attachment describes consumers' emotional connection to a brand, stemming from positive 
experiences and leading to feelings of intimacy and dependence (Mostafa & Kasamani, 2021; Pandey & Sahu, 
2020; Ragab et al., 2024). This concept, rooted in attachment theory, reflects how brands influence consumers' 
emotions, thoughts, and actions (J. Hwang et al., 2021; Kuo & Chen, 2023). Dimensions of brand attachment 
often include brand passion, affection, and self-brand connection (Abdul Aziz et al., 2023; Mostafa & Kasamani, 
2021), or brand prominence, passion, and anxiety (Japutra et al., 2022). Essentially, it's a strong emotional and 
cognitive bond formed through consumer experiences and memories (J. Hwang et al., 2021). Ultimately, 
brand attachment fosters a long-term, hard-to-replace relationship between consumers and brands, often 
leading to consumer dependence on a brand's consumption (Donvito et al., 2020; Sun et al., 2024). Based on 
the literature review above, this study will adopt the definition put forward by Sun et al. (2024) regarding 
brand attachment which is defined as the range of emotional-based connections originating from identity, 
beliefs, and satisfaction as depicted in the perspective of consumer assessment of a brand which create a 
situation of dependence from the consumer's side on the consumption behavior of a brand. This adaptation 
is solely because the definition written regarding brand attachment aligns with the purpose of this study to 
assess the level of emotional dependence of consumers on the local skincare brand Somethinc based on the 
points projected by the consumer. 
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2.3. Brand Loyalty 
 

For a decade, Wernerfelt (1991) has linked brand loyalty elements as a vital concept in the field of 
strategic marketing, where this idea was reapplied in the study of Tang et al. (2023). Continuing to the study 
conducted by Zhang et al. (2023), loyalty is defined based on a behavioral perspective expressed as the 
consumer's ability to strive for long term positive interactions with a brand due to the good reputation found 
after using the brand's launched product, even willing to make repeat purchases from the related brand 
without any element of coercion. This concept often evolves into "commitment," signifying a strong, 
unwavering dedication to a brand despite external influences or competitive efforts (Mostafa & Kasamani, 
2021; Ragab et al., 2024; Santos & Schlesinger, 2021; Y. Singh & Milan, 2024).  Loyal consumers not only make 
repeat purchases but also act as brand advocates, enthusiastically recommending it to others (J. K. Hwang et 
al., 2021; Song et al., 2019; Sun et al., 2024). This loyalty is rooted in positive attitudes, preferences, and a 
perceived superior value consistently delivered by the brand (Bonisoli & Blacio Guañuna, 2023; Jones & Taylor, 
2007; Leckie et al., 2016; Li & Zhang, 2023; Vicente et al., 2020). Ultimately, brand loyalty signifies a deep 
consumer attachment (Kim & Kim, 2024). Based on the literature review above, this study will adopt the 
definition put forward by J. K. Hwang et al. (2021) regarding brand loyalty which is defined as a sincere 
commitment that comes from consumers to consistently repeat purchases of products or services offered by 
the same brand from time to time accompanied by a reluctance to switch their options to other brands even 
when faced with situations and potential marketing efforts from other competitors which lead to a desire for 
advocacy from within to spread the quality of the related brand. This adaptation is solely because the 
definition written regarding brand loyalty aligns with the purpose of this study to assess the extent to which 
individuals are committed to loyal consumption of the local skincare brand Somethinc compared to other 
alternatives by making the brand their main purchase choice within their personal item spending category, as 
well as their willingness to spread recommendations to their daily circle. 
 
2.4. Effects of Brand Authenticity on Brand Loyalty 

 
Brand authenticity is a complex concept measured by various components depending on the context 

(Nunes et al., 2021; Wang et al., 2023). For instance, Wang et al. (2023) building on M. B. Beverland et al. (2008), 
explored the existential aspect, or "indexical cue," finding that consumers evaluate authenticity based on 
confirmable factors like materials, origin, performance, or age, often found on product labels. Conversely, 
research on the "iconic" aspect suggests a brand is authentic when it meets consumer expectations (Wang et 
al., 2023). Ultimately, according to Alhouti et al. (2016) as cited in Hyun et al. (2024), brand authenticity is a 
positive attribute encompassing credibility, genuineness, honesty, and trustworthiness This authenticity 
directly links to consumers' behavioral intentions (Nunes et al., 2021). Busser & Shulga (2019) further 
demonstrate that authenticity directly fosters brand loyalty. This is because brands that uphold their core 
values and commit to social, cultural, and business responsibilities naturally cultivate loyalty (Södergren, 
2021). This aligns with Xu et al. (2022) findings that brand authenticity directly influences consumer loyalty. 
Conversely, Le et al. (2022) note that consumer loyalty erodes when a brand deviates from its perceived quality 
and value commitments. Based on the study above, the first hypothesis is formulated as follows: 

H1: Brand authenticity (X) has a significant positive influence on brand loyalty (Y) 

 
2.5.  Effects of Brand Authenticity on Brand Attachment 
 

  To be considered an authentic brand, both in existence and communication, a brand must 
demonstrate consistent fundamental values and behaviors over time, as highlighted by Bulmer et al. (2024), 
referencing Fritz et al. (2017), Bruhn et al. (2012), and Spiggle et al. (2012). Beyond consistency, Bulmer et al. 
(2024) and Jian et al. (2019) agree that an authentic brand must accurately represent its intended message, 
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focusing on originality, sincerity, and honesty while reflecting its true identity. This aligns with the paradigm 
proposed by Bulmer et al. (2024), building on earlier findings from Becker et al. (2019) and M. Beverland (2006). 
Furthermore, Bulmer et al. (2024)'s work, exploring findings from Fritz et al. (2017) and Morhart et al. (2013), 
shows that brand authenticity significantly boosts positive outcomes like brand attachment, positive word-
of-mouth, relationship quality, and forgiveness. Sun et al. (2024) also found that the consistency of brand 
authenticity sub-elements positively influences brand attachment. Consequently, drawing from the outcomes 
of previous studies, the second research hypothesis is formulated as follows: 

H2: Brand authenticity (X) significantly positively affects brand attachment (M) 

 
2.6. Effects of Brand Attachment on Brand Loyalty 
 

  Previous research highlights that emotional brand attachment makes consumers perceive a brand as 
irreplaceable. This leads to positive behaviors like willingness to pay more (Ragab et al., 2024; Santos & 
Schlesinger, 2021). Once deeply connected, consumers remain loyal, even ignoring better offers from 
competitors (Chen et al., 2021; Grisaffe & Nguyen, 2011; C. W. Park et al., 2010). Studies by Ragab et al. (2024) 
and Kankhuni et al. (2023) show a significant link between emotional attachment, customer satisfaction, 
and loyalty. When brands connect emotionally, consumers tend to repeatedly use the brand and promote it 
positively. Stronger brand attachment also directly results in higher brand loyalty (Sun et al., 2024). Based on 
relationships identified in previous research, the third hypothesis for this study is established as follows: 

H3: Brand attachment (M) has a significant positive influence on brand loyalty (Y) 

 
2.7.  Mediating Role of Brand Attachment 

 
Recent research consistently highlights the critical role of emotional brand attachment in 

driving brand loyalty. Mostafa & Kasamani (2021) were the first to confirm brand attachment as a mediator 
between brand experience and loyalty, emphasizing emotional perspectives. Building on conceptual 
paradigms from C. W. Park et al. (2006) and Qinghua et al. (2019), Zhang et al. (2023) demonstrated that when 
a brand satisfies personal needs, it significantly influences brand attachment, ultimately impacting purchasing 
behavior and shaping both attitudinal and behavioral consumer loyalty. Similarly, Sun et al. (2024) found 
that brand authenticity (both product and firm authenticity) significantly impacts consumer perceptions of 
brand attachment and brand loyalty (Arya et al., 2019). In marketing, authenticity is valued for increasing 
credibility, reducing consumer skepticism, and fostering trust, which indirectly leads to loyalty and advocacy 
(Bulmer et al., 2024; Pérez, 2019).Empirical findings by Sun et al. (2024) and Deng et al. (2024) confirm 
that brand attachment, characterized by sentiment, dependence, identity, trust, and satisfaction, mediates 
the relationship between brand authenticity and brand loyalty. Specifically, Deng et al. (2024) found this 
mediation in international sports brands among Chinese consumers. When consumers feel a strong 
connection and affection for a brand, they are more likely to become loyal, provide positive word-of-mouth, 
and frequently choose that brand over competitors. Therefore, based on the results of previous research, the 
fourth hypothesis of this study is established as follows: 

 
H4: Brand attachment (M) mediates the relationship between brand authenticity (X) and brand loyalty (Y) 

 
Based on the literature review and the relationships between the variables included in this study, the 

conceptual framework, visualized in the image below, aims to help readers understand the research flow. This 
framework was designed after analyzing previous research journals by experts, with brand authenticity as the 
independent variable (X), brand loyalty as the dependent variable (Y), and brand attachment as the mediating 
variable (M). 
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Figure 1. Conceptual Framework 

 

III. Research Method 
 

In this study, the target population is consumers of the Somethinc skincare brand in Indonesia. The 
respondents selected as samples were Indonesian individuals who were familiar with the Somethinc brand, 
had purchased at least three Somethinc products, and used them for personal needs. Since the population 
size for this study is unknown, the sample size was estimated using the formula by Hair et al. (2021), which 
suggests that the ideal sample size is 10 times the number of indicators. Given that the questionnaire included 
25 statement items, the initial estimated number of respondents for this study was 250. To obtain more valid 
data, researcher gather the necessary data for analysis, ultimately resulting in a final sample of 255 
respondents. The demographic data from the respondents who participated in this research are shown in the 
table below. 

Ta ble 1.  Sa m ple Cr it er ia  (N  = 255) 
Measurement  N %  

Gender 
Female 218 85.5 
Male 37 14.5 
Age (years-old) 
<13 - - 
13 - 28 246 96.5 
29 - 44 8 3.1 
<4 1 0.4 
Occupation 
Student 176 69 
Entrepreneur 11 4.3 
Private Employee 45 17.6 
Freelancer 22 8.6 
Housewife 1 0.4 

Domicile 
DKI Jakarta 65 25.5 
Banten  16 6.3 
West Java 92 36.1 
Central Java 14 5.5 
East Java 31 12.2 
Special Region of Yogyakarta 20 7.8 
Outside of Java 17 6.7 
Last Education Level 
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Measurement  N %  
Elementary School - - 
Junior High School 1 0.4 
Senior High School 134 52.6 
Diploma 6 2.4 
Bachelor Degree 112 43.9 
Master Degree  2 0.8 
Doctor Degree - - 
Monthly Spending 
>IDR6.000.000 38 14.9 
IDR2.600.000 – IDR6.000.000 86 33.7 
IDR1.000.000 – IDR 2.600.000 89 34.9 
<IDR1.000.000 42 16.5 

 
 Out of 255 valid respondents, 85.5% (218) were female and 14.5% (37) were male. The majority, 96.5% 
(246), were Gen Z (13-28 years old). Regarding occupation, 69% (176) were students, 17.6% (45) were private 
employees, 8.6% (22) were freelancers or part-time workers, 4.3% were entrepreneurs, and 0.4% (1) was a 
homemaker. In terms of education, 52.6% (134) completed senior high school, followed by 43.9% (112) with a 
Bachelor's degree. Additionally, 2.4% (6) held a Diploma, 0.8% (2) had a Master's degree, and 0.4% (1) 
completed junior high and was pursuing high school. West Java was home to the largest proportion of 
respondents at 36.1% (92), followed by DKI Jakarta at 25.5% (65), East Java at 12.2% (31), and Yogyakarta at 
7.8% (20). Other regions included outside Java (6.7% or 17), Banten (6.3% or 16), and Central Java (5.5% or 14). 
In terms of monthly expenditures, 34.9% (89) spent between IDR 1,000,000 and IDR 2,600,000 (lower-middle 
class). Another 33.7% (86) spent between IDR 2,600,000 and IDR 6,000,000 (upper-middle class). Furthermore, 
16.5% (42) spent less than IDR 1,000,000 (lower class), and 14.9% (38) spent over IDR 6,000,000 (upper class). 

This study was employed using a quantitative approach, utilizing both descriptive and causative 
methods. This involved testing the influence of one variable on others, with the findings then meticulously 
detailed in scientific literature, based on validated data (Aaker et al., 2018). For modeling and estimating the 
relationships between variables, the Partial Least Squares Path Modeling (PLS-SEM) analysis technique, as 
discussed by Hair et al. (2021), will be adopted. This study specifically investigates the causal correlation 
among three variables: brand authenticity as the independent variable, brand loyalty as the dependent 
variable, and brand attachment as the intervening variable. Empirical data were collected from the 
distribution of questionnaires comprising five sections: consumer experience with Somethinc skincare 
products, respondent demographics, brand authenticity, brand attachment, and brand loyalty. The 
measurement scale for brand authenticity was adopted from Hyun et al. (2024), utilizing 7 measurement items. 
Brand attachment was measured using 12 items, adopted from Abdul Aziz et al. (2023), and brand loyalty was 
measured using 6 items, adopted from Ragab et al. (2024). Respondents will assess each of these 
measurement items using a 5-point Likert-type scale, ranging from 1 (strongly disagree) to 5 (strongly agree). 

 
Table 2. Operationalization of Variables 

Variable Definition Dimension & Indicator Source 

Brand 
Authenticity 

Consumers perceive a brand as 
upholding its principles, 
understanding what it 
communicates, and fulfilling all its 
promises. 

Product authenticity 
- Naturality 
- Authenticity 
- Accuracy 
- Ethics 

Corporate authenticity 
- Responsibility 
- Facilitate opinions 
- Sustainability 

(Hyun et al., 
2024) 
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Variable Definition Dimension & Indicator Source 

Brand 
Attachment 

Emotional-based connections 
originating from identity, beliefs, 
and satisfaction as depicted in the 
perspective of consumer 
assessment of a brand which 
create a situation of dependence 
from the consumer's side on the 
consumption behavior of a brand. 

Brand passion 
- Passion 
- Trust 
- Familiarity 
- Attractiveness  
- Delight 

Self-brand connection  
- Embodiment of belief 
- Self-indication 
- Sense of belonging 

Brand Affection 
- Positiveness 
- Happiness 
- Feeling good 
- Pride 

(Abdul Aziz et 
al., 2023) 
 
  

Brand Loyalty 

Sincere commitment that comes 
from consumers to consistently 
repeat purchases of products or 
services offered by the same 
brand from time to time 
accompanied by a reluctance to 
switch their options to other 
brands even when faced with 
situations and potential 
marketing efforts from other 
competitors which lead to a 
desire for advocacy from within to 
spread the quality of the related 
brand. 

- First choice 
- Reuse intention 
- Regular consumption 
- Positive compliment 
- Recommendation 
- Encouragement of use 

(Ragab et al., 
2024) 

 

IV. Results and Discussion 
 

4.1. Measurement Model Evaluation 

 
  Measurement model analysis is conducted to confirm that each indicator consistently assesses and 

correlates with its latent variable. (Hair et al., 2021). Therefore, reliability and validity tests are performed to 
measure this model. To calculate the reliability of each measurement item, the researchers used 
Cronbach’s α and composite reliability as the constants. For validity testing, it is divided into convergent 
validity, assessed through outer loading and AVE values, and discriminant validity, assessed through cross-
loading values. (Hair et al., 2021). The data presented in the following table are the reliability and convergent 
validity test results for each measurement item used in this study. 
 

Table 3. Reliability and Convergent Validity Test 

Constructs Items 
Loading 

Factor Cronbach’s α 
Composite 
Reliability AVE 

Brand 
Authenticity 

Product 
authenticity  

  0.852 0.887 0.530 
  0.757 0.846 0.578 

PA1 0.759    

PA2 0.750    
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Constructs Items 
Loading 

Factor Cronbach’s α 
Composite 
Reliability AVE 

PA3 0.754    

PA4 0.778    

Corporate 
authenticity 

  0.715 0.841 0.638 

CA1 0.825    

CA2 0.770    

CA3 0.799    

Brand 
Attachment 

Brand 
passion 

  0.914 0.927 0.514 
  0.818 0.873 0.579 

BP1 0.777    

BP2 0.771    

BP3 0.763    

BP4 0.737    

BP5 0.757    

Self-brand 
connection 

  0.779 0.872 0.694 

Brand affection 

SBC1 0.796    

           SBC2 0.855    

SBC3 0.848    

  0.813 0.877 0.641 

BA1 0.840    

BA2 0.806    

BA3 0.758    

BA4 0.797    

Brand Loyalty 

  0.839 0.882 0.555 

BL1 0.704    

BL2 0.753    

BL3 0.750    

BL4 0.742    

BL5 0.709    

BL6 0.804    
  
 Based on the calculations above, every item used proved to be reliable and persistent in assessing 
the constructs of brand authenticity, brand attachment, and brand loyalty. This is because they met the 
requirements for reliability, demonstrating Cronbach's α and composite reliability values exceeding 0.60 (Hair 
et al., 2020). Furthermore, all indicators included in explaining the variables satisfied the convergent validity 
requirement. Their outer loading values exceeded 0.70, and their AVE values surpassed 0.50 (Hair et al., 2021). 
This indicates that each item representing variables X, M, and Y has a high correlation with other items forming 
the same construct. In addition to convergent validity, another aspect of construct validity can be assessed by 
examining the cross-loadings to determine the discriminant validity of the research constructs. Based on data 
calculations, the discriminant validity of the research items used is as follows:  
 

Table 4. Discriminant Validity 
Item BA BAC BAP BL BP SBC 

BA1 0.840 0.448 0.409 0.477 0.629 0.578 
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Item BA BAC BAP BL BP SBC 

BA2 0.806 0.419 0.423 0.487 0.624 0.473 

BA3 0.758 0.379 0.470 0.479 0.604 0.549 

BA4 0.797 0.402 0.334 0.510 0.588 0.537 

BAC1 0.402 0.825 0.625 0.333 0.412 0.364 

BAC2 0.416 0.770 0.576 0.397 0.353 0.353 

BAC3 0.418 0.799 0.602 0.322 0.393 0.397 

BAP1 0.376 0.578 0.759 0.360 0.406 0.399 

BAP2 0.387 0.537 0.750 0.389 0.421 0.451 

BAP3 0.358 0.548 0.754 0.304 0.448 0.405 

BAP4 0.430 0.625 0.778 0.300 0.414 0.366 

BL1 0.381 0.265 0.235 0.704 0.453 0.508 

BL2 0.443 0.376 0.380 0.753 0.465 0.464 

BL3 0.457 0.255 0.356 0.750 0.530 0.547 

BL4 0.463 0.337 0.339 0.742 0.473 0.363 

BL5 0.428 0.364 0.281 0.709 0.382 0.284 

BL6 0.541 0.370 0.376 0.804 0.480 0.460 

BP1 0.598 0.347 0.404 0.538 0.777 0.520 

BP2 0.535 0.390 0.470 0.445 0.771 0.569 

BP3 0.551 0.323 0.417 0.421 0.763 0.569 

BP4 0.666 0.468 0.435 0.530 0.737 0.500 

BP5 0.553 0.313 0.384 0.449 0.757 0.591 

SBC1 0.547 0.461 0.499 0.418 0.610 0.796 

SBC2 0.515 0.320 0.399 0.481 0.600 0.855 

SBC3 0.606 0.382 0.430 0.584 0.596 0.848 
 
 Since the cross-loading values have surpassed the minimum threshold of 0.70 which considered a 
safe limit and greater than their row-wise counterparts (Hair et al., 2021), each indicator used has met good 
discriminant validity standards. This indicates that every item demonstrates a low correlation with items 
forming different latent constructs. 
 
4.2. Structural Model Evaluation  

 
A structural model analysis was conducted to determine how much of the variance in the exogenous 

variables could explain the endogenous variables, and the magnitude of influence each latent variable had, 
based on path coefficients tested through bootstrapping calculations (Hair et al., 2021). Therefore, the steps 
taken to test this model involved measuring R-squared to assess the variation in independent variables 
explaining the dependent variables, and examining the magnitude and significance of the path coefficients to 
observe the relationships among each research construct (Hair et al., 2021). Here are the results of the 
coefficient of determination calculation for the structural model analysis in this research:  

 
Table 5. R- Square Testing 

Original Sample (O) 

Brand Attachment 0.368 

Brand Loyalty 0.465 
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The output shows an R-squared value of 0.368 for the brand attachment variable and 0.465 for 
the brand loyalty variable. This indicates that 36.8% of the variability in brand attachment can be explained 
by the brand authenticity variable within the model, which is considered weak. Furthermore, 46.5% of the 
variability in brand loyalty can be explained by the brand authenticity and brand attachment variables in the 
model, which is also categorized as weak. Subsequently, hypothesis testing in this research was performed by 
analyzing the significance and values of the path coefficients. The research model, shown in the figure below, 
serves to visualize the constructs utilized and the directional relationships between the latent variables in this 
research. 
 

 
 

Figure 2. Research Model 
 
The calculation of path coefficients yielded results that demonstrate the value and significance of 

each variable relationship. Path coefficients close to +1 indicate a perfect positive relationship, -1 indicates a 
strong negative relationship, and 0 signifies no relationship (Hair et al., 2017). Hair et al. (2021) classify the 
strength of relationships as strong (0.75), moderate (0.50), and weak (0.25) based on path coefficient values. 
For significance, a correlation is considered significant if its significance level is below alpha (0.05) and the T-
statistic exceeds the t-table value (1.96) (Hair et al., 2021). Which the results for the path coefficient calculations 
in this study can be seen in the following table. The results are presented in the table below: 

 
Table 6. Path Coefficient 

Hypothesis O T Statistics  P Values Results 

Brand Authenticity  Brand Loyalty 0.096 1.259 0.104 Unsupported 

Brand Authenticity  Brand Attachment 0.607 10.439 0.000 Supported 

Brand Attachment  Brand Loyalty 0.619 9.338 0.000 Supported 
 
 Based on the hypothesis testing results above, further explanation can be provided as follows: 
 Hypothesis 1 aimed to determine whether brand authenticity influences brand loyalty for 
Somethinc's local skincare products. The tests yielded the following results: O = 0.096, T-statistics = 1.259, and 
P-values = 0.104. These findings lead to the rejection of the alternative hypothesis (Ha) and the acceptance of 
the null hypothesis (H0). This indicates that brand authenticity does not have a direct, significant impact on 
brand loyalty for Somethinc's local skincare products. 
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 Hypothesis 2 aimed to confirm whether brand authenticity influences brand attachment for 
Somethinc's local skincare products. The tests conducted yielded the following results: O = 0.607, T-statistics 
= 10.439, and P-values = 0.000. These findings support the alternative hypothesis (Ha), indicating a significant 
positive influence of brand authenticity on brand attachment for Somethinc's local skincare products. 
 Hypothesis 3 aimed to confirm whether brand attachment influences brand loyalty for Somethinc's 
local skincare products. The tests conducted yielded the following results: O = 0.619, T-statistics = 9.338, and 
P-values = 0.000. These findings support the alternative hypothesis (Ha), indicating a significant positive 
influence of brand attachment on brand loyalty for Somethinc's local skincare products. Furthermore, the 
mediation analysis in this research was conducted using the bootstrapping method within SmartPLS. This 
approach was employed to address the hypotheses and ascertain the mediating variable's influence on the 
relationship between the independent and dependent variables, resulting in the following findings: 
 

Table 7. Mediation Testing 
Hypothesis         O T Statistics P Values Results 

Brand Authenticity  Brand Attachment  
Brand Loyalty 

0.376 6.806 0.000 Supported 

 
 Based on the mediation test results above, further explanation can be provided as follows: 
  
Hypothesis 4 aimed to confirm whether brand attachment mediates the relationship between brand 
authenticity and brand loyalty for Somethinc's local skincare products. The tests conducted yielded an O value 
of 0.376, a T-statistic of 6.806, and a P-value of 0.000. These results indicate acceptance of the alternative 
hypothesis (Ha), demonstrating that brand attachment significantly mediates the relationship between brand 
authenticity and brand loyalty for Somethinc's local skincare products. 
 
4.3. Discussion  
 
 The following provides a more detailed explanation of the variable relationships, based on both the 
results of data processing and findings from similar prior publications: 
 
4.3.1. The Impact of Brand Authenticity on Brand Loyalty  
  
 Hypothesis 1 (Ha) was rejected, indicating that brand authenticity does not directly and significantly 
impact brand loyalty for Somethinc local skincare products, with an O-value of 0.096, T-statistics of 1.259, and 
P-values of 0.104. This suggests that consumers' perception of Somethinc as an authentic brand offering high-
quality, safe local skincare ingredients doesn't automatically translate into loyalty, especially given the 
abundance of similar products in the market. Therefore, consumer loyalty to Somethinc in Indonesia appears 
to be driven by factors other than brand authenticity. This finding contrasts with studies by Busser & Shulga 
(2019) and Xu et al. (2022), which found a direct link between authenticity and brand loyalty in US coffee 
shops and Beijing's time-honored restaurants, respectively. The discrepancy likely stems from significant 
differences in industry sectors and respondent demographics. While the previous studies focused on the 
hospitality and F&B industries, this research centered on the Indonesian beauty industry, specifically local 
skincare products. 
 The fast-moving nature of beauty trends and continuous innovation in the beauty market provide 
consumers with numerous product alternatives. Coupled with aggressive marketing strategies, including 
collaborations with beauty influencers promoting new skincare routines, consumers are prone to switching 
behavior. While brand authenticity might initially drive purchases, the many external influences encouraging 
the use of other beauty products mean that authenticity alone may not lead to long-term loyalty. The 
authentic value delivered by a brand through its products and marketing communications doesn't necessarily 
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result in repeat purchases or recommendations.The study's findings are further supported by the 
demographic profile of the respondents, who were predominantly from lower-middle-income social classes 
with monthly expenditures ranging from Rp1,000,000 to Rp2,600,000. For this group, the emergence of 
"dupe" skincare brands offering more affordable alternatives to Somethinc (which typically costs Rp100,000 
or more) can easily lead to brand switching. Additionally, the majority of respondents were students who had 
completed high school, indicating their high exposure to various digital information. This reliance on digital 
media, including numerous reviews and information about skincare products from different brands, 
influences them to try a variety of products to satisfy their curiosity rather than remaining loyal to a single 
brand long-term. This highlights that many factors can influence brand loyalty in the skincare product market. 
 
4.3.2. The Impact of Brand Authenticity on Brand Attachment 
 
 Hypothesis 2 (Ha) was accepted, demonstrating that brand authenticity significantly and positively 
influences brand attachment for the local skincare brand Somethinc. The analysis yielded an O value of 0.607, 
a T-statistic of 10.439, and a P-value of 0.000. These results indicate that Indonesian consumers' perception of 
Somethinc as an authentic local skincare brand—one with clear values, understanding of its messaging, and 
consistent fulfillment of commitments—leads to emotional dependence and attachment to the brand's 
consumption patterns and engagement. This finding aligns with previous research, such as Sun et al. (2024) 
which found that brand authenticity in Korean beauty products positively impacts brand attachment among 
Chinese consumers. Similarly, Lin & Ku (2023) showed that brand authenticity predicts brand attachment in 
the luxury fashion industry, citing Choi et al. (2014) who found a positive relationship between brand 
authenticity and brand attachment in sports brands. As consumers increasingly value authenticity, they tend 
to form emotional bonds with brands that consistently embody these characteristics (Lin & Ku, 2023). This is 
because consumers feel more relevant and connected to brands that demonstrate originality, transparency, 
and consistency in their values and promises. Given that skincare products directly affect consumers' faces 
and physical appearance, they are more likely to feel emotionally connected to beauty brands perceived as 
authentic—those that are honest about ingredients, production processes, prioritize natural elements, and 
avoid over-claiming product benefits. The study's findings are further supported by the demographic of the 
respondents, predominantly Gen Z (ages 13-28). Gen Z consumers are highly aware of social and 
environmental issues, integrating these concerns into their daily lives. For instance, they prioritize using local 
products, natural ingredients, oppose animal testing, and support environmental sustainability. Consumers 
perceive Somethinc as a local beauty brand that is cruelty-free certified, uses natural "hero" ingredients, and 
actively preserves the ecosystem through eco-friendly packaging and participation in environmental 
conservation efforts. This genuine authenticity fostered by Somethinc resonates with consumers' values, 
creating a strong self-brand connection that leads to brand attachment. 
 
4.3.3. The Influence of Brand Attachment on Brand Loyalty 
 
 Hypothesis 3 (Ha) was accepted, confirming that brand attachment significantly and positively 
influences brand loyalty for the local skincare brand Somethinc. The results show an O value of 0.619, T-
statistics of 9.338, and P-values of 0.000. This indicates that consumers' emotional connection to Somethinc, 
encompassing passion, self-brand connection, and affection derived from positive experiences and alignment 
with personal values, fosters loyalty. This loyalty is demonstrated by Somethinc being their primary choice for 
skincare and their willingness to positively recommend it to others without incentive. Similar findings were 
reported by Ahmad & Akbar (2023) in the hospitality sector, where brand attachment positively impacted 
brand loyalty among 4- and 5-star hotel consumers in Pakistan. Lin & Ku (2023) also found a significant 
positive relationship between brand attachment and brand loyalty in their study of digital brand experiences 
on luxury fashion brands' official Instagram accounts. Lin & Ku (2023) attributed this to Carlston (1992) 
finding that deeper consumer associations with a brand lead to stronger brand-consumer relationships. The 
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more profound the emotional connection between a brand and an individual consumer, fostered by positive 
feelings and memories, the higher their brand loyalty. When consumers are loyal to a brand, they are more 
willing to make repeated purchases of the same brand. They also develop a genuine commitment to the 
brand, becoming willing to recommend it to others as a way of showing support and appreciation. 
 This study's findings are further supported by the demographic of respondents, predominantly 
female. While self-care products are now more diverse in their use, women often exhibit stronger emotional 
attachment, particularly to skincare. Naturally, women tend to be influenced by their emotions when making 
judgments and decisions. This extends to brand loyalty in personal care. Given societal expectations for 
women to engage in self-care, they have a high level of emotional involvement with these products. When 
consumers develop a strong brand attachment due to the emotional value a beauty brand provides, they tend 
to be loyal in their personal consumption and are eager to recommend the products to others. 
 
4.3.4. The Influence of Brand Authenticity on Brand Loyalty Mediated by Brand Attachment 
  
 This study confirms Hypothesis 4 (Ha), showing that brand authenticity significantly and positively 
influences brand loyalty for the local skincare brand Somethinc, with brand attachment acting as a mediator. 
The mediation analysis, with values of O = 0.376, T-statistics = 6.806, and P-values = 0.000, indicates a 
significant indirect effect. Following Hair et al. (2021), the significant indirect effect combined with an 
insignificant direct effect between brand authenticity and brand loyalty confirms a full mediation (indirect-
only) scenario. This means brand authenticity alone cannot directly foster brand loyalty; instead, brand 
attachment is crucial for this relationship to become significant. The presence of brand attachment, 
encompassing brand passion, brand affection, and self-brand connection, is essential for establishing loyalty 
toward Somethinc. These findings align with recent research. Sun et al. (2024) found that Chinese consumers 
developed loyalty to authentic imported Korean beauty products only when an emotional connection was 
forged. Similarly, Deng et al. (2024) identified brand attachment as a mediator bridging brand authenticity 
and loyalty for international sports brands among Chinese consumers. When a brand consistently aligns its 
information and values with consumer expectations, it stimulates emotional attachment. This is because high 
authenticity fosters positive attitudes and trust, which are foundational for brand attachment. Brand 
attachment signifies a deep emotional bond, stemming from product satisfaction and the brand's resonance 
with a consumer's values, lifestyle, and culture. This emotional connection not only strengthens a consumer's 
sense of identity with the brand but also enhances loyalty by reinforcing loyal attitudes and behaviors. 
 This study's focus on a skincare brand further supports these findings. Like cosmetics and sports 
brands in the studies by Sun et al. (2024) and Deng et al. (2024), these studies all demonstrate a significant 
positive connection between authenticity, attachment, and loyalty, particularly for products consumers use 
to enhance their appearance. In today's competitive beauty and apparel industries, consumers often face 
cheaper alternatives. If purchasing decisions were solely based on price, consumers would easily switch to 
"dupe" products. However, when brands prioritize emotional connections, they stand out by giving 
consumers a reason to care, not just to buy. An authentic skincare brand that creates consistency between 
expectations and offerings, fostering an emotional connection that reflects consumers' values and self-
identity, transforms from a mere product provider into a lifestyle partner. Therefore, for Somethinc to build 
long-term loyalty, its authenticity must resonate with consumers' intrinsic values, forming an emotionally built 
attachment. 
 

V. Conclusion 
 
This research indicates that brand authenticity does not directly influence brand loyalty for 

Somethinc products among Indonesian consumers. However, brand authenticity has a positive and significant 
effect on brand attachment. This means consumers' perception of Somethinc's genuineness can foster a 
strong emotional connection. Furthermore, brand attachment was found to have a significant positive impact 
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on brand loyalty. Most importantly, brand attachment serves as a full mediator between brand authenticity 
and brand loyalty. This suggests that in the beauty industry, like with Somethinc, brand authenticity will only 
drive loyalty if a strong emotional bond (brand attachment) is formed with consumers.   

This study, while providing insights into Indonesian consumers' perceptions of Somethinc skincare 
products, is limited by its specific focus on one brand and its sole reliance on Indonesian respondents. Future 
research expanding the scope to include other brands, industries, and international demographics would be 
beneficial for achieving more broadly applicable and generalizable conclusions. Such recommendations 
based on the research findings, conclusions, and limitations are further research should investigate potential 
reasons why brand authenticity doesn't directly and significantly impact brand loyalty for local skincare 
products among Indonesian consumers. Since brand authenticity only significantly influences brand loyalty 
when mediated by brand attachment, Somethinc should focus on building emotional connections with 
consumers. This includes fostering passion, self-brand connection, and affection to deepen their engagement 
with Somethinc and secure their loyalty. Other local skincare brands could enhance their competitiveness by 
benchmarking factors that drive Somethinc's brand loyalty among Indonesian consumers. This strategy would 
reduce the market share of imported products and boost the domestic economy. Finally, future research could 
explore other mediation effects, as this study only examined one. 

References 

Aaker, D. A., Kumar, V., Leone, R. P., & Day, G. S. (2018). Marketing research (13th ed.). Wiley Global Education  
Abdul Aziz, N., Othman, N. A., & Abdul Murad, S. M. Bin. (2023). The effects of social support and social media 

influencers’ credibility on emotional brand attachment: The mediating roles of trust in multichannel. 
Social Sciences and Humanities Open, 8(1). https://doi.org/10.1016/j.ssaho.2023.100727 

Ahmad, B., & Akbar, M. I. ud D. (2023). Validating a multidimensional perspective of relationship marketing on 
brand attachment, customer loyalty and purchase intentions: a serial mediation model. Journal of 
Strategic Marketing, 31(3), 669–692. https://doi.org/10.1080/0965254X.2021.1969422 

Al Mamun, A., Naznen, F., Yang, Q., Ali, M. H., & Hashim, N. M. H. N. (2023). Modelling the significance of 
celebrity endorsement and consumer interest on attitude, purchase intention, and willingness to pay 
a premium price for green skincare products. Heliyon, 9(6). 
https://doi.org/10.1016/j.heliyon.2023.e16765 

Arya, V., Verma, H., Sethi, D., & Agarwal, R. (2019). Brand Authenticity and Brand Attachment: How Online 
Communities Built on Social Networking Vehicles Moderate the Consumers’ Brand Attachment. IIM 
Kozhikode Society and Management Review, 8(2), 87–103. 
https://doi.org/10.1177/2277975219825508 

Beverland, M. (2006). The “real thing”: Branding authenticity in the luxury wine trade. Journal of Business 
Research, 59(2), 251–258. https://doi.org/10.1016/j.jbusres.2005.04.007 

Beverland, M. B., Lindgreen, A., & Vink, M. W. (2008). Projecting authenticity through advertising: Consumer 
judgments of advertisers’ claims. Journal of Advertising, 37(1), 5–15. 
https://doi.org/10.2753/JOA0091-3367370101 

Bonisoli, L., & Blacio Guañuna, R. A. (2023). Going green in Ecuador: Unpacking the motivations behind brand 
loyalty for organic products. Journal of Cleaner Production, 418. 
https://doi.org/10.1016/j.jclepro.2023.138116 

Bruhn, M., Schoenmüller, V., Schäfer, D., & Heinrich, D. (2012). Brand Authenticity: Towards a Deeper 
Understanding of Its Conceptualization and Measurement. Advances in Consumer Research, 40. 
https://ssrn.com/abstract=2402187 

Busser, J. A., & Shulga, L. V. (2019). Involvement in consumer-generated advertising: Effects of organizational 
transparency and brand authenticity on loyalty and trust. International Journal of Contemporary 
Hospitality Management, 31(4), 1763–1784. https://doi.org/10.1108/IJCHM-10-2017-0685 

Carlston, D. E. (1992). Impression Formation and the Modular Mind. The Construction of Social Judgments  
Choi, H., Ko, E., Kim, E.Y., & Mattila, P. (2014). The role of fashion brand authenticity in product management: A 

holistic marketing approach. Journal of Product Innovation Management, 32(2), 233–242. 
https://doi.org/10.1111/jpim.12175 

Cinelli, M. D., & LeBoeuf, R. A. (2020). Keeping It Real: How Perceived Brand Authenticity Affects Product 
Perceptions. Journal of Consumer Psychology, 30(1), 40–59. https://doi.org/10.1002/jcpy.1123 

https://goldenratio.id/index.php/grmapb/index
https://doi.org/10.1016/j.ssaho.2023.100727
https://doi.org/10.1080/0965254X.2021.1969422
https://doi.org/10.1016/j.heliyon.2023.e16765
https://doi.org/10.1177/2277975219825508
https://doi.org/10.1016/j.jbusres.2005.04.007
https://doi.org/10.2753/JOA0091-3367370101
https://doi.org/10.1016/j.jclepro.2023.138116
https://ssrn.com/abstract=2402187
https://doi.org/10.1108/IJCHM-10-2017-0685
https://doi.org/10.1111/jpim.12175
https://doi.org/10.1002/jcpy.1123


2025. The Author(s). This open-access article is distributed under a Creative Commons Attribution 
(CC-BY-SA) 4.0 license. 

 

GOLDEN RATIO OF MARKETING AND APPLIED PSYCHOLOGY OF BUSINESS  

VOLUME 5, ISSUE. 2 (2025)  

Website: https://goldenratio.id/index.php/grmapb/index 

 

 
Page | 95  

 

ISSN [Online]: 2776-6349 

Deng, Y., Wang, X., & Li, D. (2024). How does brand authenticity influence brand loyalty? Exploring the roles of 
brand attachment and brand trust. Asia Pacific Journal of Marketing and Logistics. 
https://doi.org/10.1108/APJML-06-2024-0782 

Donvito, R., Aiello, G., Grazzini, L., Godey, B., Pederzoli, D., Wiedmann, K. P., Halliburton, C., Chan, P., Tsuchiya, 
J., Skorobogatykh, I. I., Oh, H., Singh, R., Ewing, M., Lee, Y., Fei, L., Chen, C. R., & Siu, N. Y. M. (2020). Does 
personality congruence explain luxury brand attachment? The results of an international research 
study. Journal of Business Research, 120, 462–472. https://doi.org/10.1016/j.jbusres.2020.06.047 

Female Daily. (2019). Best of beauty awards. Female Daily Network. https://awards.femaledaily.com 
Fritz, K., Schoenmueller, V., & Bruhn, M. (2017). Authenticity in branding – exploring antecedents and 

consequences of brand authenticity. European Journal of Marketing, 51(2), 324–348. 
https://doi.org/10.1108/EJM-10-2014-0633 

Grisaffe, D. B., & Nguyen, H. P. (2011). Antecedents of emotional attachment to brands. Journal of Business 
Research, 64(10), 1052–1059. https://doi.org/10.1016/j.jbusres.2010.11.002 

Hair, J. F. ., Hult, G. T. M. ., Ringle, C. M. ., & Sarstedt, Marko. (2017). A primer on partial least squares structural 
equation modeling (PLS-SEM). Sage. 

Hair, J. F., Howard, M. C., & Nitzl, C. (2020). Assessing measurement model quality in PLS-SEM using 
confirmatory composite analysis. Journal of Business Research, 109. 
https://doi.org/10.1016/j.jbusres.2019.11.069 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial Least Squares Structural 
Equation Modeling (PLS-SEM) Using R: a workbook. Springer. https://doi.org/10.1007/978-3-030-
80519-7 

Haq, M. D., Tseng, T. H., Cheng, H. L., Chiu, C. M., & Kuo, Y. H. (2024). This country is Loveable: A model of 
destination brand love considering consumption authenticity and social experience. Journal of 
Destination Marketing and Management, 32. https://doi.org/10.1016/j.jdmm.2024.100878 

Hwang, J., Choe, J. Y. (Jacey), Kim, H. M., & Kim, J. J. (2021). Human baristas and robot baristas: How does brand 
experience affect brand satisfaction, brand attitude, brand attachment, and brand loyalty? 
International Journal of Hospitality Management, 99. https://doi.org/10.1016/j.ijhm.2021.103050 

Hyun, H., Park, J. K., & Hong, E. (2024). Enhancing brand equity through multidimensional brand authenticity 
in the fashion retailing. Journal of Retailing and Consumer Services, 78. 
https://doi.org/10.1016/j.jretconser.2024.103712 

Japutra, A., Ekinci, Y., & Simkin, L. (2022). Discovering the dark side of brand attachment: Impulsive buying, 
obsessive-compulsive buying and trash talking. Journal of Business Research, 145, 442–453. 
https://doi.org/10.1016/j.jbusres.2022.03.020 

Jian, Y., Zhou, Z., & Zhou, N. (2019). Brand cultural symbolism, brand authenticity, and consumer well-being: 
the moderating role of cultural involvement. Journal of Product and Brand Management, 28(4), 529–
539. https://doi.org/10.1108/JPBM-08-2018-1981 

Jiménez-Barreto, J., Rubio, N., & Campo, S. (2020). Destination brand authenticity: What an experiential 
simulacrum! A multigroup analysis of its antecedents and outcomes through official online platforms. 
Tourism Management, 77. https://doi.org/10.1016/j.tourman.2019.104022 

Jones, T., & Taylor, S. F. (2007). The conceptual domain of service loyalty: How many dimensions? Journal of 
Services Marketing, 21(1), 36–51. https://doi.org/10.1108/08876040710726284 

Kankhuni, Z., Ngwira, C., Sepula, M. B., & Kapute, F. (2023). Modelling the relationship between higher 
education service quality, student engagement, attachment, satisfaction, and loyalty: a case of a 
Malawian public university. Journal of Teaching in Travel and Tourism, 23(2), 229–252. 
https://doi.org/10.1080/15313220.2022.2128983 

Khan, I., & Fatma, M. (2021). Online destination brand experience and authenticity: Does individualism-
collectivism orientation matter? Journal of Destination Marketing and Management, 20. 
https://doi.org/10.1016/j.jdmm.2021.100597 

Kim, K., & Kim, J. (2024). The study of brand loyalty and switching cost on OTT bundled service choice: Focusing 
on reference-dependent preferences in the saturated market. Journal of Retailing and Consumer 
Services, 77. https://doi.org/10.1016/j.jretconser.2023.103689 

Kompas. (2022a). Bagaimana Efek Komunikasi Massa? 
https://www.kompas.com/skola/read/2022/03/04/090000169/bagaimana-efek-komunikasi-massa 

Kotler, Philip., Keller, K. Lane., Tan, C. Tiong., Ang, S. Hoon., & Leong, S. Meng. (2016). Marketing management 
(15th ed.). Pearson Education Limited. 

https://goldenratio.id/index.php/grmapb/index
https://doi.org/10.1108/APJML-06-2024-0782
https://doi.org/10.1016/j.jbusres.2020.06.047
https://awards.femaledaily.com/
https://doi.org/10.1108/EJM-10-2014-0633
https://doi.org/10.1016/j.jbusres.2010.11.002
https://doi.org/10.1016/j.jbusres.2019.11.069
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1016/j.jdmm.2024.100878
https://doi.org/10.1016/j.ijhm.2021.103050
https://doi.org/10.1016/j.jretconser.2024.103712
https://doi.org/10.1016/j.jbusres.2022.03.020
https://doi.org/10.1108/JPBM-08-2018-1981
https://doi.org/10.1016/j.tourman.2019.104022
https://doi.org/10.1108/08876040710726284
https://doi.org/10.1080/15313220.2022.2128983
https://doi.org/10.1016/j.jdmm.2021.100597
https://doi.org/10.1016/j.jretconser.2023.103689
https://www.kompas.com/skola/read/2022/03/04/090000169/bagaimana-efek-komunikasi-massa


2025. The Author(s). This open-access article is distributed under a Creative Commons Attribution 
(CC-BY-SA) 4.0 license. 

 

GOLDEN RATIO OF MARKETING AND APPLIED PSYCHOLOGY OF BUSINESS  

VOLUME 5, ISSUE. 2 (2025)  

Website: https://goldenratio.id/index.php/grmapb/index 

 

 
Page | 96  

 

ISSN [Online]: 2776-6349 

Kuo, Y. F., & Chen, F. L. (2023). The effect of interactivity of brands’ marketing activities on Facebook fan pages 
on continuous participation intentions: An S–O-R framework study. Journal of Retailing and 
Consumer Services, 74. https://doi.org/10.1016/j.jretconser.2023.103446 

Le, T. H., Arcodia, C., Novais, M. A., & Kralj, A. (2022). How consumers perceive authenticity in restaurants: A 
study of online reviews. International Journal of Hospitality Management, 100. 
https://doi.org/10.1016/j.ijhm.2021.103102 

Lee, J., & Chung, L. (2019). Effects of perceived brand authenticity in health functional food consumers. British 
Food Journal, 122(2), 617–634. https://doi.org/10.1108/BFJ-07-2019-0515 

Li, Z., & Zhang, J. (2023). How to improve destination brand identification and loyalty using short-form videos? 
The role of emotional experience and self-congruity. Journal of Destination Marketing and 
Management, 30. https://doi.org/10.1016/j.jdmm.2023.100825 

Lin, F. L., & Ku, T. H. (2023). Effect of digital brand experience on luxury fashion brand authenticity, attachment 
and lo. South African Journal of Business Management, 54(1). 
https://doi.org/10.4102/sajbm.v54i1.3583 

Lu, L., Chi, C. G., & Liu, Y. (2015). Authenticity, involvement, and image: Evaluating tourist experiences at 
historic districts. Tourism Management, 50, 85–96. https://doi.org/10.1016/j.tourman.2015.01.026 

Lv, L., Huang, M., Guan, D., & Yang, K. (2023). Minor flaws are better: The positive effect of aesthetic 
imperfection about avatar endorsers on brand authenticity. Journal of Business Research, 166. 
https://doi.org/10.1016/j.jbusres.2023.114125 

Morhart, F., Malär, L., Guèvremont, A., Girardin, F., & Grohmann, B. (2013). Brand authenticity: An integrative 
framework and measurement scale. Journal of Consumer Psychology, 25(2), 200–218. 
https://doi.org/10.1016/j.jcps.2014.11.006 

Mostafa, R. B., & Kasamani, T. (2021). Brand experience and brand loyalty: is it a matter of emotions? Asia Pacific 
Journal of Marketing and Logistics, 33(4), 1033–1051. https://doi.org/10.1108/APJML-11-2019-0669 

Nunes, J. C., Ordanini, A., & Giambastiani, G. (2021). The Concept of Authenticity: What It Means to Consumers. 
Journal of Marketing, 85(4), 1–20. https://doi.org/10.1177/0022242921997081 

Pandey, A., & Sahu, R. (2020). Modeling the relationship between service quality, destination attachment and 
eWOM intention in heritage tourism. International Journal of Tourism Cities, 6(4), 769–784. 
https://doi.org/10.1108/IJTC-08-2019-0125 

Papadopoulou, C., Vardarsuyu, M., & Oghazi, P. (2023). Examining the relationships between brand 
authenticity, perceived value, and brand forgiveness: The role of cross-cultural happiness. Journal of 
Business Research, 167. https://doi.org/10.1016/j.jbusres.2023.114154 

Park, C. W., Macinnis, D. J., & Priester, J. (2006). Beyond Attitudes: Attachment and Consumer Behavior. Seoul 
Journal of Business, 12(2). 

Park, C. W., Macinnis, D. J., Priester, J. R., Eisingerich, A. B., & Iacobucci, D. (2010). Brand attachment and brand 
attitude strength: Conceptual and empirical differentiation of two critical brand equity drivers. 
Journal of Marketing. https://doi.org/https://doi.org/10.1509/jmkg.74.6.1 

Park, J. K., Hong, E. P., & Park, Y. na. (2023). Toward a new business model of retail industry: The role of brand 
experience and brand authenticity. Journal of Retailing and Consumer Services, 74. 
https://doi.org/10.1016/j.jretconser.2023.103426 

Pérez, A. (2019). Building a theoretical framework of message authenticity in CSR communication. Corporate 
Communications, 24(2), 334–350. https://doi.org/10.1108/CCIJ-04-2018-0051 

Qinghua, L., Bingkun, L., & Xueqin, M. (2019). Antecedents and consequences of brand innovation of old 
brands: based on consumer perception perspective. Journal of Huaqiao University (Philosophy and 
Social Sciences Edition). https://doi.org/10.18686/ahe.v3i4.1541 

Ragab, H., Polo-Peña, A. I., & Mahrous, A. A. (2024). The effect of airline service quality, perceived value, 
emotional attachment, and brand loyalty on passengers’ willingness to pay: The moderating role of 
airline origin. Case Studies on Transport Policy, 18. https://doi.org/10.1016/j.cstp.2024.101313 

Report Linker. (2024). Indonesia Skin Care Market Overview 2024-2028. 
https://member.reportlinker.com/next/search?date=3y&query=skincare+indonesia&viewedItem=d
ocument::a6f5e8c41f380c0c0fa7836a23e49cfc 

Research and Markets. (2024). Skincare Global Market Report 2024. 
https://www.researchandmarkets.com/reports/5940029/skincare-global-market-report 

RRI. (2024). Mengurangi Ketergantungan pada Produk Impor bagi Generasi Z. RRI.Co.Id. https://rri.co.id/lain-
lain/909288/mengurangi-ketergantungan-pada-produk-impor-bagi-generasi-z 

https://goldenratio.id/index.php/grmapb/index
https://doi.org/10.1016/j.jretconser.2023.103446
https://doi.org/10.1016/j.ijhm.2021.103102
https://doi.org/10.1108/BFJ-07-2019-0515
https://doi.org/10.1016/j.jdmm.2023.100825
https://doi.org/10.4102/sajbm.v54i1.3583
https://doi.org/10.1016/j.tourman.2015.01.026
https://doi.org/10.1016/j.jbusres.2023.114125
https://doi.org/10.1016/j.jcps.2014.11.006
https://doi.org/10.1108/APJML-11-2019-0669
https://doi.org/10.1177/0022242921997081
https://doi.org/10.1108/IJTC-08-2019-0125
https://doi.org/10.1016/j.jbusres.2023.114154
https://doi.org/https:/doi.org/10.1509/jmkg.74.6.1
https://doi.org/10.1016/j.jretconser.2023.103426
https://doi.org/10.1108/CCIJ-04-2018-0051
https://doi.org/10.18686/ahe.v3i4.1541
https://doi.org/10.1016/j.cstp.2024.101313
https://member.reportlinker.com/next/search?date=3y&query=skincare+indonesia&viewedItem=document::a6f5e8c41f380c0c0fa7836a23e49cfc
https://member.reportlinker.com/next/search?date=3y&query=skincare+indonesia&viewedItem=document::a6f5e8c41f380c0c0fa7836a23e49cfc
https://www.researchandmarkets.com/reports/5940029/skincare-global-market-report
https://rri.co.id/lain-lain/909288/mengurangi-ketergantungan-pada-produk-impor-bagi-generasi-z
https://rri.co.id/lain-lain/909288/mengurangi-ketergantungan-pada-produk-impor-bagi-generasi-z


2025. The Author(s). This open-access article is distributed under a Creative Commons Attribution 
(CC-BY-SA) 4.0 license. 

 

GOLDEN RATIO OF MARKETING AND APPLIED PSYCHOLOGY OF BUSINESS  

VOLUME 5, ISSUE. 2 (2025)  

Website: https://goldenratio.id/index.php/grmapb/index 

 

 
Page | 97  

 

ISSN [Online]: 2776-6349 

Santos, M., & Schlesinger, W. (2021). When love matters. Experience and brand love as antecedents of loyalty 
and willingness to pay a premium price in streaming services. Spanish Journal of Marketing - ESIC, 
25(3), 374–391. https://doi.org/10.1108/SJME-11-2020-0201 

Singh, R. P., & Banerjee, N. (2021). The mediating role of brand credibility on celebrity credibility in building 
brand equity and immutable customer relationship: The mediating role of brand credibility on 
celebrity credibility. IIMB Management Review, 33(2), 119–132. 
https://doi.org/10.1016/j.iimb.2021.03.010 

Singh, Y., & Milan, R. (2024). Utilitarian and hedonic values of gamification and their influence on brand 
engagement, loyalty, trust and WoM. Entertainment Computing, 52. 
https://doi.org/10.1016/j.entcom.2024.100868 

Sobol, K., Cleveland, M., & Laroche, M. (2018). Globalization, national identity, biculturalism and consumer 
behavior: A longitudinal study of Dutch consumers. Journal of Business Research, 82, 340–353. 
https://doi.org/10.1016/j.jbusres.2016.02.044 

Södergren, J. (2021). Brand authenticity: 25 Years of research. International Journal of Consumer Studies, 45(4), 
645–663. https://doi.org/10.1111/ijcs.12651 

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, 50–59. 
https://doi.org/10.1016/j.ijhm.2018.12.011 

Spiggle, S., Nguyen, H. T., & Caravella, M. (2012). More Than Fit: Brand Extension Authenticity. Journal of 
Marketing Research. https://doi.org/https://doi.org/10.1509/jmr.11.0015 

Statista Research Department. (2024b). Revenue of the skin care market worldwide from 2019 to 2029. 
https://www.statista.com/forecasts/1268473/worldwide-revenue-skin-care-
market#:~:text=After%20the%20ninth%20consecutive%20increasing,broad%20range%20of%20ad
ditional%20markets 

Sun, H., Dai, Y. Y., Jeon, S. S., Lee, R., Wang, H., Shi, X., Sun, L., & Wang, Y. (2024). The impact of brand authenticity 
on brand attachment, brand loyalty, willingness to pay more, and forgiveness - For Chinese 
consumers of Korean cosmetic brands -. Heliyon, 10(16). 
https://doi.org/10.1016/j.heliyon.2024.e36030 

Tang, F., Dai, Y., Ma, Z. J., & Choi, T. M. (2023). Trade-in operations under retail competition: Effects of brand 
loyalty. European Journal of Operational Research, 310(1), 397–414. 
https://doi.org/10.1016/j.ejor.2023.03.020 

Vicente, P., Sampaio, A., & Reis, E. (2020). Factors influencing passenger loyalty towards public transport 
services: Does public transport providers’ commitment to environmental sustainability matter? Case 
Studies on Transport Policy, 8(2), 627–638. https://doi.org/10.1016/j.cstp.2020.02.004 

Wang, Y., Jiang, J., Gong, X., & Wang, J. (2023). Simple = Authentic: The effect of visually simple package design 
on perceived brand authenticity and brand choice. Journal of Business Research, 166. 
https://doi.org/10.1016/j.jbusres.2023.114078 

Warren, C., Batra, R., Loureiro, S. M. C., & Bagozzi, R. P. (2019). Brand Coolness. Journal of Marketing. 
https://doi.org/10.1177/0022242919857698 

Wernerfelt, B. (1991). Brand loyalty and market equilibrium. Marketing Science, 10(3), 229–245. 
http://www.jstor.org/journals/informs.html 

Wilendra, W., Nadlifatin, R., & Kusumawulan, C. K. (2024). ChatGPT: The AI Game-Changing Revolution in 
Marketing Strategy for the Indonesian Cosmetic Industry. Procedia Computer Science, 234, 1012–
1019. https://doi.org/10.1016/j.procs.2024.03.091 

Xu, J. (Bill), Prayag, G., & Song, H. (2022). The effects of consumer brand authenticity, brand image, and age on 
brand loyalty in time-honored restaurants: Findings from SEM and fsQCA. International Journal of 
Hospitality Management, 107. https://doi.org/10.1016/j.ijhm.2022.103340 

Zhang, P., Shi, X., Liu, W., Li, K., Zhao, L., & Zhou, J. (2023). The impact of extended product fit on brand loyalty: 
The road to durability and success for long-established enterprise. Economic Analysis and Policy, 77, 
1055–1075. https://doi.org/10.1016/j.eap.2023.01.006 

 
 
 

 

https://goldenratio.id/index.php/grmapb/index
https://doi.org/10.1108/SJME-11-2020-0201
https://doi.org/10.1016/j.iimb.2021.03.010
https://doi.org/10.1016/j.entcom.2024.100868
https://doi.org/10.1016/j.jbusres.2016.02.044
https://doi.org/10.1111/ijcs.12651
https://doi.org/10.1016/j.ijhm.2018.12.011
https://doi.org/https:/doi.org/10.1509/jmr.11.0015
https://www.statista.com/forecasts/1268473/worldwide-revenue-skin-care-market#:%7E:text=After%20the%20ninth%20consecutive%20increasing,broad%20range%20of%20additional%20markets
https://www.statista.com/forecasts/1268473/worldwide-revenue-skin-care-market#:%7E:text=After%20the%20ninth%20consecutive%20increasing,broad%20range%20of%20additional%20markets
https://www.statista.com/forecasts/1268473/worldwide-revenue-skin-care-market#:%7E:text=After%20the%20ninth%20consecutive%20increasing,broad%20range%20of%20additional%20markets
https://doi.org/10.1016/j.heliyon.2024.e36030
https://doi.org/10.1016/j.ejor.2023.03.020
https://doi.org/10.1016/j.cstp.2020.02.004
https://doi.org/10.1016/j.jbusres.2023.114078
https://doi.org/10.1177/0022242919857698
http://www.jstor.org/journals/informs.html
https://doi.org/10.1016/j.procs.2024.03.091
https://doi.org/10.1016/j.ijhm.2022.103340
https://doi.org/10.1016/j.eap.2023.01.006

