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1. Introduction

In the current technology market, many new brands have appeared, leading to fierce
competition in market share. Brand loyalty is studied by many researchers. On the other hand, if
the customers rely on brand when consumers receive negative public opinion, they tend to defend
and preserve their previously self-determined beliefs by treating negative information in a biased
and defensive way (Einwiller, Fedorikhin, Johnson, & Kamins, 2006). The ability to recover
positive information previously available may occur. Because brand identity enhances the
willingness to engage in behaviors beyond the role of consumers, such as politeness, altruism, ...
(Bergami & Bagozzi, 2000; Sen, Du, & Bhattacharya, 2009). According to that, the consumer
tends to be more clement when the incident occurred (Bhattacharya & Sen, 2003). Besides, the
number of customers waiting as the company prepares for new product launches, they are ready
to buy that product willing to pay with the premium price. Because, at that time, the decision to
buy the product is from the emotional effect and the result of loyalty to that brand. To develop
brand loyalty, if the consumer is exposed, used, familiar with the brand, brand loyalty will
gradually be established (Stokburger-Sauer, Ratneshwar, & Sen, 2012). In 2014, Banister and
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Cocker said that consumers use the brand to represent their position and image. It is shown by the
customers' lifestyle, style, personality, and that brand will contribute to creating this value. So it
can be seen that consumers connected to the brand will lead to their loyalty to that brand.

In addition, Brand identity plays an important role in developing brand loyalty. Stokburger-
Sauer et al. (2012) found that when consumers' brand identity is strong, loyalty to that brand is
higher and it keeps the consumers stay with the brand.

Besides, brand credibility also affects on brand loyalty. A study by Gilovich, Kumar, and
Jampol (2015) found that the stronger the brand credibility is, the more It is used by consumers to
express themselves. When consumers believe that a brand is credible, they will have repeat
purchase behavior the brand’s product, forming a self-connecting brand, thereby developing
behavioral loyalty to the brand.

In this research topic, the brand chosen to conduct research is Apple - one of the top brands
on the market now. As of 2019, Apple with brand equity of 234.2241 billion USD, for 7
consecutive years was the leading brand globally on the list of Top 100 brands of the world
(according to Interbrand). According to Forbes, the reason for that result comes from the
sustainability of building brand loyalty of customers. First, Apple is building strong brand
credibility. By fulfilling our commitment to the public to create the best quality software and
product systems. Following that, Steve Jobs' dedication to Apple gave customers somewhat
confidence in product quality. Apple is recognized as the way customers identify a talented CEO,
a Steve Jobs that creates a balance with the rest of the smartphone market. Finally, by creating an
emotional connection with consumers, Apple has done what seemed impossible - the loyalty of a
huge customer base around the world. The facts about Apple mentioned above partly outline the
model outline of the topic: The mediating role of self-brand connection and brand identity in the
relationship between brand credibility and brand loyalty. So, this research is looking forward to
helping the business with a more important view of building customer loyalty.

Moreover, this research will be useful material for executives while making brand
decisions. Therefore, this study has the following main objectives: 1) investigate the relationship
between brand credibility and brand loyalty, 2) explore the mediation role of self-brand connection
and brand identity in the relationship between brand credibility and brand loyalty.

2. Literature review
2.1. Theory of self-concept and self-congruity

Self-congruity is self-concept and has been extensively studied in psychology and social
psychology. According to Grubb and Grathwohl (1967), when they refered to themselves as when
they perceive an attitude, a feeling, perception, and judgment as an object. So the concept of self-
concept (or self-image) is considered as a combination of reason and personal feelings related to
the self (Rosenberg, 1989). In this context, the concept of self is a multidimensional concept
(Malhotra, 1988; Sirgy, 1980), And each of these dimensions is referred to as each self-concept,
the concept of self-ideation. want to see themselves or what they want to be], the concept of social
self [their image in the eyes of others] and the ideal social concept [consumers want to be asserted
in the society they give birth to live] (Sirgy, 1982, 2018; Todd, 2001). Also, Levy (1959)
emphasized that in current consumer behavior, customers are more likely to purchase products and
services because of intangible rather than tangible factors. Grubb and Grathwohl (1967) also found
that consumers tend to associate their image with the product they buy with brand pride. This idea
has been supported by many researchers (Aaker, 1999; Malhotra, 1988; Sirgy, 1980, 1982; Sirgy
& Samli, 1985) that have contributed significantly to the development of SC theory.
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Therefore, the theoretical basis of self-congruity has been explained with an assertion that
consumers consider the product/brand they buy as self-expression and they tend to like
products/brands with similar images. with their concepts (Graeff, 1996; Sirgy & Samli, 1985).
Therefore, consumers may be inclined to buy a product that reflects themselves and refuse to buy
another product because it does not fit their image (Sirgy & Samli, 1985). Since then, they have
more loyal buying behavior with the brand, which is closely linked to that brand.

2.2. Brand credibility

The brand is considered one of the signs to customers aware of the quality of products or
services. Therefore, for customers to trust the quality of this product or service, first, that brand
must be reliable (Wernerfelt, 1988). In 1995, in the information economics theory of Herbig and
Milewicz, brand credibility was also known as brand reputation. By the time, all inherent benefits,
or brand characteristics, must be consistent, clearly expressed through values, beliefs, and
identities (Erdem & Swait, 1998). Besides, Erdem, Swait, and Valenzuela (2006) also did a
research that brand credibility increases the perceived quality and decrease the risk of decision-
making to customers ' brand choices, customers have thoughts and reviews that brand better than
other brands. It is better than other brands (Erdem, Swait, & Valenzuela, 2006) and improves
perceived quality (Baek & King, 2011). Ghantous (2015, 2016) also suggested that the importance
of brand reputation, particularly in the context of services with a relatively high cognitive risk
arising from the invisible nature and interactions of services... Also, Erdem and Swait (2006)
determined brand credibility as the reliability of product information in the brand, requiring
consumers to recognize that the brand has the capability and reliability to consistently deliver what
has been promised. The evidence also shows that brand credibility increases the sense quality and
reduces the cognitive risk related to customers' brand choice decisions, thereby seeing the impact
of brand credibility on the customer's behavioral brand loyalty through the self-connection and
brand identity.

2.3. Self-brand connection

Escalas and Bettman (2003, 2005) defined that self-brand connection is the degree to which
an individual incorporates a brand into their self-concept. Studies of Cheng, White, and Chaplin
(2012) also showed that consumers often integrate brands into their concepts, thereby leading to
each brand being a corresponding concept that is consumed by consumers used to talk about
themselves. Accidentally or not, they contribute to many levels or aggregate feelings about the
user. Explaining the term 'self-concept’, in 1981, Rosenberg proposed that it refers to the way
consumers think and feel about who, what, and how they perceive who they are. Also, the power
of self-brand connection is determined by the extent to which brands build their images and logos
in the minds of users, meaning that they convey something about themselves to consumers. The
credibility of a brand can impact consumers' self-connection with that brand high or low, from
which brand connections will highlight the way consumers relate to the brand, feel the parallel
between their personality and image with the brand and see it as a brand that expresses their
lifestyle as well as expresses their personality. Since then, brand loyalty has gradually been formed.

2.4. Brand identity

According to Graeff (1997), brand identity is a mechanism of emotional connection
between consumers and brands, it plays an important role in increasing brand satisfaction and
loyalty in the relationship between a brand and a consumer. According to Stokburger Sauer et al.
(2012), brand identity is described as a consumer having the same self-identifying attributes as a
brand. This explanation shows that brands possess a distinct identity/personality. Consumers from
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this relationship, they express their self-image to others through the brands they are using. In this
study, brand identity is considered to increase when consumers perceive a match or similarity of
themselves with a product or brand. Therefore, when brands are positively evaluated, consumers
will be more inclined to buy. For a brand with a strong brand identity, consumers will have higher
loyalty and enthusiasm than a brand with a lower brand identity. Besides, Escalas and Bettman
(2005) asserted that the brand identity is from the similarities between the brand and the consumer
and that the brand itself connects as a result of the subsequent development of the process. This
process allows consumers to easily distinguish themselves from others and become closer to the
brand. The brand will become a link, connecting more than one icon for a customer’s style; it will
become an integral part of themselves.

2.5. Brand loyalty

Brand loyalty expresses the characteristics of consumers who have a strong commitment
to the brand. It's a deep commitment to repurchasing or sponsoring a favorite product or service in
the future because they see the brand as a better alternative, and this is reinforced by using a lot of
times (Day, 1969; Jacoby & Chestnut, 1978). In the current research, brand loyalty will be
measured from the behavioral perspective. Behavioral loyalty refers to the repeated and systematic
purchasing behavior of consumers towards a brand expressed through continuous sponsorship
models and actual spending behavior (Hammondast & Ehrenberg, 1996). The conditioning view
considers behavioral measures such as the actual purchasing model to be the best indicator of brand
loyalty. For reputable brands in the market, after brand recognition, consumers tend to connect
themselves with the brand in a positive way. They will protect that connection, which is an
important element of brand loyalty.

3. Hypothesis development and research model
3.1. Brand credibility and brand loyalty

According to Sweeney and Swait (2008), if the brand provides accurate information in the
market, it will build a long-standing relationship with customers. Since then, brand loyalty will be
increased by brand credibility. When customers face negative information, they will begin to doubt
the brand. Therefore, brand credibility helps eliminate customer doubts when there is untrue
information affecting the brand (Erdem & Swait, 2006). The research of Alam, Arshad, and
Shabbir (2012) has somewhat supported earlier studies about the relationship between brand
credibility and brand loyalty. Therefore, this study hypothesizes that:

H1: Brand credibility has a positive effect on brand loyalty
3.2. Brand identity and self-brand connection

According to Escalas and Bettman (2005), the premise of self-brand connection is the
development of the brand identity process, in which the similarity of customers and the brand is
the origin of that process. Consumers distinguish themselves from others through this process.
Their style is expressed through the symbol of the brand. It will become an integral part of
themselves. Tuskej's proof suggested that consumers consider brands to be part of their conception
(2013). Hence, the study proposes the following hypothesis:

H2: Brand identity has a positive effect on the self-brand connection
3.3. Mediation role of self-brand connection

Categories or brands are appraised actively, and concretely, reliably, which are more likely
to be identified or connected by consumers. Dolich (1969); Chaplin and John (2005); Hankison
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(2004); Escalas and Bettman (2003) also asserted that to impart their views, consumers use trusted
brands. The greater the brand credibility will raise the effect on the self-brand connection.

In 2003, Escalas and Bettman studies asserted that self-brand connection is expected to
create a positive attitude and impact loyalty to that brand; consumers will maintain their
relationship with the brands that are incorporated in their concepts, or other words, customers
connected to a brand will lead to their loyalty to that brand. According to Oliver (1999) variables
of self-brand connection are positively related to brand loyalty, so it supplies value to brands
through increased purchase intent and behavior. Thereby, this study hypothesizes that:

H3: The relationship between brand credibility and brand loyalty is mediated by self-brand
connection

3.4. Mediation role of brand identity

When consumers cope with negative publicity, they tend to defend and preserve their
previously self-determined beliefs by treating negative information in a biased and defensive way
(Einwiller et al., 2006). The ability to recover positive information that has previously been
possible because brand identity enhances the willingness to engage in behaviors outside the
consumer's role, such as courtesy, altruism (Bergami & Bagozzi, 2000; Sen et al., 2009).
According to Bhattacharya and Sen (2003), brands will be forgiven when something goes wrong.
Brand credibility provides reliable information about the products in a brand, such as the place of
production or the quality of the products. Besides, Stokburger-Sauer et al. (2012) indicated that
brands have different characteristics from competitors will be more likely to be identified by
consumers because those brands satisfy the demands of consumers (Erdem & Swait, 2006).
Besides, Stokburger-Sauer et al. (2012) indicated that brands have different characteristics from
competitors will be more likely to be identified by consumers because those brands satisfy the
demands of consumers. From there, the research suggests the hypothesis that:

H4: The relationship between brand credibility and brand loyalty is mediated by brand
identity

From previous studies, this paper proposes the following research model:

Brand Identity

[ Brand W j Brand 1

Credibility J L Loyalty

A 4

Self - brand
Connection

Figure 1. Proposed research model
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4. Methodology
4.1. Measurement items

The constructs used in this research were elaborated based on widely accepted multi-item
scales developed from the previous literature. The research model comprised four major constructs
(1) Brand credibility, (2) Self-brand connection, (3) Brand identity, (4) Brand loyalty. Brand
credibility was measured with six items adopted from Dwivedi, Nayeem, and Murshed (2018); del
Barrio-Garcia and Prados-Pefia (2019). There were six items used to measure for brand identity
and adopted from Popp and Woratschek (2017); Rather (2018). The Self-brand connection was
measured with five items adapted from Van der Westhuizen (2018), Berger, Sprott, and Herrmann
(2017); Harrigan, Evers, Miles, and Daly (2018). Finally, the measurement scales of Brand loyalty
were adopted from Foroudi, Jin, Gupta, Foroudi, and Kitchen (2018); Nam, Ekinci, and Whyatt
(2011); Leckie, Nyadzayo, and Johnson (2017) which included seven items. This study used a 7-
point Likert scale, ranging from 1- strongly disagree to 7- strongly agree. A neutral response
“neither disagree nor agree” was adopted to reduce uninformed responses. Lewis (1993) found
that the 7-point scale produced stronger correlations, so the results will be more accurate.

4.2. Sampling and data collection procedure

According to Gorsuch (1983), determining factor analysis should be at least 50. Nguyen
(2011) suggested that the size of the sample is equal or more than n*5 (n: items). Hoang Trong
and Chu (2005) also suggested that when trying to determine the size of the sample for
conventional EFA factor analysis, the size of the sample must be at least 4 or 5 times the number
of observed variables. Thus, with 24 items are measured by seven-point Likert-type scales, the
minimum size of the sample was n=120 (24*5).

This research used probability sampling and non-probability sampling methods. In the non-
probability sampling method, the quota sampling and convenience sampling methods have been
used to collect data. Quota sampling helps determine the number of participants in the survey,
ensuring the desired accuracy of different groups of students and office workers in a collective
based on appropriate sample characteristics. Besides, this study also uses a convenience sampling
method relying on the ease of approach of respondents, which saves time and costs during the
survey. Students and office workers are the main subjects of this study because they are a large
audience in Vietnam's age scale. That is also the object of the affordability and the need to buy the
most Apple products. According to Cooper and Schindler (2006), the questionnaire is an effective
way to collect data when researchers know exactly what to investigate and how to measure
variables to get accurate and appropriate results. This paper uses questionnaires built on the
development of a scale of variables. The scales are translated from specialized journals and refer
to the previously researched results to set up the interview questionnaire. Before collecting data,
researchers piloted a survey questionnaire by randomly selecting 20 students and office workers.
This step helps identify sentences that confuse participants. Since then, the questionnaire was built
with high reliability and best completed before the survey.

The research model was examined with data from 420 students and office workers in
universities in Ho Chi Minh City. At the same time, a direct survey was carried out at 7 Universities
in Ho Chi Minh city. Seven universities were selected at random.

5. Result

The result obtained 420 results. Of these, 74% of answers were collected from direct
surveys and 26% of answers from online surveys. Inappropriate questions have been removed
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because they have no honest answers, or they are not subject to research. Finally, a total of 308
answers were used for data analysis.

Through the descriptive statistical analysis, about the occupation, the respondents included
246 students, accounting for 80% of the total and 62 office workers, accounting for 20% of the
total, consistent with the research objectives. assist. Of the 308 respondents, 100% are using Apple
products, 192 are female (62%), 109 are male (33%), 14 are of another gender (14%).

In terms of age, many respondents belong to the age group of 18 - 29 years old with 93%.
The second group is 30-39 years old with 5%. The remaining group accounted for 2% of people
over 39 years old. In terms of income (unit: million VND), the income group accounts for the
majority of the respondents who are below 10 with over 80%. The second group ranges from more
than 10 to 25 accounting for 14%. Other groups ranged from 25 to 50 and from 50 to 100 and more
than 100 accounted for 4%, 0%, and 1% respectively.

Analyzing reliability of scale - Cronbach from Alpha, Testing convergent values,
discriminant values, and general reliability

Cronbach’s Alpha coefficients are used to conditions for the scale to meet the requirements:
(1) the standardized regression weight (Standardized Regression Weight) of observed variables
must be greater than 0.5; (2) extracted variance (AVE) not less than eliminate inappropriate
variables. The condition for Cronbach's Alpha test is that the observed variables with a total
correlation coefficient of less than 0.3 will be disqualified and the criteria for choosing a scale
when Cronbach's Alpha is 0.6 or higher (Nunnally & Bernstein, 1994) and Testing converged
values, discriminant values, and general reliability (Construct Validity) for each concept.
According to Hair, Black, Babin, Anderson, and Tatham (2010), the 0.5; (3) Composite reliability
(CR) must be greater than 0.7. The results are shown in Table 1.

Table 1
Cronbach's Alpha, AVE and CE

Items Number of items Cronbach Alpha CR AVE

BC 6 0,899 0,855 0,663

SBC 5 0,918 0,905 0,762

SBI 6 0,927 0,927 0,810

BLy 7 0,937 0,930 0,769
Source: Data analysis result of the research
Analysis of the CFA model

The first CFA test has the results such as CMIN / df = 4,325 did not meet the condition of
less than 3, CFI = 0,887 did not meet the condition greater than 0.9; and TLI = 0,871 (<0.9) did
not meet the condition greater than 0.9, RMSEA = 0,104 did not meet the condition greater than
0.08, GFI = 0,792 (<0.8) did not satisfy the condition. This study adjusted the small and big
weighted variables to improve the indexes. After the 12 variable observations (SBI4, SBI5, SBI6,
BLyl, BLy2, BLy4, BC1, BC5, BC6, SBC1, SBC4, SBC5).

Thus, after the last CFA analysis, there were 13 observation variables, brand identity (3
observation variables), brand credibility (3 observation variables), self-brand connection (3
observation variables), and brand loyalty (4 observation variables). The CFA results shown in
Table 4 indicate that the conformance evaluation indicators of the model were fit and comfort with
the context of Vietnam.
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Table 2
CFA analysis result

Evaluation table of measurement indicators Condition CFA Evaluate
CMIN/df <3 2,545 Pass
Goodness of Fit index (GFI) >0,9 0,935 Pass
Tucker Lewis Index (TLI) >0,9 0,962 Pass
Comparative Fit Index (CFI) >0,9 0,972 Pass
Root Mean Square Error of Approximation < 0,08 0,071 Pass

(RMSEA)

Source: Data analysis result of the research
Analysis of SEM Model

To test relationships in the research model and test the hypotheses, the linear SEM model
is used. After running AMOS, the SEM model was applied. The fit tests of the model are shown
in the table. The model was considered to be suitable for market data when there were TLI, CFI
0.9, CMIN/df 3, GF10.08, and RMSEA 0.08. At the first run we can see that the CMIN/df = 2,545>
0.3, CFI =0,972> 0.9, TLI = 0,962 <0.9, RMSEA = 0,071 <0.08, GFI =0,935, all have reached
the permitted level.

In the first SEM run, the indicators show that the linear structure model is consistent with
market data. In particular, the RMSEA = 0,071 <0.08 indicates that this is a relatively good model.
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Figure 2. SEM result
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Bootstrap is a finite sampling method developed by Efron (1979). This is a repetitive
sampling method that replaces the original sample, in which the prototype plays the role of a crowd
(Schumacher & Lomax, 1996). Testing the bootstrap will help the team assess the sustainability
of the model. The difference in the bootstrap estimate with the smaller sample shows the reliability
of the calculated sample.

Table 3

Regression analysis

Regression Weights: (Group number 1 - Default model)

Parameter Estimate Lower Upper P
SBI <--- BC ,633 ,091 6,948 falekal
SBC <--- BC ,458 ,003 4,952 *xx
SBC <--- SBI 454 ,061 7,506 *xx
BLy <--- SBC ,318 ,046 6,950 *xx
BLy <--- SBI ,153 ,044 3,449 folalal
BLy <--- BC ,290 ,065 4,452 folalal
BLy7 <ne- BLy 1,000
BLy6 <--- BLy ,960 ,041 23,654 folekal
BLy5 <--- BLy ,994 ,044 22,727 flekal
BLy3 <--- BLy ,899 ,042 21,527 flekal
SBI2 <--- SBI 1,000
SBI1 <--- SBI ,951 ,043 21,870 folekal
SBI3 <--- SBI 1,069 ,042 25,729 folalad
SBC2 <--- SBC 1,000
SBC3 <--- SBC ,968 ,041 23,363 e
SBC1 <--- SBC 675 ,037 18,302 *xx
BC2 <--- BC 1,000
BC4 <--- BC 977 ,065 15,140 folelad
BC3 <--- BC 917 ,063 14,578 faleka

Source: Data analysis result of the research

Based on the results from the significance level column (P) in Table 3, if any relationship
had a p-value of <0.05, then it would be statistically significant. In contrast, if any relationship had
p-value> 0.05, it was not statistically significant. While factors such as self-brand connection and
brand credibility have a positive impact on brand loyalty. Brand identity is not much impact on
brand loyalty. This can be explained that when brands create credibility with customers and
customers are connected to the products of the business. Customers easily generate brand loyalty.
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The above results also show that the brand credibility impacts on brand identity and self-
brand connection. And brand identity will have a positive impact on a self-brand connection. These
impact relationships will be explained more clearly in the hypothesis test.

6. Discussion

The research results are fit with previous studies when pointing out the indirect effect of
brand credibility through intermediate variables to brand loyalty. The brand is one of the
customers’ awareness of the quality of products or services. Therefore, for customers to trust the
quality of this product or service, the brand must first be reputable (Wernerfelt, 1988). By
providing reliable information to consumers about the quality of the brand, thereby seeing a
remarkable position of the brand (Erdem & Swait, 2006; Leisching et al., 2012). Moreover,
Stokburger-Sauer et al. (2012) indicated that brands that have distinct characteristics from
competitors will be more likely to be identified by consumers because those brands meet demand.
of consumers. Brand credibility is one of the most important factors to brand identity (Harley,
1985; Ruth, 2001).

Escalas and Bettman (2005) have asserted that brand identity comes from the similarity
between consumers and the brand. And the self-brand connection is the result of the further
development of this process. Research results show that the similarity between customers and
consumers will have positive effects on brand self-connection. This shows that it is like the link
between consumers and the brand, the more similar the more connected.

In 2014, Banister and Cocker argued that consumers adopt the brands they buy to express
the personal style they want to build. Help them express their values, personality, and lifestyle
through self-brand connections. Based on research, consumers' strong connection to the brand is a
key to build brand loyalty. It positively is self-connectivity and consumers tend to protect that
connection. According to the results of the study, the impact of self-brand connection to brand
loyalty is the highest value, showing the strong connection between the two factors.

Also, the scope of this paper shows poorer results than previous studies. First, according to
the studies of Gilovich et al. (2015), consumers can identify or connect with one or more brands
that are evaluated more positively and reliably.

However, the results show that the influence of brand credibility factors on the self-brand
connection is not strong. Second, brand credibility increases the reliability of quality, reduce
perceived risks, lesser information costs (Erdem & Swait, 1998). However, Sweeney and Swait
(2008) argued that if the brand provides accurate information in the market, it will build a long-
standing relationship with customers. The above argument has supported the results of this
research with the fact that reputation to brand loyalty requires a long process and needs more
intermediate effects. Finally, the research results of Stokburger-Sauer et al. (2012) have confirmed
that positive brand identity can turn customers into brand loyalists and prevent consumers from
moving to other brands. From there, see that brand identity is positively related to brand loyalty.
However, at present, there may be many impact factors that make it difficult for customers to
switch from brand identity to brand loyalty. That means brand loyalty is less enhanced by brand
identity.

7. Managerial implication

In theory, this study clarifies the role that factors play in brand loyalty. It is not directly
affected by brand credibility but indirectly by brand identity and brand self-connection. When a
brand has high credibility, the ability to identify high, thereby promoting the self-connection of
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the brand with consumers. A self-brand connection will increase the loyalty of consumers to the
brand. Therefore, it is necessary to promote intermediate factors. This study also helps businesses
to have more ways to reach customers in the context of building a good brand image, creating
sympathy, a high reputation, and trying to connect the brand image of the company to themself
with the image of your business brand. Since then, businesses will have many loyal customers not
only buying products and services from customers but also loyal in mind, thought - is a very
valuable asset of the brand. Practically, this research will help businesses increase their brand
loyalty. Businesses must create momentum from brands' credibility to promote brand loyalty.
Besides, it should be combined with customer insight and innovation. In addition, the theory can
also be applied in social, educational, and medical categories, etc. when prestige will create a
premise for the transition to behavioral loyalty.

8. Conclusion

This study is clear of the impact of brand credibility, self-brand connection, and brand
identity on the brand loyalty of consumers. From there, helping businesses can identify what are
the main factors that strongly affect brand loyalty. Based on the available strengths of the business,
it creates the prestige of the brand. From there, businesses can offer solutions that enhance
behavioral loyalty when developing the connection between target customers and products through
the level of the brand identity of customers. The role of credibility and loyalty is an indirect factor
acting through 2 intermediary factors.

9. Limitations and future research directions

In addition to the results, the research also has the following limitations and future research
directions: 1) Time limit of 6 months, limited access space in 7 universities, 2) Number of the
sample surveyed limitations due to low funding and narrow research scope, 3) Not being able to
reach the maximum of Apple's target customers when only studying students and office workers
at 7 universities, 4) Only possible Quantitative research approach. Through the above limitations,
the research director for the future topic is to expand the scope and scope of the research to have
a more general view of social dimensions and new variables that may affect the heart brand loyalty
or not.
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APPENDIX
STT | The major constructs Measurement items Researchers
Apple - the brand you can trust Dwivedi, Nayeem, and

Apple has capable of delivering|MUrshed (2018)

what it says to its customers.

At any time, my brand experiences
of Apple gives me the expectation

o that the products are created exactly
1 Brand credibility |55 advertised.

Apple owns quality products and
the developer publicly discloses the
technology to the customer.

| see Apple as a credible brand del Barrio-Garcia, and
Prados-Pefia (2019)

| see Apple as a persuasive brand

| feel like 1 was offended when|Rather (2017)
someone criticized Apple

Apple's successes are my successes.

When someone praises Apple, | feel
2 Brand identity like a personal compliment

Apple as | am and who | want to be. | Banister and Cocker (2014)

Apple plays an important and
indispensable in my life

Apple represents what | believe.

When using Apple's high-tech and|Van  der  Westhuizen
modern product lines, I feel like a|(2018); Harrigan et al.
person  of  technology and|(2018); Berger et al. (2017)
modernity.

Using the Apple brand's product
) helps me to show the position of
3 | Self-brand connection | myself to everyone around me.

I think Apple (can) enhance the
personality and personal style that I
create (Sprott et al 2009).

Brand Apple contributes to
enriched my life.
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STT | The major constructs Measurement items Researchers

Brand Apple helps me orient myself
in the future.

From the same features of the|Foroudi et al. (2018)
utility, 1 am willing to pay higher
prices for Apple rather than the
other brands.

I will not buy other brands if Apple
is available at the store.

| prefer buying from the Apple
brand

| consider myself is a loyal
customer of Apple

4 Brand loyalty

Apple will be my first choice of
technology items

When someone searches my advice | Nam et al. (2011)
I will introduce Apple to them.

Apple will be my first choice in the | Leckie et al. (2017)
future




