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ABSTRACT

Technological advances have increased business competition, so strengthening brand
equity is crucial. This research aims to determine the influence of authenticity, influencer
marketing, perceived quality, and social media marketing activities on brand equity for
iPhone products in Kudus. This research used quantitative methods with non-probability
sampling on 150 respondents; data analysis was carried out with SEM-PLS using Smart
PLS. The research results show that authenticity, perceived quality, and social media
marketing activities positively and significantly affect brand equity, while influencer
marketing has no effect. The limitation of this research is that it focuses on iPhone
consumers in Kudus, so the results may not be generalizable. Future research is
recommended to expand the sample and context to test the consistency of the results and
explore additional factors that influence brand equity.
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ABSTRAK

Kemajuan teknologi telah meningkatkan persaingan bisnis, sehingga penguatan ekuitas
merek menjadi sangat penting. Penelitian ini bertujuan untuk mengetahui pengaruh
authenticity, influencer marketing, perceived quality, dan aktivitas pemasaran media
sosial terhadap ekuitas merek untuk produk iPhone di Kudus. Penelitian ini menggunakan
metode kuantitatif dengan non-probability sampling pada 150 responden, analisis data
dilakukan dengan SEM-PLS menggunakan Smart PLS. Hasil penelitian menunjukkan
bahwa authenticity, perceived quality, dan aktivitas pemasaran media sosial berpengaruh
positif dan signifikan terhadap ekuitas merek, sedangkan influencer marketing tidak
berpengaruh. Keterbatasan penelitian ini adalah berfokus pada konsumen iPhone di
Kudus, sehingga hasilnya mungkin tidak dapat digeneralisasi. Penelitian selanjutnya
disarankan untuk memperluas sampel dan konteks untuk menguji konsistensi hasil dan
mengeksplorasi faktor-faktor tambahan yang memengaruhi ekuitas merek.

Kata Kunci: authenticity, brand equity, influencer, perceived quality, social media

1. INTRODUCTION

In this millennial era, rapid progress in technology and competition in the business
world is getting fiercer. Companies are required to produce products that are not only
superior in terms of quality but also have an element of innovation. In the face of intense
competition, companies must strive to strengthen the brand of their products. Brand
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strengthening is one of the strategies companies use to attract consumer interest in
the products they offer. One of the important factors in this process is Brand Equity. Brand
equity includes values associated with authenticity and perception of quality, and it is
strengthened by marketing by influencers and social media. By having strong brand equity,
the company can maintain its position in the market and maintain the attractiveness of its
products in the eyes of consumers (Pandiangan et al., 2021).

One of the initiators of technological developments in the field of communication,
whose quality is trusted by the whole world, is Apple Inc., with its product, the iPhone. The
object of this research is focused on consumers of iPhone products in Kudus. The research
will examine how authenticity, influencer marketing, quality perception, and social media
marketing affect the brand equity of iPhone products in the city of Kudus. iPhone
consumers in Kudus are the object of this research because they are part of an important
market in the technology industry, where consumer loyalty and perception of brands
greatly affect the company's market position.

Technological advances owned by Apple Inc. have proven to be able to influence
consumer buying interest (Putri & Taufiqurahman, 2023). Based on data from
Katadata.co.id, the iPhone is one of the most popular smartphone brands in the world today.
Its sales have contributed significantly to Apple Inc.'s revenue, making it the largest market
capitalization in the world.
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Figure 1. Number of Active iPhones Worldwide (2012-2022)
Source: Katadata.co.id (2023)

Based on data from the Business of Apps in Katadata.co.id, the number of active
iPhones worldwide reached 1.33 billion units in 2022. This figure increased 8.13% from
the previous year, reaching 1.23 billion units. Over the past decade, the number of active
iPhones globally has grown yearly. The number of active iPhones worldwide in 2022 is the
highest since 2008. Previously, Apple Inc. reported a 1.4% year-on-year decline in revenue
to US$81.79 billion in the third quarter of 2023. This decline was due to sluggish sales of
iPhones, Macs, and iPads in that period. This phenomenon shows that brand equity is the
key so that products can continue to attract consumer buying interest sustainably.

Research conducted by Rodriguez-Lopez et al. (2020) shows that Authenticity
(authenticity) of the product can influence the formation of brand equity (Brand Equity).
Research conducted by Ali and Alqudah (2022) shows that Influencer Marketing affects
Brand Equity. Research conducted by Pandiangan et al. (2021) shows that the perception of
quality significantly affects Brand Equity. Furthermore, the research conducted by
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Masa'deh et al. (2021) shows that Social Media Activities have a significant effect on
Brand Equity. Some of these studies are contrary to the following studies. The research
carried out by Sunariani and Ratih Ardianti (2023) shows that Influencer Marketing does
not affect Brand equity. In addition, research conducted by Permatasari and Rachmawati
(2021) shows that perceived quality has no significant effect on Brand Equity. Type
Customer Brand Equity (CBBE), developed by Dartmouth professor Kevin Lane Keller,
reveals that we must change how customers think and feel about brands to build a strong
brand. Therefore, this study will prove that authenticity, influencer marketing, and
perceived quality social media activities can influence brand equity in iPhone products.

This study aims to understand the influence of factors including authenticity,
influencer marketing, perceived quality, and social media activities on the brand equity of
iPhone products among consumers in Kudus. The urgency of this research lies in the
importance of understanding how these factors affect consumer perception of the iPhone
brand, especially in the context of a local market such as Kudus. With the increasing use of
iPhones and their impact on Apple Inc.'s revenue, this research makes an important
contribution to companies' strategic understanding of optimizing their marketing. In
addition, this study can provide consumers in Kudus with deeper insight into the main
factors that influence their purchase decisions regarding iPhone products. Thus, this
research is expected to provide practical benefits for companies and consumers in
understanding the rapidly growing gadget market dynamics.

2. THEORETICAL FRAMEWORK AND HYPOTHESIS
Authenticity

Authenticity is a process in which a brand can create and gain value in building
consumer relationships. It is influenced by several elements, namely uniqueness, integrity,
credibility, and continuity (Armeto & Surenda, 2024). Several indicators can be used to
assess Authenticity: Becoming a pioneer, Maintaining the product's originality, sticking to
the principles, Peculiarities, and Social connectedness (Fadli & Haque, 2023). Meanwhile,
according to Rahardani (2024), Indicators of Authenticity are Continuity, Credibility,
Integrity, and Symbolism. The indicators of Authenticity used in this study are Becoming a
pioneer, Maintaining the product's originality, Sticking to the principles, Peculiarities,
integrity, and social connections.

Influencer Marketing

According to Kotler & Keller (2016), Influencer Marketing is defined as an
individual with the power of influence in purchasing decision-making. Influencer
marketing is a marketing strategy that utilizes social media as a promotional platform. It
involves individuals who are considered influential to their followers, such as artists,
celebrities, YouTubers, and bloggers (Agustin & Amron, 2022). According to Uyuun and
Dwijayanti (2022), measuring Influencer Marketing can be done with three indicators:
Trustworthiness, Expertise, and Attractiveness, according to v Power. Therefore, this study
measures Influencer Marketing Using the indicators of Trustworthiness, Expertise,
Attractiveness, Credibility, and Power.

Perceived Quality

According to Faisal and Susanti (2023), perceived quality is the view consumers
hold on a product or service's overall quality or excellence that meets their expectations.
Quality perception is a customer's assessment of the excellence or overall value of a
product, which is based on the personal evaluation of each customer (Permatasari &
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Rachmawati, 2021). According to Setiawan et al. (2023), perceived quality has five
indicators: Aesthetic, features, reliability, conformance, and durability. Meanwhile,
according to Gumilang et al. (2022), there are seven indicators of perceived quality, i.e.,
performance, service, durability, reliability, product characteristics, price conformity, and
price. Therefore, the perception of quality in this study was measured using performance
indicators, product characteristics, price conformity, reliability, durability, and
conformance (conformity with specifications).

Social Media Marketing Activities

Social media marketing activities from Shankar & Yadav (2021) are the use of social
media platforms and encourage users to disseminate content from social media based on its
classification, namely interaction, information, word of mouth, personalization, and others.
Social media marketing activities use social media as a marketing tool to build awareness,
recognition, memory, and action on a brand, product, business, individual, or group, either
directly or indirectly (Dahlan & Rivai, 2022). According to Masa'deh et al. (2021),
indicators that can measure social media marketing consist of entertainment, customization,
interactions, e-commerce, and trendiness. Meanwhile, according to Utami & Sugiat (2023),
Indicators of Social Media Marketing Activities consist of interaction, Informativeness,
Personalization, Trendiness, and Word of Mouth. Therefore, this study measures social
media marketing activities Using the Interactions, E-WOM, Informativeness, Trendiness,
Entertainment, and Interactivity indicators.

Brand Equity

Brand equity is the consumer's perception of a brand's specialties that provide
strength, durability, and excellence, thus distinguishing it from other brands (Dahlan &
Rivai, 2022). According to Kristin and Thyatira (2022), Brand Equity is an important
aspect of branding, so almost every company focuses on building Brand Equity. Although
it is essentially a relationship between Brand Equity and Brand Association, it has a limited
concept because Brand Equity is a coordinated approach based on quality, brand image,
and brand awareness. According to Firmansyah (2019), there are four indicators of Brand
Equity: Brand Awareness, Perceived Quality, Brand Associations, and Brand Loyalty.
Meanwhile, according to Setiawan and Padmawidjaja (2023), there are five indicators:
Performance, Social Image, Value, Trustworthiness, and Attachment. Therefore, to
measure brand equity, this study will examine the performance, social image, value,
trustworthiness, brand awareness, perceived quality, and brand loyalty.
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Figure 2. Theoretical Framework
Source: Previous research processed (2025)

Based on the theoretical framework of thought above, the following research hypotheses
can be taken:

Hi: Authenticity has a positive and significant effect on brand equity.

Ha: Influencer marketing has a positive and significant effect on brand equity.

Hs: Perceived quality has a positive and significant effect on brand equity.

Ha: Social media marketing activities positively and significantly affect brand equity.

3. RESEARCH METHOD

This study uses a quantitative research method. Quantitative research is a method
based on the philosophy of positivism. This method is used to research a specific
population or sample by collecting data through research instruments, analyzing data
quantitatively or statistically, and testing an established hypothesis. The selection of
quantitative methods in this study is because the main focus of this study is to evaluate the
impact between the variables being studied. The subjects in this study are consumers of
iPhone products in the Kudus area. The object of this study is the iPhone product.

This research was conducted over three months and divided into three sessions,
including data collection through questionnaires by respondents, data analysis, and
preparation of final research results. The research was conducted in Kudus Regency and
focused on iPhone consumers. Surveys and data collection were carried out in areas of
shopping malls, cafes, universities, and other public places frequented by potential
consumers.

This study tests the hypothesis with the variables of authenticity, influencer
marketing, perceived quality, social media activities, and brand equity. The object of this
research is one of the districts in Central Java Province, namely Kudus Regency. Hence,
the Kudus Regency is a population of people who use iPhone products as subjects. In this
study, sampling was done using a non-probability sampling method because the number of
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populations is unknown. Non-probability sampling can be used when the population is
unlimited or when the number of individuals is unknown. The sampling technique uses
purposive sampling (Sekaran & Bougie, 2016). The sample criteria referred to in this study
are:
Active iPhone users who have experience using the product.
Domiciled and/or located in the Kudus Regency.
Teenagers to adults.
Actively use social media.

The number of samples used was 150 respondents according to the determination of
the number of samples according to Hair et al. (2019), which was 5-10 times the number of
indicators; this study had 30 indicators (5 x 30). The data collection technique in this study
uses a questionnaire by providing several written statements systematically about
authenticity, influencer marketing, perceived quality, social media marketing, and brand
equity. In filling out the questionnaire, a 5-point measurement of the Likert scale was used
(from 1 = strongly disagree to 5 = strongly agree).

This study uses primary data, namely data taken directly by the researcher, to answer
the purpose or statement of the research. The data obtained by the researcher is processed
using Microsoft Excel first so that it is more structured and can be easily observed. The data
testing for this study used assistance in the form of Software SmartPLS with the technique
of Structural Equation Modeling (SEM). Primary data is processed using the Smart PLS
test tool. Smart PLS test kits are chosen because of their durability, flexibility, ease of use,
and effectiveness in handling complex models (Indaryani et al., 2024).

b

Table 1. Instrument Test Results

Composite AYerage
. Cronbach's .y ers Variance
Variable reliability
alpha (rho_a) (rho_¢) Extracted
- (AVE)

Authenticity 0,770 0,786 0,851 0,589
Brand equity 0,708 0,724 0,833 0,625
Influencer marketing 0,756 0,766 0,860 0,672
Perceived Quality 0,704 0,723 0,833 0,625
Social Media Marketing 0,470 0,470 0,790 0,653

Source: processed primary data (2025)

Based on Table 1, an AVE value of > 0.05 was obtained, so it can be concluded that
the indicators used in this study have good convergent validity. In addition, if the
Composite Reliability value (Composite Reliability) is> 0.7, then the research data is
reliable. If the loading factor is more than 0.7, then it can be said that the data in this study
are valid (Table 2).

Table 2. Outer Loading Results

. . Brand Influencer Perceived Social M.e dia
Authenticity equity Marketing Quality Marketing
Activities
X1_1 0,752
X1_3 0,745
X1 5 0,771
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Authenticity leBrapd Inﬂuen?er Percei.v ed Sl{\);::-lkt/:::gla
quity Marketing Quality Activities
X1 6 0,800
X2 1 0,821
X2 2 0,860
X2 4 0,775
X31 0,736
X3 2 0,832
X33 0,800
X4 2 0,808
X4_4 0,809
Y_3 0,781
Y_ 4 0,786
Y_6 0,805

Source: processed primary data (2025)

4. DATA ANALYSIS AND DISCUSSION

The respondents who were willing to fill out the questionnaire were 150. The
characteristics of the research respondents can be explained based on their categories as
follows. According to age and gender, respondents aged 17-24 and other types of women
dominated the most. The number of respondents with jobs as students/students’ percentage
91.4%, as civil servants’ percentage 1.3%, as private employees with a percentage of 2%,
and others with a percentage of 5.3%. So, the number of respondents who work as
students/students is the most dominant, with 138 people. According to his address, the total
number of respondents was divided into several areas in Kudus, namely Kaliwungu, Kudus
Kota, Jati, Undaan, Dawe, Bae, Mejobo, Gebog, and Jekulo Districts, with the highest
percentage being respondents with an address in Kudus City at 25.2% or 38 people.
According to the duration of iPhone use, respondents with a duration of <1 year were the
most dominant, with a percentage of 53.6%. Judging from the frequency of social media
use, it is known that daily use is the most dominant condition of respondents, with a

percentage of 97.4%.
Table 3. Results
Original Sample (Sizrlilz:lt:i‘;t T statistics P values
sample (O) | average (M) (STDEV) (|JO/STDEYV))

Authenticity -> Brand equity 0,171 0,169 0,075 2,286 0,022
Influencer marketing > Brand | o7 0,015 0,081 0,215 0,830
equity

Perceived Quality > Brand | 53, 0,534 0,072 7372 0,000
equity

Social  Media  Marketing

Activities -> Brand equity 0,227 0,230 0,088 2,584 0,010

Source: processed primary data (2025)
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Based on the bootstrapping and external model testing results, the hypothesis is
accepted if the statistical t > 1.96 or the P value < 0.05. The effect of Authenticity on Brand
equity was obtained with a p-value of 0.022 < 0.05 and a statistical t-value (2.286) > 1.96,
so it can be concluded that Authenticity has a positive and significant effect on Brand equity,
so the hypothesis is accepted. These results can be interpreted as if the authenticity of a
brand (Authenticity) is improving, then brand equity is increasing. From the observations,
it was found that the iPhone brand is a pioneer in introducing new technology, has unique
characteristics compared to other phones, adheres to principles in every innovation, and
can build good relationships with its users.

The influence of influencer marketing on brand equity was obtained with a p-value
of 0.830 > 0.05 and a statistical t-value (0.215) < 1.96, so it can be concluded that
influencer marketing does not affect brand equity, so the hypothesis is rejected. These
results show that influencer marketing does not necessarily build brand equity in iPhone
products. This is because recommendations from influencers do not fully make consumers
confident to buy an iPhone; influencers do not fully know about the features and
performance of the iPhone and do not fully provide useful, relevant, and trustworthy
information.

The effect of perceived quality on brand equity was obtained with a p-value (0.000 <
0.005) and a statistical t-value (7.372) > 1.96, so it can be concluded that perceived quality
has a positive and significant effect on brand equity, so the hypothesis is accepted. This
result means that brand equity will increase if the perception of product quality improves.
The observation results showed that iPhone products can function properly and without
problems and have better features than other brands. The price is comparable to the quality
obtained.

The influence of social media marketing activities on brand equity was obtained
with a p-value 0f 0.010 < 0.05 and a statistical t-value (2.584) > 1.96, so it can be concluded
that social media marketing activities have a positive and significant effect on brand equity,
so the hypothesis is accepted. These results can be interpreted as follows: if marketing
activities on social media increase, brand equity will increase further. From the
observations, it was found that iPhone posts on social media always follow the latest
trends.

Table 4. Model Feasibility Test Results

Criterion Saturated model Model forecast
SRMR 0,093 0,093
d ULS 0,905 0,905
dG 0,349 0,349
Chi-square 294,663 294,663
NFI 0,654 0,654

Source: Primary data processed (2025)

Based on the explanation from the Smart PLS website, one of the limitations or
criteria for a fit model is if the SRMR or Standardized Root Mean Square value < 0.10.
Therefore, table 4 shows that the model in this study is declared to meet the criteria. The
theoretical implications of this study show that authenticity, perceived quality, and social
media marketing activities have a significant role in building brand equity. In contrast,
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influencer marketing has no significant influence. This enriches the literature on the
determinants of brand equity, especially in the context of high-tech products such as the
iPhone. Companies can focus their marketing strategies by emphasizing brand authenticity,
ensuring high product quality, and optimizing marketing activities on social media to
strengthen brand equity. In addition, companies should also review the effectiveness of
influencer marketing by ensuring that the chosen influencers understand and can provide
accurate and trustworthy information about their products. This strategy is expected to
increase consumer trust and loyalty, ultimately strengthening the brand's position in the
market.

The interplay between authenticity, influencer marketing, perceived quality, and
social media marketing activities significantly shapes brand equity in the contemporary
digital landscape. Emerging studies confirm that authenticity is critical in building trust and
enhancing engagement between brands and consumers. Influencers who convey genuine
interaction and transparency foster perceptions of authenticity among their followers,
enhancing brand equity. Consumers increasingly demand authentic connections with
influencers, recognizing them as more trustworthy than traditional advertising (Bari et al.,
2024; Lusianti et al., 2024; Okonkwo & Namkoisse, 2023). This authenticity is facilitated
by various marketing strategies that convey the brand’s values and ethos, thereby
strengthening consumers’ perceptions of brand integrity and reliability (Afef, 2024;
Mardani et al., 2024).

Influencer marketing is most effective when influencers are perceived as authentic
because they align the brand’s perceived authenticity with consumers’ attitudes. The
impact of perceived authenticity on brand loyalty and purchase intentions has been well
documented. Studies show that authenticity leads to increased consumer emotional
engagement and commitment (Daimi & Tolunay, 2021). Influencer marketing has also
been shown to leverage social media activities effectively, where brands can leverage
influencers to capture the attention of target audiences (Kapitan et al., 2021; Park &
Namkung, 2022). By leveraging social media platforms for influencer partnerships, brands
increase their reach and improve the perceived quality of their products ((Aji et al., 2020;
Lusianti et al., 2022; Vendri et al., 2023).

Social media marketing activities are crucial in building brand equity through
increased interaction, engagement, and feedback mechanisms between brands and
consumers. Marketing activity categories such as personalization, entertainment, and
interactivity have been shown to enhance consumer-based brand equity, increasing brand
awareness and fostering deeper brand relationships (Park & Namkung, 2022). Engagement
generated through social media marketing is positively correlated with perceived quality,
which is integral to enhancing brand equity (Bernadus et al., 2023; Koay et al., 2020).
These dynamic highlights the need for brands to implement a comprehensive social media
strategy that optimizes consumer engagement and interaction to enhance their brand image
and equity. The combination of authenticity in influencer marketing, perceived quality, and
proactive social media marketing activities collectively enhance brand equity. Brands that
successfully engage in these dimensions are more likely to grow a loyal consumer base that
actively contributes to brand advocacy, ultimately leading to improved market
performance.

5. CONCLUSION & SUGGESTION

Based on the results of the analysis that has been described, the following
conclusions can be drawn: Authenticity has a positive and significant effect on brand equity.
This means that the better the authenticity of a brand, the more brand equity will increase.
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Influencer marketing does not affect brand equity. This means that changes in influencer

marketing do not affect brand equity. Perceived quality has a positive and significant effect

on brand equity. This means that brand equity will increase if the perception of product

quality improves. Social media marketing activities have a positive and significant effect

on brand equity. This means that if marketing activities on social media increase, brand

equity will also increase.

This research contributes to understanding the influence of authenticity, perceived
quality, and social media marketing activities in building brand equity, especially for
high-tech products such as iPhones. For marketers, the results of this research can be used
as a reference in designing marketing strategies that emphasize brand authenticity, high
product quality, and effective marketing activities on social media. Companies also need to
review their influencer marketing strategies to ensure that influencers provide accurate and
trustworthy information about the product. Suggestions for future research are to expand
the sample and the context of the study to test whether the same results apply to other
brands and industries and explore additional factors that may affect brand equity.

REFERENCES
Afef, S. (2024). State of the Art: Authenticity and Influencer Marketing. International
Review of Management and Marketing, 14(1), 39-47.

https://doi.org/10.32479/irmm. 15446

Agustin, N., & Amron, A. (2022). Pengaruh Influencer Marketing Dan Persepsi Harga
Terhadap Minat Beli Skincare Pada Tiktok Shop. Kinerja, 5(01), 49-61.
https://doi.org/10.34005/kinerja.v5i01.2243

Aji, P. M., Nadhila, V., & Sanny, L. (2020). Effect of Social Media Marketing on
Instagram Towards Purchase Intention: Evidence From Indonesia’s Ready-to-Drink
Tea Industry. International Journal of Data and Network Science, 91-104.
https://doi.org/10.5267/}.ijdns.2020.3.002

Ali, H., & Alqudah, O. M. A. (2022). The effects of influencer marketing on overall brand
equity through brand awareness and customer brand engagement. International
Journal of  Data and Network Science, 6(3), 651-658.
https://doi.org/10.5267/j.ijdns.2022.4.007

Bari, A., Angguna, W. M., Izzati, A. U., & Anindea, F. (2024). Loyalty to Influencers and
Brands: Does Negative Publicity Matter? Journal of Innovation in Business and
Economics, 8(01), 1-16. https://doi.org/10.22219/jibe.v8i01.26400

Bernadus, M., Kindangen, P., & Tielung, M. V. J. (2023). The Effect of Social Media
Marketing on Brand Equity and Consumer Response in Luxury Fashion Brand.
Jurnal Emba Jurnal Riset Ekonomi Manajemen Bisnis Dan Akuntansi, 11(3),
1099-1108. https://doi.org/10.35794/emba.v11i3.50295

Dahlan, D. A., & Rivai, A. R. (2022). Pengaruh Social Media Marketing Activities (Smma)
terhadap Brand Equity Serta Dampaknya pada E-Wom dan Komitmen Relasional.
Jurnal llmiah Akuntansi Dan Keuangan, 4(3), 1609-1623.

Daimi, S., & Tolunay, A. (2021). An Empirical Investigation on Influencer Marketing: The
Impact of Content-Related, Follower-Related and Influencer-Related Factors on
Consumers’ Purchase Intentions. Istanbul Management Journal, 0(91), 59-86.
https://doi.org/10.26650/im;j.2021.91.003

Fadli, S., & Haque, 1. (2023). Perceived Value As Moderator For Brand Authenticity And
Brand Affiliate To Brand Trust. Nusantara Journal of Multidisciplinary Science, 1(4),
723-729.

Faisal, M., & Susanti, F. (2023). Pengaruh Brand Awareness, Brand Association,

888



Faculty of Economics and Business
Universitas Pamulang
INTERNASIONAL CONFERENCE & CALL FOR PAPER

ECONOMICS, BUSINESS, INNOVATION AND CREATIVITY (EBIC), 30t April 2025

Vol: 2 No.: 1 No. E- ISSN: 3025-4086
Perceived Quality Terhadap Brand Loyalty Pada Produk OPPO Smartphone Di Jaya
Ponsel Payakumbuh. Profit: Jurnal Manajemen, Bisnis Dan Akuntansi, 2(2),
296-312. https://doi.org/10.58192/profit.v2i2.756

Firmansyah, A. (2019). Product, Brand Marketing, Planning and strategy. Surabaya: CV.
Penerbit Qiara Media.

Hair, J. F., Ringle, C. M., Gudergan, S. P., Fischer, A., Nitzl, C., & Menictas, C. (2019).
Partial least squares structural equation modeling-based discrete choice modeling: an
illustration in modeling retailer choice. Business Research, 12(1), 115-142.
https://doi.org/10.1007/s40685-018-0072-4

Indaryani, M., Lusianti, D., Zuliyati, Rahmawati, N. 1., Krisnanda, & Yusof, R. Z. (2024).
Troso Weaving Festival: a Catalyst for Cultural Co-Creation. Jurnal llmiah Ilmu
Terapan Universitas Jambi, 8(1), 300-3009.
https://doi.org/10.22437/jiituj.v8i1.31960

Kapitan, S., Esch, P. v., Soma, V., & Kietzmann, J. (2021). Influencer Marketing and
Authenticity in Content Creation. Australasian Marketing Journal (Amj), 30(4),
342-351. https://doi.org/10.1177/18393349211011171

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2020). Perceived Social Media
Marketing Activities and Consumer-Based Brand Equity. Asia Pacific Journal of
Marketing and Logistics, 33(1), 53—72. https://doi.org/10.1108/apjml-07-2019-0453

Kotler & Keller. (2016). Marketing Management: 15E Global edition. Pearson Education.

Kristiyono, Y. R., & Tiatira, D. C. (2022). Pengaruh Brand Equity Terhadap Brand Trust
Dimediasi oleh Brand Reputation dan Media Sosial Sebagai Variabel Moderasi Pada
Konsumen Mcdonald’s. Jurnal Manajemen, 19(1), 53-76.
https://doi.org/10.25170/jm.v19i11.3057

Lusianti, D., Dwi Prasetyaningrum, 1., & Sundari, P. (2024). Quadrilateral Brand: The
Journey of Brand Trust in Building Brand Equity. KnE Social Sciences, 2024,
181-191. https://doi.org/10.18502/kss.v9i17.16322

Lusianti, D., Idznitia, D., & Naimi, A. (2022). Kesadaran Merek: Persepsi Kemanfaatan
Dan Daya Tarik Promosi. Prosiding  Seminar  Nasional,  76-83.
https://conference.umk.ac.id/index.php/sndies/article/view/313%0Ahttps://conferen
ce.umk.ac.id/index.php/sndies/article/download/313/315

Mardani, A. D., Evrina, E., & Hartati, B. (2024). Influencer Authenticity: Unraveling the
Impact on Modern Marketing. Journal of Economic Bussines and Accounting
(Costing), 7(3), 6430—6435. https://doi.org/10.31539/costing.v7i3.9824

Masa’deh, R., Al-Haddad, S., Abed, D. Al, Khalil, H., Almomani, L., & Khirfan, T. (2021).
The impact of social media activities on brand equity. Information (Switzerland),
12(11), 1-17. https://doi.org/10.3390/info 12110477

Okonkwo, I. E., & Namkoisse, E. (2023). The Role of Influencer Marketing in Building
Authentic Brand Relationships Online. Journal of Digital Marketing and
Communication, 3(2), 81-90. https://doi.org/10.53623/jdmc.v3i2.350

Pandiangan, K., Masiyono, M., & Dwi Atmogo, Y. (2021). Faktor-Faktor Yang
Mempengaruhi Brand Equity: Brand Trust, Brand Image, Perceived Quality, &
Brand Loyalty. Jurnal Ilmu  Manajemen  Terapan, 2(4), 471-484.
https://doi.org/10.31933/jimt.v2i4.459

Park, C.-1., & Namkung, Y. (2022). The Effects of Instagram Marketing Activities on
Customer-Based Brand Equity in the Coffee Industry. Sustainability, 14(3), 1657.
https://doi.org/10.3390/sul14031657

Permatasari, N. M., & Rachmawati, I. A. K. (2021). Pengaruh Brand Awareness, Perceived
Quality, Brand Association, dan Brand Loyalty Terhadap Brand Equity Hijab
SAUDIA (studi kasus pengguna hijab SAUDIA di Soloraya). Indonesian Journal of

889



Faculty of Economics and Business
Universitas Pamulang
INTERNASIONAL CONFERENCE & CALL FOR PAPER

ECONOMICS, BUSINESS, INNOVATION AND CREATIVITY (EBIC), 30t April 2025
Vol: 2 No.: 1 No. E- ISSN: 3025-4086
Strategic Management, 4(1). https://doi.org/10.25134/ijsm.v411.4085

Putri, M. O., & Taufiqurahman, E. (2023). Pengaruh Brand Image dan Brand Equity
Terhadap Minat Beli Produk Iphone Pada Mahasiswa di Kabupaten Purwakarta
Tahun 2023. JPEKBM (Jurnal Pendidikan Ekonomi, Kewirausahaan, Bisnis, Dan
Manajemen), 7(2), 1-10.

Rodriguez-Lopez, M. E., del Barrio-Garcia, S., & Alcantara-Pilar, J. M. (2020). Formation
of customer-based brand equity via authenticity: The mediating role of satisfaction
and the moderating role of restaurant type. International Journal of Contemporary
Hospitality Management, 32(2), 815-834.
https://doi.org/10.1108/IJCHM-05-2019-0473

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-Building
Approach Seventh Edition. United Kingdom: Wiley.

Setiawan, L., Efrata, T., & Padmawidjaja, L. (2023). Pengaruh Brand Awareness, Brand
Association, dan Perceived Quality Terhadap Purchase Intention Dengan Mediasi
Brand Equity pada Produk Ban IRC di CV Rajawali Inti Sukses. PERFORMA: Jurnal
Manajemen Dan Start-up Bisnis, 8(1), 68—82.

Sunariani, N. N., & Ratih Ardianti, P. A. (2023). Peran Brand Equity Dalam Memediasi
Pengaruh Influencer Marketing dan Daya Beli Terhadap Keputusan Pembelian.
E-Jurnal  Ekonomi  Dan  Bisnis  Universitas  Udayana, 12(03), 386.
https://doi.org/10.24843/eeb.2023.v12.103.p03

Utami, H. M., & Sugiat, M. A. (2023). Pengaruh Social Media Marketing Activities
terhadap Purchase Intention Dengan Brand Image , Brand Awareness , Brand Equity
Sebagai Variabel Intervening Pada Produk Skincare Avoskin. SEIKO : Journal of
Management & Business, 6(1), 6—11. https://doi.org/10.37531/sejaman.v6i1.3743

Uyuun, Sifa Nur; Dwijayanti, R. (2022). Pengaruh Influencer Marketing Dan Brand
Awareness Terhadap Keputusan Pembelian Produk Scarlett Whitening Pada
Mahasiswa Feb Unesa. Jurnal Ekonomi, Manajemen Pariwisata Dan Perhotelan,
1(2), 164—174. https://doi.org/10.55606/jempper.v1i2.390

Vendri, I. S., Lita, R. P., & Verinita, V. (2023). The Influence of Social Media Marketing
Activities on Brand Equity and Purchase Intention (Study of Silungkang Restaurant
Instagram  Followers). Journal of Social Research, 2(7), 2583-2597.
https://doi.org/10.55324/josr.v2i7.1462

Zandy Armeto, & Rian Surenda. (2024). Pengaruh Brand Authenticity Dan Store
Atmosphere Terhadap Revisit Intention Pada Singgah Coffee and Eatery Padang.
Jurnal ~ Manajemen Pariwisata Dan Perhotelan, 2(2), 49-59.
https://doi.org/10.59581/jmpp-widyakarya.v2i2.2828

890



