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The primary goal of this study is to experimentally examine the mediating role of customer 

trust in the impact of sustainable brand equity on customer satisfaction and customer loyalty. 

We employed a quantitative methodology and designed a survey questionnaire to measure 

sustainable brand equity. The survey was administered to 220 construction material retailers 

in Jakarta, Indonesia. Our investigation focuses on how antecedents of sustainable brand equity 

influence customer perceptions of satisfaction and loyalty in the retail trade for building 

materials. We used structural equation modeling (SEM) in AMOS version 26 for the analysis. 

Our findings demonstrate that antecedents of sustainable brand equity (such as brand 

awareness, brand identification, physical quality, staff behavior, lifestyle congruence, and 

ideal self-congruence) directly and significantly influence customer trust. In turn, customer 

trust directly and significantly influences customer satisfaction and loyalty. Interestingly, 

while customer trust does not impact customer loyalty, customer satisfaction does, with a 

strong influence. Hence, customer loyalty is greatly affected by customer satisfaction. This 

study's significance lies in demonstrating how the development of sustainable brand equity 

affects trust, satisfaction, and loyalty among building material retailers. The emergence of 

customer trust as a mediator between sustainable brand equity, customer satisfaction, and 

customer loyalty forms the focal point of this study. 
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1. INTRODUCTION

One of Indonesia's foundational sectors is the building 

material sector. All around the nation, small-scale family 

businesses predominate. Customers have a wide range of 

options when choosing building material merchants in 

Indonesia because there are thousands of them. As a result, the 

retailer needs to be able to develop a strong brand that adds to 

brand equity [1]. Brand equity measurement was primarily 

linked to the financial outcome which measured through 

customers’ views. In this situation, all organizations, including 

merchants of building materials, are willing to establish strong 

brand equity in order to set themselves apart from the 

competition. Therefore, assessing consumers' perceptions of 

long-term brand equity will reveal a thorough grasp of how 

companies affect customer loyalty and satisfaction. In order to 

measure consumer pleasure and loyalty, this study focused on 

sustainable brand equity. The exposure of sustainable brand 

equity is anticipated to be a ground breaking development 

breakthrough for the brand equity management in the building 

material industry. 

Creating sustainable cities and communities is Goal 11 of 

the United Nations’ Sustainable Development Goals (SDGs) 

and this project will specifically address Target 11.1: “By 

2030, ensure access for all to adequate, safe and affordable 

housing and basic services and upgrade slums”. Cities have 

become increasingly inaccessible and exclusionary to many 

due to growing urbanisation and unaffordable property prices, 

leading to what has become a global housing affordability 

crisis affecting nations across income levels. 

Essentially, brand equity is measured through the minds of 

customers, making the consideration of sustainable concepts 

critical for assessing brand equity [2]. Since the emergence of 

brand equity concepts over the last three decades, various 

models have been introduced that include various brand equity 

dimensions. Customer loyalty, brand awareness, perceived 

quality, brand associations, and other proprietary assets were 

introduced as brand equity dimensions in the initial model [3]. 

Furthermore, Keller explained that the brand equity concept 

occurs when customers become familiar with the brand and 

embrace several positive, unique, and strong perceptions of the 

brand [4]. Brand knowledge and brand awareness are 

recognized as brand equity elements based on these concepts. 

The other scholar defined brand equity as customer loyalty, 

perceived quality, and brand awareness/associations [5]. 

Furthermore, the brand equity model alternative discloses staff 

behaviour, physical quality, ideal self-congruence, brand 

identification, and lifestyle-congruence [6].  

Furthermore, brand equity refers to the value clients 

attribute to the brand based on their perceptions of value, 

service, quality, and item ascribes. These numerous variables 

contribute to a brand's engagement and influence customer 

satisfaction [7]. Customer satisfaction is generated when the 

customer has complete faith in the brand [8]. Furthermore, 

customer satisfaction is measured by how well customers feel 

about the brand they have chosen and how well it performs in 

comparison to their expectations. In this regard, customer trust 

is a critical component for measuring customer relationships 
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in the building material retailer industry. These findings are 

consistent with the previous study, which identified trust as a 

moderating variable in measuring brand equity and brand-

customer relationships [9]. Customer trust is then recognized 

as a critical factor in generating customer loyalty [10]. It 

means that the loyal customer will minimize risk by assessing 

overall brand equity, customer trust, customer loyalty, and 

customer satisfaction. As a result, it is critical to investigate 

the relationship between sustainable brand equity, customer 

trust, customer satisfaction, and customer loyalty in the 

building material retailer industry.  

Much research has investigated the correlation among 

customer loyalty as well as customer satisfaction, but no 

research examined the sustainable brand equity impact on 

customer trust customer satisfaction, and customer loyalty. 

The previous study inspected the importance of sustainable 

brand equity in the context of the automotive industry [11, 12], 

fashion retail [13], hospitality industry [7], the insurance 

industry [2], tourism industry [14], telecommunication 

industry [15], food industry [16], banks industry [17], as well 

as education industry [18]. To the best of the researchers' 

knowledge, this is the first study to observe the sustainable 

brand equity model in the building material industry. As a 

result, the researchers intend to investigate the building 

material industry because it has been identified as a 

fundamental industry of the national economy with a critical 

function to improve the circular economy, manage the 

ecological environment, and improve human completion [19-

21]. 

The primary contribution of this study is to fill a knowledge 

gap by investigating the relationship between sustainable 

brand equity antecedents and customer trust, as well as the 

relationship between customer trust on customer satisfaction 

and loyalty. There is no other study in the building material 

industry that focuses on sustainable brand equity antecedents 

toward customer trust, customer satisfaction, and customer 

loyalty. Thus, this study concentrated on defining customer 

trust as a mediator between sustainable brand equity toward 

customer satisfaction and customer loyalty. In order to clarify 

the connection between sustainable brand equity, customer 

trust, customer satisfaction, and customer loyalty; this study 

discuss literature review in section 2. Then, hypotheses 

development discussed in section 3. Thirdly, methodology 

explored in section 4. Fourthly, results of the study appear in 

section 5. Then, the discussions of the study were displayed

in section 6. Lastly, the conclusions of the study were
mentioned in section 7. 

2. LITERATURE REVIEW

Recently, sustainability has been regarded as the most 

important feature for the global business community [22]. 

Then, sustainability can be identified as the measurement tools 

to ensure that a product or system can work continuously 

throughout its lifecycle while having the least amount of 

business impact [23]. The central concept of sustainability is 

to demonstrate that economic, environmental, and social 

benefits have an impact on future business development [24]. 

The concept of sustainability has a direct impact on brand 

equity. Essentially, the importance of meeting supply and 

demand is explained by economic concepts and social benefits 

[25].  

In the midst of the global industry's revolution, 

sustainability is critical for each company to meet the needs of 

its customers. In the building materials industry, retailers 

provide customer settlements through sustainability. As a 

result, building material retailers benefit from social, 

economic, and environmental advantage when they are able to 

generate sustainable brand equity. It means that retailers of 

building materials should be able to use sustainability as a 

marketing tool to entice more customers to buy their products. 

Generally, each customer evaluates their purchasing decision 

based on the power of innovation or sustainability [26, 27]. 

This suggests that in the building materials industry, the 

customer drives change. 

Once a building material retailer did not satisfy customers’ 

requirements, they would continue pursuing other alternatives 

which provide better product and services. Therefore, 

customers are evidently always looking for more suitable 

options to satisfy their needs. The retailer of building materials 

should then be able to identify customers' needs based on their 

motivation [28, 29]. As a result, a building material retailer 

will be able to establish an excellent reputation if they can 

meet the needs of their customers, maintain product quality, 

and provide after-sales service [30]. 

In general, the building material industry in Indonesia is a 

low entry barrier industry. The invasion of various industries 

and small and medium-sized businesses resulted in intense 

competition and a price war. These circumstances are causing 

brand disparity and constructing business problems for 

building material retailers. Numerous studies have been 

conducted on various topics related to the building material 

construction sector, including property management [31], 

housing developer performance [32], risk management [33], 

facilities management [34], client prospecting [35], 

construction safety [36], building information modelling [37], 

and time performance [38].  

As previously stated, the majority of literature in the field 

of building material construction has focused on sustainable 

product development, with no previous study discussing 

sustainable brand equity. The primary goal of this research is 

to investigate the impact of long-term brand equity in the 

building materials industry. The study of sustainable brand 

equity in the building materials industry has been recognized 

as an innovative breakthrough in providing theoretical value 

for sustainability, brand equity, customer trust, customer 

satisfaction, and customer loyalty.  

3. HYPOTHESES DEVELOPMENT

3.1 Sustainability 

In terms of the company’s’ and business success, 

sustainability is beneficial. The measurement of sustainability 

for this study using three essential factors namely social, 

economic, and environmental [39]. In order to achieve 

sustainability integration, each company should be able to 

increase customer trust [26]. Even though only few studies 

examine the relation between customer trust and sustainability, 

previous scholar found a notable and positive relationship 

between sustainability concepts with customer trust in regard 

to hospitality industry [40]. Earlier study also found 

sustainable brand equity in the telecommunication industry 

firmly in relation to customer trust [41]. Since no studies have 

been conducted to assess the relationship between sustainable 

brand equity and customer trust in the building materials 
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industry, the following hypothesis was proposed: 

Hypothesis 1: There is a positive correlation between 

sustainable brand equity and customer trust in the building 

material industry. 

Hypothesis 1a: There is a positive correlation between 

sustainability and customer trust in the building material 

industry. 

 

3.2 Brand awareness 

 

Brand awareness is the potential customers’ capacity to 

recognize and keep in mind that a particular brand belongs to 

a particular product category. It is regarded as the most 

important factor influencing customers' perceptions of a brand 

[42]. Moreover, brand recognition and brand recall are 

essential elements of brand awareness. Brand recall is the 

process of recovering a brand from a customer's memory; 

brand recognition, on the other hand, can be defined as a 

customer's ability to authorize prior experience with the brand 

[43]. Furthermore, increased brand awareness and acceptance 

indicate a positive demand for a specific brand [44]. Brand 

equity is the first determinant that should be observed when 

developing strong brand equity [45]. Then, it indicates that a 

higher level of brand awareness results in the creation of a 

dominant brand [46]. As a result, the researchers proposed that: 

Hypothesis 1b: There is a positive correlation between 

brand awareness and customer trust in the building material 

industry. 

 

3.3 Brand identification 

 

Customers' primary activity when purchasing a product or 

service is to identify their needs and offers from any institution 

or person. These scenarios reflect social identity theory, which 

states that identification can be defined as a point of view of 

interrelationship between a group of people and a corporate 

entity [47]. Customers' perceptions of brand attributes that 

influence their commitment and meaningful relationship with 

the product and service are thus defined as brand identification 

[48]. The primary variables used to develop brand 

identification are cognitive (awareness of membership), 

evaluative (awareness of value associations), and emotional 

(the affective interest in the evaluations) [49, 50].  

Furthermore, customers' involvement in civic-minded 

behaviours is affected by individual identity. The central idea 

behind this brand identification is to demonstrate that people 

are willing to distinguish themselves from others and identify 

with their concepts [51]. Brand identification then influenced 

customer trust by enhancing perceived performance and 

creating an affective attachment to the brand [52]. It means 

that customer trust occurs when brand performance meets or 

exceeds expectations [53]. In the context of this study, brand 

identification is acknowledged through a close relationship 

between customers and retailers. These investigations have 

prompted the current study to propose the following 

hypothesis: 

Hypothesis 1c: There is a positive correlation between 

brand identification and customer trust in the building 

material industry. 

 

3.4 Physical quality 

 

The physical quality of the retailers' facilities, equipment, 

materials, and designs reflects their image [7]. There are two 

types of perceived quality factors: intrinsic and extrinsic 

attributes [54]. The former refers to the product's physical 

characteristics such as form, colour, appearance, and flavour, 

whereas the latter refers to the product's non-physical 

characteristics such as price, brand, services, and packaging 

[55]. Customers' perceptions of quality are primarily 

influenced by previous product or service purchases. 

Customers' quality perception, on the other hand, is influenced 

not only by previous experience but also by brand 

advertisement, brand name, and price [56]. As a result, product 

specification, performance, aesthetic design, convenience, 

customer support, and specification are the determinants of 

perceived quality [57]. Physical quality is regarded as an 

important factor in the purchase decisions of customers by 

building material retailers.  

Numerous studies have found a positive relationship 

between physical quality and customer trust. Both were 

thought to have a positive impact on customer trust. 

Furthermore, physical quality has been identified as a key 

determinant of CBBE, with a positive correlation with 

customer trust in the hotel and restaurant industries [7]. 

Recently discovered that physical quality had a significant 

influence on customer trust in the retail industry [15]. The 

following hypothesis was proposed by this study: 

Hypothesis 1d: There is a positive correlation between 

physical quality and customer trust in the building material 

industry. 

 

3.5 Staff behaviour 

 

Staff behaviour is essentially related to the retailer 

employees' responsiveness, competence, friendliness, and 

helpfulness [58]. The interaction between personnel and 

customers influenced by brand equity [59]. It means that 

employees’ capacity to deliver on customer expectations as 

well as their capacity to fortify customer relationships 

determines how effectively brand equity performs. Previous 

research has found that the emergence of high-quality staff 

behaviour has a significant impact on retail customer trust [60]. 

Personnel behaviour had a positive impact on customer trust, 

which was relevant to previous studies. Meanwhile, because 

this study is focused on the relationship between building 

material retailer staff behaviour and customer trust, the 

following is the study hypothesis: 

Hypothesis 1e: There is a positive correlation between staff 

behaviour and customer trust in the building material industry. 

 

3.6 Lifestyle-congruence 

 

Almost usually, customers who purchase goods in retailers 

rely on their perceptions of particular brands and how they see 

themselves. When customers have a good fit between their 

self-concept and the retailer's patron image, it causes them to 

have a positive attitude toward that retailer, which is known as 

the self-congruity concept [61]. Self-congruence has a 

significant impact on several aspects of customer behaviour, 

including brand loyalty and brand satisfaction [62]. 

Furthermore, customers investigate the benefits of the 

product based on their self-congruence, such as lifestyle, 

identities, habits, preferences, and values [63]. In this case, 

lifestyle is regarded as an important factor in the daily lives of 

customers, as it relates to their attitudes, beliefs, and 

aspirations [64]. Lifestyle-congruence is defined in the context 

of brand consumption as customers' distinct pattern of living 
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based on their interests, opinions, and activities [7]. Lifestyle-

congruence has also been identified as a symbol of brand 

attributes [65]. Furthermore, lifestyle congruence influenced 

customer trust in the retail industry [66]. As a result, the 

researchers proposed: 

Hypothesis 1f: There is a positive correlation between 

lifestyle-congruence and customer trust in the building 

material industry. 

3.7 Ideal self-congruence 

Each customer is also willing to use brands that add value 

because it reflects an ideal self-congruence [67]. Therefore, 

ideal self-congruence is considered to be the best extra benefit 

that gives the customer a competitive edge. A previous study 

found that ideal self-congruence influenced customer trust in 

the retail industry [7]. Other studies have recently revealed 

that ideal self-congruence has a significant effect on customer 

trust [68]. The researchers proposed the following hypothesis 

in the context of the building materials industry:  

Hypothesis 1g: A positive assessment of building material 

retailer customers' ideal self-congruence influences customer 

trust of building material retailer customers. 

3.8 Customer satisfaction and customer loyalty 

Customer satisfaction is defined as customers' feelings of 

pleasure or displeasure as a result of a comparison of their 

perceptions and expectations [69]. Customer satisfaction can 

be justified as a result of positive confirmation revealed 

through perceptions of product performance [70]. It means that 

for each corporation to build a positive customer relationship, 

customer satisfaction is a strategic factor [71]. Most customers 

are constantly looking for more advanced alternatives to meet 

their needs [28]. The customer then always makes a proper 

selection toward goods or services that meet their needs [72]. 

Similarly, the customer is satisfied when their expectations 

are met or exceeded, and dissatisfied when their expectations 

are not met [73]. A satisfied customer also has a positive 

purchase intention to repurchase, positive word of mouth, and 

loyalty over a longer period of time [74]. Customer 

satisfaction is the most important factor in generating 

customer loyalty [75]. Customers' willingness to remain loyal 

to an organization's goods or services is repeatedly dependent 

on customer satisfaction [76].  

In the building materials industry, customer satisfaction can 

be calculated based on a retailer's ability to provide similar 

building materials as promised [77]. The primary reason for 

customer satisfaction is the customers' experiences, which are 

linked to the total amount of money spent on building material 

retailers' consumption [78]. As a result, when perceptions 

exceed expectations, the customer is satisfied. Furthermore, 

long-term brand equity plays an important role in generating 

customer satisfaction, which is mediated by customer trust 

[79]. Then, it was discovered that customer trust acted as a 

moderator between long-term brand equity and customer 

loyalty [80].  

As a result, customer loyalty is described as a customers’ 

promise to consistently purchase a good or service in the future, 

regardless of a circumstance or marketing initiative that would 

try to influence the customers’ behaviour. Customer 

satisfaction has almost certainly been claimed to be a precursor 

for customer loyalty [81, 82]. The length of the relationship 

between the customer and the producer can be used to 

determine the level of customer loyalty. Generally, satisfied 

customers are considered excellent customers because they 

will share their joy with other customers [83]. Based on 

previous empirical studies, the researchers proposed the 

following hypotheses: 

Hypothesis 2: There is a positive correlation between 

customer trust and customer satisfaction in the building 

material industry. 

Hypothesis 3: There is a positive correlation between 

customer trust and customer loyalty in the building material 

industry. 

Hypothesis 4: There is a positive correlation between 

customer satisfaction and customer loyalty in the building 

material industry. 

3.9 Customer trust 

Customer trust is defined as a positive belief in a specific 

product, service, or brand [84]. However, reputable brands 

have a greater influence on customer satisfaction, which is 

mediated by customer trust [85]. The increase in brand trust 

increased customer confidence and brand loyalty [86]. 

Therefore, customer trust is not only directly related to 

customer loyalty, but it also acts as a mediator between brand 

equity and customer loyalty [87]. Customer trust, according to 

the other report, indicated a high-quality brand, which had a 

significant impact on brand loyalty [83]. As a result of their 

findings, the researchers proposed the following hypothesis: 

Hypothesis 5: There is a positive correlation between 

sustainable brand equity and customer satisfaction mediated 

by customer trust in the building material industry. 

Hypothesis 6: There is a positive correlation between 

sustainable brand equity and customer loyalty mediated by 

customer trust in the building material industry. 

4. METHODOLOGY

The current study was intended to use a quantitative method. 

The quantitative method was chosen for this study due to the 

researcher's willingness to answer research questions through 

data analysis. As a result, the researchers used the Structural 

Equation Modelling (SEM) technique to assess the research's 

hypothesis testing. The primary justifications for utilizing 

SEM because of its ability to measure the correlation between 

latent variables and the capacity to describe which 

independent variable affects dependent variables or which 

variables have a relationship to one another [88]. It is feasible 

for the current study, which looked at the relationship between 

latent variables such as sustainability, brand awareness, brand 

identification, physical quality, staff behaviour, lifestyle-

congruence, ideal self-congruence, customer trust, customer 

satisfaction, and customer loyalty.  

For this study, non-probability sampling was used. Data was 

gathered from the customers who purchased cement bags from 

building material retailers in Jakarta, Indonesia. According to 

BPS Statistics Indonesia, Jakarta is the most populous city in 

Indonesia, with approximately 10.5 million people [89]. It was 

for this reason that the study was held in Jakarta. Of the 300 

questionnaires distributed to building material retailers' 

customers, 220 responses were returned, representing a 

response rate of 73.3 percent. Then, the sample size of 220 was 

sufficient to investigate the hypotheses in our study [90]. 

The constructs of research were assessed employing seven-
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point Likert items, ranging from strongly disagree (1) to 

strongly agree (7). The measurement indicator of Sustainable 

brand Equity for this study adopted from [15, 91]. 

Sustainability employs nine indicators [91], brand awareness 

use three indicators, brand identification with three indicators, 

physical quality exercise six indicators, staff behaviour 

involve three indicators, lifestyle congruence determine three 

indicators derived, and ideal self-congruence investigate three 

indicators [15]. It means there are thirty indicators used for 

sustainable brand equity. The measurement of customer trust 

adopting five indicators, while customer satisfaction using 

four indicators, and customer loyalty utilising six indicators 

[15]. 

5. RESULTS

The information was obtained from the owner of a building 

materials retailer in Jakarta, Indonesia. From the 300 

questionnaires distributed to customers of housing developers, 

220 responses were received. There were 127 male 

respondents (57.73%) and 93 female respondents (42.27%) in 

this study. An online questionnaire was used because there is 

insufficient publicly available data on the number of building 

material retailer owners. 

According to Table 1, all variables are discriminately valid 

because their indicator values are greater than 0.50. It means 

that the loading value satisfied the measurement model criteria 

for this study. As a result, composite reliability and Cronbach's 

alpha are commonly used to assess the dependability of 

internal consistency. The overall reliability test results in Table 

2 indicated that the questionnaire used in this study is reliable, 

with a composite reliability and Cronbach's alpha greater than 

0.70. 

However, R2 examine the explained variance of the latent 

variable compare to its total variance [92]. R2 which has higher 

value means that the independent latent variable has better 

ability to explain the latent dependent variable. There are 

several threshold value for R2 measurement namely weak 

(0.19), moderate (0.33), and substantial (0.67). Based on Table 

3, customer trust has the most substantial value by 0.782, while 

lifestyle congruence has the weakest value by 0.462. 

According to the first hypothesis in this study, the 

sustainable brand equity factor has a positive and significant 

influence on customer trust. The sustainable brand equity 

factor had a positive and significant effect on customer trust, 

with an estimated value of 0.592 and a CR on the effect of 

4.326, which was greater than 1.96. Previous research in the 

hospitality industry discovered a positive relationship between 

the sustainable brand equity and customer trust [43]. 

The findings of this study support hypothesis 1a, namely the 

sustainability factor influences customer trust positively. 

Based on the hypothesis testing results in Table 4, an estimated 

value was 0.267, while the CR on the effect of 2.634 was 

greater than 1.96. It was discovered that the sustainability 

factor had a significant impact on customer trust. According to 

Madanaguli et al. [93], the higher the sustainability factor in 

the tourism sector, the higher the customer trust. 

Hypothesis 1b in this study shows that the brand awareness 

factor influences customer trust positively. According to the 

hypothesis testing results in Table 4, there was an estimated 

value of 0.594 and a CR on the effect of 2.329, which was 

greater than 1.96, indicating that the brand awareness factor 

had a positive and significant effect on the customer trust. It is 

supporting previous study in the hospitality industry which 

confirm positive relationship between brand awareness and 

customer trust [43]. 

Table 1. Validity test 

Constructs Item Loading 

Sustainability (SUS) 

SUS1 

SUS2 

SUS3 

SUS4 

SUS5 

SUS6 

SUS7 

SUS8 

SUS9 

Brand Awareness (BAW) 

BAW 1 

BAW 2 

BAW 3 

Brand Identification (BID) 

BID 1 

BID 2 

BID 3 

Physical Quality (PHY) 

PHY 1 

PHY 2 

PHY 3 

PHY 4 

PHY 5 

PHY 6 

Staff Behaviour (SBE) 

SBE 1 

SBE 2 

SBE 3 

Lifestyle Congruence (LCO) 

LCO 1 

LCO 2 

LCO 3 

Ideal Self Congruence (ISC) 

ISC 1 

ISC 2 

ISC 3 

Customer Trust (CTR) 

CTR 1 

CTR 2 

CTR 3 

CTR 4 

CTR 5 

Customer Satisfaction (CSA) 

CSA1 

CSA2 

CSA3 

CSA4 

Customer Loyalty (CLO) 

CLO1 

CLO2 

CLO3 

CLO4 

CLO5 

CLO6 

0.524 

0.656 

0.717 

0.575 

0.839 

0.948 

0.663 

0.513 

0.5775 

0.625 

0.697 

0.542 

0.584 

0.627 

0.714 

0.583 

0.652 

0.719 

0.684 

0.732 

0.594 

0.635 

0.504 

0.729 

0.839 

0.643 

0.528 

0.632 

0.429 

0.786 

0.659 

0.826 

0.546 

0.752 

0.637 

0.628 

0.764 

0.673 

0.853 

0.728 

0.623 

0.545 

0.643 

0.712 

0.845 

Hypothesis 1c in this study mentioned that the brand 

identification factor positively influences customer trust. The 

hypothesis testing in Table 4 revealed that the brand 

identification factor had a positive and significant effect on 

customer trust, with an estimated value of 0.182 and a CR on 

the effect of 3.117, which was greater than 1.96. It backs up 

previous research in the retail industry that found a positive 
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relationship between brand identification and customer trust 

[10]. Another study conducted in the banking industry reveals 

that the total effect of brand identification confirms when 

customer trust the company [94].  

Table 2. Reliability test 

Main Variable 
Composite 

Reliability 

Cronbach’s 

Alpha 

Sustainability 

Brand Awareness 

Brand 

Identification 

Physical Quality 

Staff Behaviour 

Lifestyle 

Congruence 

Ideal Self 

Congruence 

Customer Trust 

Customer 

Satisfaction 

Customer loyalty 

0.824 

0.750 

0.728 

0.837 

0.856 

0.726 

0.785 

0.816 

0.743 

0.865 

0.873 

0.724 

0.813 

0.753 

0.861 

0.762 

0.713 

0.829 

0.813 

0.765 

Table 3. R2 test 

Main Variable R2 

Sustainability 

Brand Awareness 

Brand Identification 

Physical Quality 

Staff Behaviour 

Lifestyle Congruence 

Ideal Self Congruence 

Customer Trust 

Customer Satisfaction 

Customer loyalty  

0.689 

0.476 

0.623 

0.478 

0.658 

0.462 

0.519 

0.782 

0.653 

0.573 

Then, hypothesis 1d in this study shows that the physical 

quality factor influences customer trust positively. According 

to Table 4, the physical quality factor had a positive and 

significant effect on customer trust, with an estimated value of 

0.293 and a CR on the effect of 2.568, which was greater than 

1.96. It supports previous study that was conducted in the 

hospitality industry which found a positive relationship 

between physical quality and customer trust [43].  

Furthermore, hypothesis 1e in this study shows that the staff 

behaviour factor has a positive influence on customer trust. 

The staff behaviour factor had a positive and significant effect 

on customer trust, according to Table 4, with an estimated 

value of 0.126 and a CR on the effect of 3.272, which was 

greater than 1.96. It supports previous study in the banking 

industry that clearly indicates a positive relationship between 

staff behaviour and customer trust [95]. In addition, the other 

study in the hospitality industry shows the significant impact 

of staff behaviour toward customer trust [96]. 

However, hypothesis 1f in this study demonstrates that the 

lifecycle congruence factor has a negative influence on 

customer trust. According to Table 4, the lifestyle congruence 

factor had a negative effect on customer trust, with an 

estimated value of -0.318 and a CR of -0.063 on the effect 

lower than 1.96. It implied that the independent variable had 

no effect on the dependent variable. As a result, the conditions 

were not met, and the hypothesis was rejected. It means 

lifestyle congruence did not influence customer trust in the 

building material industry. 

Therefore, hypothesis 1g in this study indicates that the 

ideal self-congruence factor positively and significant 

influence on customer trust. Based on Table 4, it shows the 

ideal self-congruence factor had a positive and significant 

effect on customer trust, with an estimated value of 0.423 and 

a CR on the effect of 6.541, which was greater than 1.96. It 

was similar with the previous research in the hospitality 

industry that found a positive relationship between ideal self-

congruence and customer trust [43]. 

Table 4. Research hypothesis parameter 

Hypothesis Estimate CR Results 

H1: Sustainable Brand 

Equity → Customer Trust 

H1a: Sustainability → 

Customer Trust 

H1b: Brand Awareness → 

Customer Trust 

H1c: Brand Identification 

→ Customer Trust

H1d: Physical Quality → 

Customer Trust 

H1e: Staff Behaviour → 

Customer Trust 

H1f: Lifestyle Congruence 

→ Customer Trust

H1g: Ideal Self

Congruence → Customer 

Trust 

H2: Customer Trust → 

Customer Satisfaction 

H3: Customer Trust → 

Customer Loyalty 

H4: Customer Satisfaction 

→ Customer Loyalty

H5: Sustainable Brand

Equity → Customer Trust 

→ Customer Satisfaction

H6: Sustainable Brand

Equity → Customer Trust 

→ Customer Loyalty

0.592 

0.267 

0.594 

0.182 

0.293 

0.126 

-0.318

0.423 

0.612 

0.462 

0.378 

0.119 

0.258 

4.326 

2.634 

2.329 

3.117 

2.568 

3.272 

-0.063

6.541 

2.645 

3.683 

2.648 

2.548 

4.657 

Supported 

Supported 

Supported 

Supported 

Supported 

Supported 

Not 

Supported 

Supported 

Supported 

Supported 

Supported 

Supported 

Supported 

Additionally, the second hypothesis in this study shows that 

the customer trust factor has a positive and significant 

influence on customer satisfaction. As shown in Table 4, the 

customer trust significantly influence on customer trust, with 

an estimated value of 0.612 and a CR on the effect of 2.645, 

which was greater than 1.96. Previous research in the halal 

industry discovered a positive relationship between the 

customer trust and customer satisfaction [97]. The other study 

in the health industry also confirm there are positive impact of 

customer trust on customer satisfaction [98]. 

Also, the third hypothesis in this study shows that customer 

trust has a positive and significant influence on customer 

loyalty. Based on the results shown in Table 4, an estimated 

value of 0.462 and a CR on the effect of 3.683, which was 

greater than 1.96. It validates previous study in the health 

insurance industry which discovered a positive relationship 

between customer trust and customer loyalty [99]. In addition, 

the fourth hypothesis in this study shows that customer 

satisfaction has a positive and significant influence on 

customer loyalty. According to Table 4, it can be seen that an 

estimated value of 0.378 and a CR on the effect of 2.648, 

which was greater than 1.96. It verifies previous study in the 

residential housing industry which found a positive 

relationship between customer satisfaction and customer 

loyalty [85]. 
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The fifth hypothesis confirmed that customer trust 

positively and significantly mediates the relationship between 

sustainable brand equity toward customer satisfaction. It can 

be seen from an estimate value of 0.119 and CR value of 2.548. 

It proves previous study conducted in the banking industry 

which confirm the mediation effect of customer trust on 

sustainable brand equity toward customer satisfaction. [100]. 

Finally, this study found that customer trust positively and 

significantly mediates the relationship between sustainable 

brand equity toward customer loyalty. It can be seen from an 

estimate value of 0.258 and CR value of 4.657. It validates 

previous study in the residential housing industry which found 

that customer trust positively and significantly mediates the 

relationship between sustainable brand equity toward 

customer loyalty [10]. 

6. DISCUSSION

The study results revealed that brand awareness was 

identified as the most significant variable of sustainable brand 

equity from building material retailer influencing customers’ 

customer trust. It means that the majority of customers who 

are aware of specific brands will be trust with the products. In 

the context of the retail industry, these findings are relevant to 

previous research conducted by Nam et al. [7], which stated 

that brand equity is a key component of brand equity, 

influencing brand satisfaction. Customers' brand awareness 

influences their level of trust when they are aware of the brand. 

Customers will be satisfied with a specific product or service 

if they are aware of and familiar with it. 

Brand identification is a key value that contributes to the 

strengthening of customer-brand relationships [15]. According 

to this study, customers' identification of cement brands 

influenced brand satisfaction by 33.2%. This means that the 

findings of this study back up the findings of the previous 

study, which found that brand identification had a significant 

influence on brand satisfaction [50]. When a brand meets or 

surpasses the expectations of the customer, it creates a strong 

brand identity and the customer is ultimately satisfied.  

Consequently, physical quality is seen as one measure of 

service quality that positively affect customer trust. 

Additionally, other researchers hypothesized that customer 

satisfaction was influenced by physical quality. A recent study 

found that both local and global societies placed priority on 

physical quality. In the context of the retail industry, this 

examination result backs up an earlier study discovered that 

customers of retailers were significantly more satisfied when 

physical quality was high.  

The excellence of staff behaviour, such as staff manner, 

staff willingness to assist, staff cleanliness, quickness, and 

great services, is one of the fundamental factors influencing 

service quality [81]. Furthermore, customer trust emerged 

when a company was able to supply high-quality staff. These 

findings back up the study's findings that retailer staff 

behaviour had a significant correlation with customer trust. 

The lifestyle congruence primarily expresses customers' 

daily needs and desires. Customers who make decisions can 

satisfy their demands depending on their lives by doing so. 

This indicates that their way of life is unique, as evidenced by 

their judgments, affairs, interests, and beliefs. Since lifestyle 

congruence is related to customer purchase intent, the higher 

the compatibility of customers' lifestyles, the higher the level 

of trust [65]. These findings are pertinent to the study's finding 

that customers' retailers in the building material retailer had a 

direct impact on customer trust. 

Furthermore, most customers want to choose a particular 

brand that offers an ideal congruence, providing customers 

with extra value. In this regard, previous research found that 

customer trust was greatly affected by a greater ideal 

congruence level. Recent research has also discovered that 

ideal congruence is a significant indicator of customer trust in 

the retail banking industry. As a result, the researchers can 

conclude that the current study results, which show that the 

ideal lifestyle for the customer in the building material retailer 

is positively related to customer trust, are consistent with the 

previous study. 

Customer trust is a result of a brand’s performance meeting 

or exceeding expectations. According to certain studies, 

customer satisfaction rises as a result of improved customer 

trust. It was then observed that the high level of customer 

loyalty was influenced by the high level of customer trust. As 

a result, another outcome of customer satisfaction is customer 

loyalty. It means that high levels of customer loyalty were 

associated with high levels of customer satisfaction. Those 

findings are also relevant to the current study's findings, which 

confirmed that excellent customer satisfaction led to the 

highest level of customer loyalty in the building materials 

industry. 

According to the majority of studies, customer loyalty is a 

dependent variable of customer satisfaction. Furthermore, 

customer loyalty is known to be strongly correlated with 

customer trust. Recently, customer loyalty was found to be 

positively impacted by customer trust in the retail industry. 

The study's findings of increased customer trust contributed to 

the high level of customer loyalty among building material 

retailers' customers. Finally, the current study's findings 

support previous research by estimating customer loyalty 

through customer trust. 

7. CONCLUSION

The goal of this study was to assess customer satisfaction 

and loyalty using customer trust and sustainable brand equity 

elements (sustainability, brand awareness, brand identification, 

staff behaviour, lifestyle-congruence, ideal self-congruence, 

and physical quality). This article primarily makes three 

significant contributions. First, the study confirmed that 

sustainable brand equity antecedents directly triggered the 

presence of customer trust. This study discovered that 

sustainable brand equity antecedents played an important role 

in determining customer trust in the context of the building 

material industry.  

Second, the study establishes that sustainable brand equity 

antecedents indirectly influenced customer satisfaction and 

customer loyalty. In the prior study, customer trust in the 

sustainable brand equity measurement was not examined or 

experimentally confirmed. These findings broaden our 

understanding of brand building in the context of sustainable 

brand equity. Third, the current study confirms that customer 

trust directly triggered the emergence of customer satisfaction 

and customer loyalty in the building material industry. This 

article postulates that customer trust functions influence 

customer satisfaction and customer loyalty. Following that, 

the findings of this study encourage companies to develop a 

functional plan for generating customer trust, thereby directly 

initiating customer satisfaction and customer loyalty. 
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Despite the fact that this study contributes significantly to 

brand equity in the building materials and retail industries, it 

has limitations. First and foremost, the study was conducted in 

Indonesia, a developing country, and the results obtained in 

developed countries may differ from the current study, which 

requires further consideration. Second, future research should 

put this conceptual framework to the test using alternative 

methodologies such as mixed-method design. By combining 

quantitative and qualitative methods, the research results 

should provide more accurate perceptions. Finally, enriching 

the conceptual framework with business performance 

indicators such as profit loss ratio, return on investment, and 

market share will be broadening the article's contribution to 

both academia and the industrial sector. 

REFERENCES 

[1] Ahn, J., Park, J.K., Hyun, H. (2018). Luxury product to

service brand extension and brand equity transfer.

Journal of Retailing and Consumer Services, 42: 22-28.

https://doi.org/10.1016/j.jretconser.2018.01.009

[2] Chatterjee, J. (2020). Application of an extended CBBE

model with particular reference to private car insurance

providers in India. International Journal of Business and

Data Analytics, 1(3): 232-241.

https://doi.org/10.1504/IJBDA.2020.108698

[3] Elliott, R., Percy, L., Pervan S. (2018). Strategic Brand

Management. 4th ed., Oxford University Press, Oxford.

[4] Aaker, D.A. (1992). Managing brand equity:

Capitalizing on the value of a brand name. Journal of

Marketing, 56(2): 125-128.

https://doi.org/10.2307/1252048

[5] Keller, K.L. (1993). Conceptualizing, measuring, and

managing customer-based brand equity. Journal of

Marketing, 57(1): 1-22.

https://doi.org/10.1177/002224299305700101

[6] Yoo, B., Donthu, N. (2001). Developing and validating a

multidimensional consumer-based brand equity scale.

Journal of Business Research, 52(1): 1-14.

https://doi.org/10.1016/S0148-2963(99)00098-3

[7] Nam, J., Ekinci, Y., Whyatt, G. (2011). Brand equity,

customer loyalty and consumer satisfaction. Annals of

tourism Research, 38(3): 1009-1030.

https://doi.org/10.1016/j.annals.2011.01.015

[8] Torres-Moraga, E., Vásquez-Parraga, A.Z., Zamora-

González, J. (2008). Customer satisfaction and loyalty:

Start with the product, culminate with the brand. Journal

of Consumer Marketing, 25(5): 302-313.

https://doi.org/10.1108/07363760810890534

[9] BUDI, S.C., Hidayat, Z., La, M.A.N.I. (2021). The

effects of experience and brand relationship to brand

satisfaction, trust and loyalty shopping distribution of

consumer philips lighting product in Indonesia. Journal

of Distribution Science, 19(1): 115-124.

https://doi.org/10.15722/jds.19.1.202101.115

[10] Cuong, D.T. (2020). The role of brand trust as a mediator

in the relationship between brand satisfaction and

purchase intention. International Journal of Psychosocial

Rehabilitation, 24(6): 14726-14735.

http://dx.doi.org/10.37200/IJPR/V24I6/PR261416

[11] Alam, S.S., Yasin, N.M. (2010). The antecedents of

online brand trust: Malaysian evidence. Journal of

Business Economics and Management, 11(2): 210-226.

http://dx.doi.org/10.3846/jbem.2010.10 

[12] Tung, C.M., Suthinoparatanakul, T. (2019). Customer

satisfaction, brand trust, and brand loyalty: A study of

sportswear consumers in Thailand. International Journal

of Economics and Research, 10(5): 16-37.

[13] Alam, M.S., Anis, M.S. (2016). Customer purchasing

decisions and brand equity: A study on multi-utility–

vehicles (MUV) in Uttar Pradesh India. International

Journal of Economic Research, 13(3): 1267-1281.

[14] Raji, R.A., Mohd Rashid, S., Mohd Ishak, S. (2019).

Consumer-based brand equity (CBBE) and the role of

social media communications: Qualitative findings from

the Malaysian automotive industry. Journal of Marketing

Communications, 25(5): 511-534.

https://doi.org/10.1080/13527266.2018.1455066

[15] Çifci, S., Ekinci, Y., Whyatt, G., Japutra, A., Molinillo,

S., Siala, H. (2016). A cross validation of Consumer-

Based Brand Equity models: Driving customer equity in

retail brands. Journal of Business Research, 69(9): 3740-

3747. https://doi.org/10.1016/j.jbusres.2015.12.066

[16] Saeed, M., Shafique, I. (2020). Customer-based brand

equity and destination visit behaviour in the tourism

industry: The contingent role of social media. Quality &

Quantity, 54: 1491-1512.

https://doi.org/10.1007/s11135-019-00898-2

[17] Algharabat, R., Rana, N.P., Alalwan, A.A., Baabdullah,

A., Gupta, A. (2020). Investigating the antecedents of

customer brand engagement and consumer-based brand

equity in social media. Journal of Retailing and

Consumer Services, 53: 101767.

https://doi.org/10.1016/j.jretconser.2019.01.016

[18] Vukasović, T. (2016). An empirical investigation of

brand equity: A cross-country validation analysis.

Journal of Global Marketing, 29(5): 251-265.

https://doi.org/10.1080/08911762.2016.1194508

[19] Zhang, S.S., van Doorn, J., Leeflang, P.S. (2014). Does

the importance of value, brand and relationship equity for

customer loyalty differ between Eastern and Western

cultures? International business review, 23(1): 284-292.

https://doi.org/10.1016/j.ibusrev.2013.05.002

[20] Pinar, M., Trapp, P., Girard, T., Boyt, T.E. (2014).

University brand equity: An empirical investigation of its

dimensions. International Journal of Educational

Management, 28(6): 616-634.

https://doi.org/10.1108/IJEM-04-2013-0051

[21] Li, L. (2018). China's manufacturing locus in 2025: With

a comparison of “Made-in-China 2025” and “Industry

4.0”. Technological Forecasting and Social Change, 135:

66-74. https://doi.org/10.1016/j.techfore.2017.05.028

[22] Voronkova, O.Y., Melnik, M.V., Nikitochkina, Y.V.,

Tchuykova, N.M., Davidyants, A.A., Titova, S.V. (2020).

Corporate social responsibility of business as a factor of

regional development. Entrepreneurship and

Sustainability Issues, 7(3): 2170-2180.

[23] Breuer, H., Ivanov, K., Abril, C., Dijk, S., Monti, A.,

Rapaccini, M., Kasz, J. (2021). Building values-based

innovation cultures for sustainable business impact. In

ISPIM Conference Proceedings, The International

Society for Professional Innovation Management

(ISPIM), pp. 1-31.

[24] Hess, D.J., McKane, R.G. (2021). Making sustainability

plans more equitable: An analysis of 50 US Cities. Local

Environment, 26(4): 461-476.

https://doi.org/10.1080/13549839.2021.1892047

2288

https://doi.org/10.1016/j.jretconser.2018.01.009
https://doi.org/10.1504/IJBDA.2020.108698
https://doi.org/10.2307/1252048
https://doi.org/10.1177/002224299305700101
https://doi.org/10.1016/S0148-2963(99)00098-3
https://doi.org/10.1016/j.annals.2011.01.015
https://doi.org/10.1108/07363760810890534
https://doi.org/10.15722/jds.19.1.202101.115
http://dx.doi.org/10.37200/IJPR/V24I6/PR261416
http://dx.doi.org/10.3846/jbem.2010.10
https://doi.org/10.1080/13527266.2018.1455066
https://doi.org/10.1016/j.jbusres.2015.12.066
https://doi.org/10.1007/s11135-019-00898-2
https://doi.org/10.1016/j.jretconser.2019.01.016
https://doi.org/10.1080/08911762.2016.1194508
https://doi.org/10.1016/j.ibusrev.2013.05.002
https://doi.org/10.1108/IJEM-04-2013-0051
https://doi.org/10.1016/j.techfore.2017.05.028
https://doi.org/10.1080/13549839.2021.1892047


[25] Hu, M. (2019). Sharing Economy: Making Supply Meet

Demand (Vol. 6). Cham: Springer.

https://doi.org/10.1007/978-3-030-01863-4

[26] Warren-Myers, G., Heywood, C. (2018). A new demand-

supply model to enable sustainability in new Australian

housing. Sustainability, 10(2): 376.

https://doi.org/10.3390/su10020376

[27] Zheng, S., Cheng, Y., Ju, Y. (2019). Understanding the

intention and behavior of renting houses among the

young generation: Evidence from Jinan, China.

Sustainability, 11(6): 1507.

https://doi.org/10.3390/su11061507

[28] Freyre, A., Cozza, S., Rüetschi, M., Bürer, M., Sahakian,

M., Patel, M.K. (2021). How to improve effectiveness of

renewable space heating programs by better

understanding homeowner—installer interactions.

Energies, 14(15): 4625.

https://doi.org/10.3390/en14154625

[29] Ren, H., Folmer, H. (2017). Determinants of residential

satisfaction in urban China: A multi-group structural

equation analysis. Urban Studies, 54(6): 1407-1425.

https://doi.org/10.1177/0042098015627112

[30] Rahadi, R.A., Qastharin, A.R., Bekti, R., Aryakusuma,

W., Rahmawaty, A., Groda, S.P. (2020). Value

determinant factors for apartment products in Indonesia.

Review of Integrative Business and Economics Research,

9: 46-61.

[31] Chiang, T.Y., Perng, Y.H. (2018). A new model to

improve service quality in the property management

industry. International Journal of Strategic Property

Management, 22(5): 436-446.

https://doi.org/10.3846/ijspm.2018.5226

[32] Syed Abu Bakar, S.P., Jaafar, M. (2018). Achieving

business success through land banking and market

analysis: Perspectives of Malaysian private housing

developers. Property Management, 36(5): 562-574.

https://doi.org/10.1108/PM-10-2017-0059

[33] Mashi, S.A., Inkani, A.I., Obaro, O., Asanarimam, A.S.

(2020). Community perception, response and adaptation

strategies towards flood risk in a traditional African city.

Natural Hazards, 103: 1727-1759.

https://doi.org/10.1007/s11069-020-04052-2

[34] Munawar, H.S., Qayyum, S., Ullah, F., Sepasgozar, S.

(2020). Big data and its applications in smart real estate

and the disaster management life cycle: A systematic

analysis. Big Data and Cognitive Computing, 4(2): 4.

https://doi.org/10.3390/bdcc4020004

[35] Read, D.C., Goss, R.C., Hopkins, E. (2017). Strategic

business development and client prospecting in the third-

party apartment management industry. International

Journal of Strategic Property Management, 21(4): 346-

356. https://doi.org/10.3846/1648715X.2017.1317297

[36] Li, X., Yi, W., Chi, H.L., Wang, X., Chan, A.P.C. (2018).

A critical review of virtual and augmented reality

(VR/AR) applications in construction safety. 

Automation in Construction, 86: 150-162.

https://doi.org/10.1016/j.autcon.2017.11.003 

[37] Doan, D.T., Ghaffarianhoseini, A., Naismith, N.,

Ghaffarianhoseini, A., Zhang, T., Tookey, J. (2019).

Examining green star certification uptake and its

relationship with building information modelling (BIM)

adoption in New Zealand. Journal of Environmental

Management, 250: 109508.

https://doi.org/10.1016/j.jenvman.2019.109508

[38] Nwadigo, O., Naismith, N.N., Ghaffarianhoseini, A.,

Ghaffarian Hoseini, A., Tookey, J. (2020). Dynamic

Bayesian network modelling for predicting adaptability

of time performance during time influencing factors

disruptions in construction enterprise. Engineering,

Construction and Architectural Management, 28(10):

2994-3013. https://doi.org/10.1108/ECAM-05-2020-

0371

[39] Carter, C.R., Rogers, D.S. (2008). A framework of

sustainable supply chain management: Moving toward

new theory. International Journal of Physical

Distribution and Logistics Management, 38(5): 360-387.

https://doi.org/10.1108/09600030810882816

[40] Koch, J., Gerdt, S.O., Schewe, G. (2020). Determinants

of sustainable behavior of firms and the consequences for

customer satisfaction in hospitality. International Journal

of Hospitality Management, 89: 102515.

https://doi.org/10.1016/j.ijhm.2020.102515

[41] Hadi, N.U., Aslam, N., Gulzar, A. (2019). Sustainable

service quality and customer loyalty: The role of

customer satisfaction and switching costs in the Pakistan

cellphone industry. Sustainability, 11(8): 2408.

https://doi.org/10.3390/su11082408

[42] Ukpebor, P., Ipogah, B. (2008). A study to indicate the

importance of consumer based-brand equity on consumer

perception of brand. A Case Study of Fast Food

Restaurants. Blekinge Institute of Technology.

[43] Sürücü, Ö., Öztürk, Y., Okumus, F., Bilgihan, A. (2019).

Brand awareness, image, physical quality and employee

behavior as building blocks of customer-based brand

equity: Consequences in the hotel context. Journal of

Hospitality and Tourism Management, 40: 114-124.

https://doi.org/10.1016/j.jhtm.2019.07.002

[44] Seetharaman, A., Azlan Bin Mohd Nadzir, Z., Gunalan,

S. (2001). A conceptual study on brand valuation.

Journal of Product & Brand Management, 10(4): 243-

256. https://doi.org/10.1108/EUM0000000005674

[45] Buil, I., Martínez, E., de Chernatony, L. (2013). The

influence of brand equity on consumer responses. Journal

of Consumer Marketing, 30(1): 62-74.

https://doi.org/10.1108/07363761311290849

[46] San Martín, H., Herrero, A., García de los Salmones, M.

(2019). An integrative model of destination brand equity

and tourist satisfaction. Current Issues in Tourism,

22(16): 1992-2013.

https://doi.org/10.1080/13683500.2018.1428286

[47] Chou, C.M. (2013). Factors affecting brand identification

and loyalty in online community. American Journal of

Industrial and Business Management, 3(8): 674-680.

http://dx.doi.org/10.4236/ajibm.2013.38076

[48] Lam, S.K., Ahearne, M., Hu, Y., Schillewaert, N. (2010).

Resistance to brand switching when a radically new

brand is introduced: A social identity theory perspective.

Journal of Marketing, 74(6): 128-146.

https://doi.org/10.1509/jmkg.74.6.128

[49] He, Y., Chen, Q., Lee, R.P., Wang, Y., Pohlmann, A.

(2017). Consumers' role performance and brand

identification: Evidence from a survey and a longitudinal

field experiment. Journal of Interactive Marketing, 38(1):

1-11. https://doi.org/10.1016/j.intmar.2016.11.001

[50] Schau, H.J., Muñiz, A.M., Arnould, E.J. (2009). How

brand community practices create value. Journal of

Marketing, 73(5): 30-51.

https://doi.org/10.1509/jmkg.73.5.30

2289

https://doi.org/10.1007/978-3-030-01863-4
https://doi.org/10.3390/su10020376
https://doi.org/10.3390/su11061507
https://doi.org/10.3390/en14154625
https://doi.org/10.1177/0042098015627112
https://doi.org/10.3846/ijspm.2018.5226
https://doi.org/10.1108/PM-10-2017-0059
https://doi.org/10.1007/s11069-020-04052-2
https://doi.org/10.3390/bdcc4020004
https://doi.org/10.3846/1648715X.2017.1317297
https://doi.org/10.1016/j.autcon.2017.11.003
https://doi.org/10.1016/j.jenvman.2019.109508
https://doi.org/10.1108/ECAM-05-2020-0371
https://doi.org/10.1108/ECAM-05-2020-0371
https://doi.org/10.1108/09600030810882816
https://doi.org/10.1016/j.ijhm.2020.102515
https://doi.org/10.3390/su11082408
https://doi.org/10.1016/j.jhtm.2019.07.002
https://doi.org/10.1108/EUM0000000005674
https://doi.org/10.1108/07363761311290849
https://doi.org/10.1080/13683500.2018.1428286
http://dx.doi.org/10.4236/ajibm.2013.38076
https://doi.org/10.1509/jmkg.74.6.128
https://doi.org/10.1016/j.intmar.2016.11.001
https://doi.org/10.1509/jmkg.73.5.30


 

[51] Papista, E., Dimitriadis, S. (2012). Exploring consumer‐
brand relationship quality and identification. Qualitative 

Market Research: An International Journal, 15(1): 33-56. 

https://doi.org/10.1108/13522751211191982  

[52] Zhou, Z., Zhang, Q., Su, C., Zhou, N. (2012). How do 

brand communities generate brand relationships? 

Intermediate mechanisms. Journal of Business Research, 

65(7): 890-895. 

https://doi.org/10.1016/j.jbusres.2011.06.034  

[53] Yi, Y., La, S. (2004). What influences the relationship 

between customer satisfaction and repurchase intention? 

Investigating the effects of adjusted expectations and 

customer loyalty. Psychology & Marketing, 21(5): 351-

373. https://doi.org/10.1002/mar.20009  

[54] Zeithaml, V.A. (1988). Consumer perceptions of price, 

quality, and value: A means-end model and synthesis of 

evidence. Journal of Marketing, 52(3): 2-22. 

https://doi.org/10.1177/002224298805200302  

[55] Bernués, A., Olaizola, A., Corcoran, K. (2003). Extrinsic 

attributes of red meat as indicators of quality in Europe: 

An application for market segmentation. Food Quality 

and Preference, 14(4): 265-276. 

https://doi.org/10.1016/S0950-3293(02)00085-X  

[56] Dodds, W.B. (2002). The effects of perceived and 

objective market cues on consumers’ product evaluations. 

Marketing Bulletin, 13(2): 1-14. 

[57] Aaker, D.A., McLoughlin, D. (2010). Strategic Market 

Management: Global Perspectives. John Wiley & Sons. 

[58] Ekinci, Y., Dawes, P.L., Massey, G.R. (2008). An 

extended model of the antecedents and consequences of 

consumer satisfaction for hospitality services. European 

Journal of Marketing, 42(1/2): 35-68. 

https://doi.org/10.1108/03090560810840907  

[59] Biedenbach, G., Bengtsson, M., Wincent, J. (2011). 

Brand equity in the professional service context: 

Analyzing the impact of employee role behavior and 

customer–employee rapport. Industrial Marketing 

Management, 40(7): 1093-1102. 

https://doi.org/10.1016/j.indmarman.2011.09.007  

[60] Dananjoyo, R., Cahaya, F.R., Riyadh, H.A. (2020). The 

prominence of financial considerations on housing 

investors’ purchase decisions. The Journal of Asian 

Finance, Economics and Business (JAFEB), 7(12): 869-

875. https://doi.org/10.13106/jafeb.2020.vol7.no12.869  

[61] Sirgy, M.J., Grewal, D., Mangleburg, T. (2000). Retail 

environment, self-congruity, and retail patronage: An 

integrative model and a research agenda. Journal of 

Business Research, 49(2): 127-138. 

https://doi.org/10.1016/S0148-2963(99)00009-0  

[62] He, H., Mukherjee, A. (2007). I am, ergo I shop: Does 

store image congruity explain shopping behaviour of 

Chinese consumers? Journal of Marketing Management, 

23(5-6): 443-460. 

https://doi.org/10.1362/026725707X212766  

[63] Kressmann, F., Sirgy, M.J., Herrmann, A., Huber, F., 

Huber, S., Lee, D.J. (2006). Direct and indirect effects of 

self-image congruence on brand loyalty. Journal of 

Business Research, 59(9): 955-964. 

https://doi.org/10.1016/j.jbusres.2006.06.001  

[64] Solomon, M.R., White, K., Dahl, D.W., Zaichkowsky, 

J.L., Polegato, R. (2017). Consumer Behavior: Buying, 

Having, and Being. Pearson: Boston, MA. 

[65] Kataria, S., Saini, V. (2020). The mediating impact of 

customer satisfaction in relation of brand equity and 

brand loyalty. South Asian Journal of Business Studies, 

9(1): 62-87. https://doi.org/10.1108/SAJBS-03-2019-

0046  

[66] Susanty, A., Kenny, E. (2015). The relationship between 

brand equity, customer satisfaction, and brand loyalty on 

coffee shop: Study of Excelso and Starbucks. ASEAN 

Marketing Journal, 7(1): 14-27. 

https://doi/org/10.21002/amj.v7i1.4481  

[67] Alguacil, M., Núñez-Pomar, J., Calabuig, F., Escamilla-

Fajardo, P., Staskeviciute-Butiene, I. (2021). Creation of 

a brand model through SEM to predict users’ loyalty and 

recommendations regarding a public sports service. 

Heliyon, 7(6): e07163. 

https://doi.org/10.1016/j.heliyon.2021.e07163  

[68] Feiz, D., Moradi, H. (2020). Creating consumer-based 

brand equity for customers by brand experience. Journal 

of Islamic Marketing, 11(6): 1443-1464. 

https://doi.org/10.1108/JIMA-03-2019-0055  

[69] Rosli, N., Nayan, S.M. (2020). Why customer first?. 

Journal of Undergraduate Social Science and 

Technology, 2(2): 1-4. 

[70] Antonides, G., Hovestadt, L. (2021). Product attributes, 

evaluability, and consumer satisfaction. Sustainability, 

13(22): 12393. https://doi.org/10.3390/su132212393  

[71] Mena, J.A., Hult, G.T.M., Ferrell, O.C., Zhang, Y. 

(2019). Competing assessments of market-driven, 

sustainability-centered, and stakeholder-focused 

approaches to the customer-brand relationships and 

performance. Journal of Business Research, 95: 531-543. 

https://doi.org/10.1016/j.jbusres.2018.07.038  

[72] Kotler, P., Armstrong, G.M., Harris, L.C., Piercy, N. 

(2017). Principles of Marketing: European Edition. 7th 

European Edition. Harlow: Pearson. 

[73] Moise, M.S., Gil-Saura, I., Šerić, M., Molina, M.E.R. 

(2019). Influence of environmental practices on brand 

equity, satisfaction and word of mouth. Journal of Brand 

Management, 26(6): 646-657. 

https://doi.org/10.1057/s41262-019-00160-y  

[74] Frempong, J., Chai, J., Ampaw, E.M. (2018). Effects of 

waste management customer online value co-creation on 

sanitation attitude and advocacy: A customer-enterprise 

dyadic perspective. Sustainability, 10(7): 2557. 

https://doi.org/10.3390/su10072557  

[75] Pädam, S., Persson, A., Kvarnström, O., Larsson, O. 

(2019). Energy efficiency inside out—what impact does 

energy efficiency have on indoor climate and district 

heating? Energy Efficiency, 12(1): 209-224. 

https://doi.org/10.1007/s12053-018-9684-y  

[76] Dananjoyo, R. (2018). Developing service performance 

for the New Zealand house building industry: A study of 

Auckland residential housing. Doctoral dissertation, 

Auckland University of Technology. 

[77] Hoe, J., Dastane, O., Selvaraj, K. (2018). Predicting 

consumer perception and its impact on purchase 

intention for residential property market. Journal of 

Technology Management and Business, 5(2): 59-77. 

[78] Moore, H.P., Carswell, A.T., Worthy, S., Nielsen, R. 

(2019). Residential satisfaction among college students: 

Examining high‐end amenity student housing. Family 

and Consumer Sciences Research Journal, 47(3): 260-

275. https://doi.org/10.1111/fcsr.12298  

[79] Zeithaml, V.A., Bitner, M.J., Gremler, D.D. (2018). 

Services Marketing (7th edition). McGraw-Hill. 

[80] Kasiri, L.A., Guan Cheng, K.T., Sambasivan, M., Sidin, 

2290

https://doi.org/10.1108/13522751211191982
https://doi.org/10.1016/j.jbusres.2011.06.034
https://doi.org/10.1002/mar.20009
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1016/S0950-3293(02)00085-X
https://doi.org/10.1108/03090560810840907
https://doi.org/10.1016/j.indmarman.2011.09.007
https://doi.org/10.13106/jafeb.2020.vol7.no12.869
https://doi.org/10.1016/S0148-2963(99)00009-0
https://doi.org/10.1362/026725707X212766
https://doi.org/10.1016/j.jbusres.2006.06.001
https://doi.org/10.1108/SAJBS-03-2019-0046
https://doi.org/10.1108/SAJBS-03-2019-0046
https://doi/org/10.21002/amj.v7i1.4481
https://doi.org/10.1016/j.heliyon.2021.e07163
https://doi.org/10.1108/JIMA-03-2019-0055
https://doi.org/10.3390/su132212393
https://doi.org/10.1016/j.jbusres.2018.07.038
https://doi.org/10.1057/s41262-019-00160-y
https://doi.org/10.3390/su10072557
https://doi.org/10.1007/s12053-018-9684-y
https://doi.org/10.1111/fcsr.12298


S.M. (2017). Integration of standardization and

customization: Impact on service quality, customer

satisfaction, and loyalty. Journal of Retailing and

Consumer Services, 35: 91-97.

https://doi.org/10.1016/j.jretconser.2016.11.007

[81] Chen, W.C., Hsieh, K.M., Lin, C.S., Lee, C.C., Yu, C.,

Lin, Y.C., Hong, J.C. (2020). Relationships between

sales ethics, corporate social responsibility, trust, attitude,

and loyalty in the real estate brokerage industry. Social

Behavior and Personality: An International Journal,

48(3): 1-9. https://doi.org/10.2224/sbp.8004

[82] Soliha, E., Basiya, R., Rochmani, R., Darmawan, A.D.,

Udin, U. (2019). The effect of product quality and

customer value on satisfaction and loyalty.

Transylvanian Review, 27(45): 13052-13057.

[83] Atulkar, S., Kesari, B. (2017). Satisfaction, loyalty and

repatronage intentions: Role of hedonic shopping values.

Journal of Retailing and Consumer Services, 39: 23-34.

https://doi.org/10.1016/j.jretconser.2017.06.013

[84] Park, H., Kim, Y.K. (2016). Proactive versus reactive

apparel brands in sustainability: Influences on brand

loyalty. Journal of Retailing and Consumer Services, 29:

114-122.

https://doi.org/10.1016/j.jretconser.2015.11.013

[85] Dananjoyo, R., Cahaya, F.R., Udin, U. (2022). The role

of sustainable service quality in achieving customer

loyalty in the residential housing industry. International

Journal of Sustainable Development and Planning, 17(7):

2059-2068. https://doi.org/10.18280/ijsdp.170706

[86] Lin, J., Lobo, A., Leckie, C. (2017). The role of benefits

and transparency in shaping consumers’ green perceived

value, self-brand connection and brand loyalty. Journal

of Retailing and Consumer Services, 35: 133-141.

https://doi.org/10.1016/j.jretconser.2016.12.011

[87] Dananjoyo, R., Riyadh, H.A., Udin, U. (2020). The

significance of service performance for residential

housing development in New Zealand. Test Enfgineering

& Management, 83: 7080-7093.

[88] Ullma, J.B. (2006). Structural equation modeling:

Reviewing the basics and moving forward. Journal of

Personality Assessment, 87(1): 35-50.

https://doi.org/10.1207/s15327752jpa8701_03

[89] BPS Statistics Indonesia. (2020). Statistical Yearbook of

Indonesia 2020. BPS Statistics Indonesia. Jakarta: BPS

Statistics Indonesia.

https://www.bps.go.id/publication/2020/04/29/e9011b3

155d45d7 0823c141f/statistik-indonesia-2020.html .

[90] Chuan, C.L., Penyelidikan, J. (2006). Sample size

estimation using Krejcie and Morgan and Cohen

statistical power analysis: A comparison. Jurnal

Penyelidikan IPBL, 7(1): 78-86. 

[91] Goh, C.S., Chong, H.Y., Jack, L., Faris, A.F.M. (2020).

Revisiting triple bottom line within the context of

sustainable construction: A systematic review. Journal of

Cleaner Production, 252(10): 119884.

https://doi.org/10.1016/j.jclepro.2019.119884

[92] Hair, J.F., Black, W.C., Babin, B.J., Anderson, R.E.

(2018). Multivariate Data Analysis A Global Perspective

(8th ed.). Pearson Education.

[93] Madanaguli, A., Srivastava, S., Ferraris, A., Dhir, A.

(2022). Corporate social responsibility and sustainability

in the tourism sector: A systematic literature review and

future outlook. Sustainable Development, 30(3): 447-

461. https://doi.org/10.1002/sd.2258

[94] Ashraf, S., Ilyas, R., Imtiaz, M., Tahir, H.M. (2017).

Impact of CSR on customer loyalty: Putting customer

trust, customer identification, customer satisfaction and

customer commitment into equation-a study on the

banking sector of Pakistan. International Journal of

Multidisciplinary and Current Research, 5(5): 1362-1372.

[95] Joju, J., Vasantha, S., Manoj, P.K. (2015). E-CRM: A

perspective of urban and rural banks in Kerala.

International Journal of Recent Advances in

Multidisciplinary Research, 2(9): 0786-0791.

[96] Smith, M., Wallace, M. (2019). An analysis of key issues

in spa management: Viewpoints from international

industry professionals. International Journal of Spa and

Wellness, 2(3): 119-134.

https://doi.org/10.1080/24721735.2020.1819706

[97] Mursid, A., Wu, C.H.J. (2021). Halal company identity

and halal restaurant loyalty: The role of customer

satisfaction, customer trust and customer-company

identification. Journal of Islamic Marketing, 13(12):

2521-2541. https://doi.org/10.1108/JIMA-01-2020-0014

[98] Glaveli, N., Papadimitriou, D., Karagiorgos, T.,

Alexandris, K. (2021). Exploring the role of fitness

instructors’ interaction quality skills in building customer

trust in the service provider and customer satisfaction.

European Sport Management Quarterly, 1-22.

https://doi.org/10.1080/16184742.2021.1928256

[99] Iglesias, O., Markovic, S., Bagherzadeh, M., Singh, J.J.

(2020). Co-creation: A key link between corporate social

responsibility, customer trust, and customer loyalty.

Journal of Business Ethics, 163: 151-166.

https://doi.org/10.1007/s10551-018-4015-y

[100] Nguyen, T.T.C. (2021). The impact of brand equity

on conversion behavior in the use of personal banking

services: Case study of commercial banks in Vietnam.

Journal of Risk and Financial Management, 14(8): 346.

https://doi.org/10.3390/jrfm14080346

2291

https://doi.org/10.1016/j.jretconser.2016.11.007
https://doi.org/10.2224/sbp.8004
https://doi.org/10.1016/j.jretconser.2017.06.013
https://doi.org/10.1016/j.jretconser.2015.11.013
https://doi.org/10.18280/ijsdp.170706
https://doi.org/10.1016/j.jretconser.2016.12.011
https://doi.org/10.1207/s15327752jpa8701_03
https://www.bps.go.id/publication/2020/04/29/e9011b3155d45d7%200823c141f/statistik-indonesia-2020.html
https://www.bps.go.id/publication/2020/04/29/e9011b3155d45d7%200823c141f/statistik-indonesia-2020.html
https://doi.org/10.1016/j.jclepro.2019.119884
https://doi.org/10.1002/sd.2258
https://doi.org/10.1080/24721735.2020.1819706
https://doi.org/10.1108/JIMA-01-2020-0014
https://doi.org/10.1080/16184742.2021.1928256
https://doi.org/10.1007/s10551-018-4015-y
https://doi.org/10.3390/jrfm14080346



