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ABSTRACT

As Indonesian consumers' awareness of global brands has grown over time, so too has
their foundation regarding these brands. Indonesian consumers are influenced by their
collectivist, long-term-focused, and very power-distant culture regarding how they
interact with global brands. This study focuses on how Indonesian consumers'
commitment to global brands is influenced by four essential brand management elements:
brand innovativeness, brand customer orientation, brand self-relevance, and brand social
responsibility. An online questionnaire was used to collect data for this study from 949
individuals. Tests were conducted to determine validity and reliability; both had
Cronbach's Alpha values over 0.70. Multiple regression analysis was performed on the
data using Smart-PLS. The questionnaire was compiled using the seven-point Likert
scale. Brand commitment is positively impacted by brand innovativeness and
self-relevance (p-value < 0.05,). However, brand customer orientation and social
responsibility have been disregarded since the p-value is larger than 0.05. Global brand
managers can use this research's insights to improve brand positioning and increase
consumers' brand commitment in Indonesian and other cultural contexts.

Keywords: brand innovativeness, brand customer orientation, brand self-relevance, brand
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1. INTRODUCTION

Market globalization has changed the business climate to open markets. A brand interacts
with key forces, such as developing consumer behavior and building connections with a
brand. It also assesses brand performance to target worldwide consumer groupings
(Eisingerich & Rubera, 2010; Nawaz et al., 2020; Yeboah-Banin & Quaye, 2021). Global
brands are essential to the market and broadly impact consumers for various reasons
(Ozsomer et al., 2012). Global brands recognize the benefits of being global and the
advantages of cost economies (Holt et al., 2004). By showcasing a global brand and
providing any worldwide firm with the connectivity and freedom to operate across
multiple countries, they can maximize these benefits (Daniels et al., 2021). Naturally,
creating a global brand makes consumers aware of it worldwide scale and fosters a global
viewpoint to strengthen marketing strategy (Budiono et al., 2021).

Nike and Converse established the prerequisites for global brands to be prepared to
seize chances through market expansion on a worldwide scale. In 2023, Nike was one of
the top shoe brands in terms of brand awareness in the United States (Statista, 2024).
Interestingly, the seventh-ranked footwear brand on the list also includes Converse. As
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Indonesian consumers' awareness of international brands has grown over time, so too has
their reliance on these brands (Ratriyana, 2018). Global brands like Converse and Nike
expanded into Indonesia's market and quickly rose to the top of the popularity charts. The
Indonesian market is familiar with both international brands, with awareness of global
shoe brands reaching 70.4% for Nike and 58.6% for Converse (Databoks, 2023).
Indonesian culture, characterized by high power distance, long-term orientation, and
collectivism, significantly influences how its consumers interact with international
brands (Artina et al., 2020).

Businesses that establish strong consumer connections across diverse geographical
areas are more likely to reflect local cultural distinctions Batra et al., (2000); Craig &
Douglas (2000); Eckhardt, (2005). This approach enhances profitable consumer
interactions and underscores the importance of considering local nuances in brand
management. By effectively applying brand innovativeness, customer orientation,
self-relevance, and social responsibility, companies can bolster consumer commitment to
global brands in various markets (Eisingerich & Rubera, 2010). Prior studies also
examine the relationship between brand innovativeness and commitment (Hanaysha &
Hilman, 2015). Consumers will appreciate and view brand innovation favorably when a
global brand's product stands out from its competitors in terms of features, usability, and
functionality (Purba & Budiono, 2019). They are more likely to be familiar with open
innovation because they tend to seek external rather than internal for scarce management
resources such as technology and expertise (Oshima & Toma, 2023). The consumers'
need to consider these brands more seriously drives this tendency (Bell et al., 2017).
Focusing on satisfying consumer demands can help a business become more relevant to
consumers and improve the bond between them and the company. According to Ha &
John (2010), a consumer-oriented company places a high priority on meeting the needs of
its customers and regards this as a fundamental organizational principle. Such a business
aims to improve each consumer's experience.

Remarkably, Bhattacharya & Sen (2003) contend that in an attempt to set
themselves apart from others, consumers create associations between their brands and
self-concepts, hence promoting brand commitment. Relationships in marketing concepts
state that strong business ties enhance consumer happiness, boosting business
performance (Singh, 2023). In another scenario, self-relevance emerges when consumers
see themselves reflected in the brands they choose (Rahman & Noor, 2014). This concept
leads to the conclusion that a brand can shape a person's identity and that a brand may be
used to demonstrate one's identity in the community in alignment with the brand's values
(Larasati & Hananto, 2013).

Consumers can use such a feature to measure the brand's commitment to its message
while serving as an indicator of the business's effectiveness in building brand trust and
making a lasting impression on customers' minds (Fatma et al., 2020). As a result, a
customer is considered loyal if they buy the same product two or three times (Purwanto et
al., 2023). Social responsibility is seen as a precursor to consumers' views toward a brand
(Berens et al., 2005) and a significant component of brand image (Rust et al., 2000).
When consumers perceive themselves as members of a broader community beyond just
economic participants Handelman & Arnold (1999); Nijssen & Douglas, (2008), they
may exhibit loyalty toward companies they perceive as socially conscious (Bhattacharya
& Sen, 2003).

2. LITERATURE REVIEW AND RESEARCH HYPOTHESES
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2.1. Global Brand

Consumers are reassured by a strong brand that will fulfil its commitments, and many of
these trademarks are recognized throughout the world as global symbols of quality
(Steenkamp, 2020). Strong consumer relationships are difficult for global brands to build
even though these relationships are said to have a major influence on consumers' opinions
of the quality of a product (Auruskeviciene et al., 2010). These challenges include
figuring out the best strategies to keep suppliers and consumers loyal and prevent them
from moving to competitors (Ndubisi, 2004).

2.2. Brand Commitment

Commitment is the unshakable will to keep up the engagement with a brand (Suh & Han,
2014). Customers are keen to preserve and deepen their emotional bond with a company
that brings them comfort and delight through experiences, individual attention, and
interpersonal interactions (Chan & Raharja, 2024). When consumers are happy, they
commit to sticking with the same brand over time and grow to be devoted consumers
(Ballantyne et al., (2006); Ercis et al., (2012)). According to this viewpoint, commitment
can be determined by tracking a pattern of purchases, a higher frequency of purchases, or
a series of purchases of a good or service (Chan & Raharja, 2024). Positive attitudes and
behaviors that arise when a brand demonstrates the qualities consumers believe a brand
should have led to brand commitment (Hassan et al., 2016).

2.3. Brand Innovativeness

A brand's perceived innovativeness is contingent upon its capacity to meet the needs of its
target audience (Oshima & Toma, 2023). Prior studies have demonstrated that customers
interpret the introduction of new products as proof that they offer more advantages than
their rivals (Mukherjee & Hoyer, 2001). Consumers assess a brand's innovativeness by
considering its inventiveness and potential use in the near future (Shams et al., 2015).
Mukherjee & Hoyer (2001) state that consumers perceive the launch of new items as an
indication that they provide more benefits than the competitor. Budiono et al. (2021)
support that by staying inventive, the brand can draw, in new business and retain its
current clientele while producing high-quality items. Hanaysha & Hilman (2015) and
Budiono et al. (2021) findings have led to the hypothesis which is as follows:

H1: Brand innovativeness positively impacts brand commitment.

2.4. Brand Customer Orientation

The degree to which an organization and its members concentrate their efforts on
comprehending and gratifying consumers is known as customer orientation (Kohli &
Jaworski, 1990). Deshpande et al. (1993) underline the importance of customer focus as
an engine of long-term organizational development. When a business prioritizes
customer orientation, ensuring consumer satisfaction is essential in creating its goods or
services (Buttenberg, 2017). According to Narver & Slater (1990), consumer orientation
involves activities designed to understand and comprehend the target market to deliver
greater value to this group.

Contrary to predictions, earlier research has demonstrated that the relationship
between brand extra-role activities and brand sales is negatively impacted by consumer
orientation (Hughes et al., 2019). However, the positive influence of salesperson brand
identification on brand sales remains unaffected. According to this research, customer
orientation appears to have a detrimental impact on brand commitment. Therefore, the
hypothesis suggests:
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H2: Brand Customer orientation has a negative impact on brand commitment.

2.5. Brand Self-relevance

Consumer preference for greater concrete-attribute product descriptions appears to be
less positively impacted by self-relevance than by articulating the normative importance
of the concrete features (Trzebinski et al., 2022). Consumers establish connections
between their brands and self-concepts as a means of distinguishing themselves from
others, thereby promoting brand commitment (Bhattacharya & Sen, 2003).

Self-concept refers to a group of self-schemas, or knowledge structures, that people
use to represent and comprehend themselves in their environment (Aron et al., 1992). The
chosen brand can shape the consumer's identity while also serving as a vehicle to express
the identity within the community and reflect the values associated with the brand
(Larasati & Hananto, 2013). In light of this, (Bhattacharya & Sen, 2003) contend that
consumers establish connections between their brands and self-concepts in an attempt to
set themselves apart from the competition, hence promoting brand commitment.
According to the research, a consumer's value in the market is significantly impacted by
brand self-relevance when they use a certain brand because of the impression the brand
creates.

Nonetheless, it has been demonstrated that interpersonal relationships are based on
satisfying a range of needs and objectives, resulting in a response unrelated to the brand
(Sheldon et al., 2001). The present study has revealed that there is a positive correlation
between brand self-relevance and brand commitment. Furthermore, this is the following
hypothesis:

H3: Brand self-relevance positively impacts brand commitment.

2.6. Brand Social Responsibility

The definition of brand social responsibility is consumers' overall perceptions of a
company's social responsibility (Brunk & Blumelhuber, 2011); (Sen & Bhattacharya,
2001)). This understanding of brand social responsibility aligns with contemporary
definitions of consumer-perceived ethicality, which are defined as the collective
perception of consumers regarding the morality of a company, brand, product, or service
(Grohmann & Bodur, 2015).

Social responsibility is seen as a crucial component of brand perception (Rust et al.,
2000). A brand is usually seen as socially responsible when it successfully develops and
executes social responsibility programs that are well-received by the public and
subsequently influence the company's performance in terms of enhancing corporate
identity (Wang et al., 2015). However, a company needs to have a favorable social
responsibility image in the eyes of consumers to generate financial benefits (Luo &
Bhattacharya, 2006). Social responsibility is considered a foundational factor influencing
consumers' perceptions of a brand (Berens et al., 2005) and a key element of its overall
image (Rust et al., 2000). This concept encompasses various aspects, including the
consumers' state of mind, needs, motivation, and capacity to engage in the perception
process (Sugiarto & Suryanadi, 2019). Consumers use this aspect as a gauge to assess
how a brand is fully committed to its message and how it benefits the brand in areas
where consumer trust can be developed, creating a lasting impression of the brand in their
minds (Fatma et al., 2020). However, Sen & Bhattacharya (2001) discovered that
consumer intentions to buy a company's products can also be decreased by social
responsibility programs.
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This research indicates there may be a possibility of a negative linear relationship
between brand social responsibility and consumer commitment. Therefore, the following
is the hypothesis:

H4: Brand’s social responsibility has a negative impact on brand commitment.

Figure 1. is the summary of the hypotheses mentioned above.

Brand
Innovativeness

Brand Customer
Orientation

Brand
Commitment

Brand Self-
relevance

Brand Social
Responsibility

Figure 1. Research Hypotheses
3. RESEARCH METHODOLOGY

3.1. Data Collection and Sample Size
Primary data collection in business research refers to techniques like observation,
interviews, and questionnaires that are used to gather information from respondents
(Sekaran & Bougie, 2016). Information is collected through structured questions or
statements that are methodically and sequentially organized. These can be posed directly
by an interviewer or indirectly through survey data collection methods (Schindler, 2022).
The researcher selected Indonesia as the location to gather data from customers of two
major international brands, Converse and Nike. The aim was to understand better the role
of culture in the relationships between key brand management decision elements and
consumers' brand commitment within the context of global brand management. The data
collection for this research was done using an online questionnaire (Google Forms). The
survey received responses from 949 Indonesian consumers of global brands Nike and
Converse.

3.2. Research Instrument

The seven-point Likert scale was employed to determine Indonesian consumers'
commitment to global brands. The research questionnaire utilized a 7-point scale ranging
from (1) strongly disagree to (7) strongly agree, as this scale is likely to perform better
than a 5-point scale (Joshi et al., 2015). It provides a more detailed explanation of the
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motivation and, as a result, practically appeals to the participants' reasoning and judgment
(Zhu et al., 2023), especially Indonesian consumers.

3.3. Analysis Technique

Descriptive statistics and sample demographics were presented, and data analysis was
done using SPSS and Smart-PLS. Cronbach's alpha and composite reliability were
computed to assess each construct's reliability. Reliability is deemed satisfactory when
item-to-total correlations are over 0.50, and Cronbach's alpha is greater than 0.70 (Hair et
al., 2010). According to Hanaysha & Hilman (2015), each construct and variable in the
model has strong validity, and an AVE value of 0.50 or higher should be regarded as
evidence of existing discriminant validity. The results showed that every construct had
AVE values that were higher than advised, indicating the presence of discriminant
validity.

4. DATA ANALYSIS

4.1. Sample Demographics

A total of 949 valid and comprehensive survey responses were received, with 459
females (48.4%) and 490 males (51.6%). The majority of respondents were young,
belonging to Gen Z (1997-2012), with a frequency of 909. Gen Y/Millennials
(1981-1996) was next, with 40 frequencies. Rosariana, (2021) defines the Gen Z
generation as individuals born between 1997 and 2012. On the other hand, the generation
born between 1981 and 1996 is known as Gen Y or Millennials.

In terms of occupation, students accounted for 84.7% of the population, followed by
private employees (5.9%) and individuals in other occupations (5.4%). Among them,
51.2% had completed high school, while 32.2% held either a diploma or a bachelor's
degree. This condition could potentially affect respondents’ income, with 54.5% being
dominated by respondents earning between IDR 1,000,001 and IDR 3,000,000,000.

4.2. Measures and Reliability Test

The reliability of the survey instrument was assessed through testing. Internal consistency
is the most common test for scale dependability used in literature, as demonstrated by
Cronbach's alpha (Singh, 2023). According to Brunner & Suf3 (2005), internal
consistency reliability is defined as the ratio of total true score variation to total scale
score variance. Composite reliability is a gauge of the internal consistency of scale items
(Netemeyer et al., 2003). Furthermore, in line with the recommendations of Hair et al.,
(2010) and Bagozzi & Yi (1988) this study followed the basic guideline of factor loadings
exceeding 0.7 and Average Variance Extracted (AVE) values surpassing 0.5. Table |
indicates that all the utilized indicators exhibit very high validity values, with the AVE
exceeding 0.5 and Cronbach's alpha surpassing 0.7 (Phan & Nguyen, 2024). All the
indicators used in the study are displayed in Table I, which thus implies that every
measurement used in the research was reliable.
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Table 1. Composite Reliability, Average Variance Extracted, and Cronbach’s Alpha

) Composite | Average Variance | Cronbach’s
Variable -

Reliability Extract (AVE) Alpha
Brand Commitment 0.924 0.708 0.897
Brand Innovativeness 0.920 0.698 0.893
Brand Customer Orientation 0.939 0.754 0.918
Brand Self-Relevance 0.936 0.744 0.914
Brand Social Responsibility 0.947 0.780 0.929

4.3. Measurement Model Assessment
A multivariate model is utilized in structural equation modeling (SEM), a quantitative
research analysis technique, to quantify the structural relationships between measurable
and latent variables (Serra et al., 2022). It symbolizes an approach to philosophy that is
very different from what is usually done in marketing modeling (Bagozzi & Yi, 1988).
Figure 2. is a path diagram of the measurement model.
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Figure 2. Measurement Model Path
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Table 2. Model Goodness of Fit Test

Saturated Model | Estimated Model
SRMR 0.055 0.055
d_ULS 0.997 0.997
d G 0.439 0.439
Chi-Square 2535.980 2535.980
NFI 0.879 0.879

406

The results of the goodness of fit model are shown in Table II. It is agreed that the
following requirements must be met by each goodness of fit indicator: d_ULS must be
greater than 2.00, d_G must be greater than 0.90, chi-square must be fewer than five, and
NFI cannot be less than 0.9 (Hair et al., 2019). SRMR must also be less than 0.08. The
goodness of the fit model used in this study is adequate, with an NFI score of 0.879. The
correlation between latent variables is assessed by Smart PLS's goodness of fit analysis,
and the closer the result is to 1, the better (Lebo & Mandagi, 2023). To identify
multicollinearity, one must look at each independent variable's tolerance (Chong & Jun
(2005); Daoud, (2017)). Wondola et al., (2020) state that there is a significant
multicollinearity issue when the VIF value is greater than 10 and the tolerance value is
less than 0.01. This study's Inner VIF scores are all less than 10, as shown in Table III,
meaning that multicollinearity is absent in the model.

Table 3. Inner VIF Value

BC
BC
Bl 3.428
BO 3.418
BR 3.158
BS 2.829

Using confirmatory factor analysis (CFA), the scale's convergent validity and
reliability were evaluated per Anderson & Gerbing (1988) recommendations. According
to Boley et al. (2018), convergent validity examines the common variance the items and
the latent construct share. The factor coefficients of the variables must be significant and
higher than the lower bound value of 0.5 to demonstrate convergent validity. A test of the
scale's discriminant validity compares it to other constructs in the measurement model.

According to (Hair et al., 2010), measuring the squared correlations between
constructs with the AVE for each construct is a useful way to evaluate discriminant
validity. When researching latent variables and using several items or indicators to
describe the construct, it is critical to evaluate discriminant validity (Hamid et al., 2017).
When a model lacks discriminant validity, it raises doubts about whether the data support
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the results or if they were achieved by employing a concept twice in the model
(Rasoolimanesh, 2022).

Table 4. Measurement Model Discriminant Validity

BC Bl BO BS BR
BC 0.841
Bl 0.776 0.835
BO 0.654 0.815 0.868
BR 0.643 0.701 0.720 | 0.863
BS 0.725 0.691 0.660 | 0.777 0.883

The Heterotrait-Monotrait (HTMT) correlation ratio, the Fornell & Larcker criterion,
and the cross-loading of the indicator can all be used to assess the discriminant validity.
HTMT can be used in two ways to evaluate discriminant validity: comparing with a
threshold of 0.85 or 0.90 (Henseler et al., 2015); (Phan & Nguyen, 2024) or testing the
hypothesis that HTMT=1 using an inference statistic (Franke & Sarstedt, 2018). Table IV
presents the results of the discriminant validity test, which indicates that the model used
in this study meets the necessary criteria for discriminant validity.

4.3.1.  Hypothesis Testing

PLS-SEM is the recommended technique when formative structures are included in the
structural model (Jamil et al., 2023). A test linked to bootstrapping is conducted because
researchers are interested in understanding the relationship between factors that have an
indirect or direct influence. Following sample data acquisition, the PLS-SEM approach
was used via bootstrapping (measures: T-statistics > 0.96, P-value < 0.05) as suggested
by (Noviaristanti & Boon, 2022). The original sample, mean, standard deviation,
T-statistics, and P-values are displayed in Table V below.

Table 5. Result of Hypotheses Testing

Original | Sample | Standard .
Path . T Statistics P ..
.. Sample Mean | Deviation Decision
Coefficient (JO/STDEV|) | Values
(O) (M) | (STDEV)

H1| BI->BC 0.554 0.554 0.042 13.254 0.000 Supported
H2 | BO->BC -0.037 -0.035 0.041 0.898 0.370 | Not Supported
H3 | BS->BC 0.374 0.374 0.038 9.905 0.000 Supported
H4 | BR->BC -0.010 -0.012 0.039 0.256 0.798 | Not Supported

Table V shows how the study model is visualized along with its results. According to
T-statistic = 13.254 and P-value = 0.000, brand innovativeness (Bl) positively impacts
brand commitment (BC). Brand self-relevance (BS) (T-statistic = 9.905 and P-Value =
0.000) is positively impacted by brand commitment (BC) as well. These outcomes
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validated H1 and H3. Additionally, brand-consumer orientation (BO) negatively impacts
brand commitment (T-statistic = 0.898 and P-value = 0.370). Negative effects on brand
commitment (BC) are also seen with brand social responsibility (BR) with T-statistic =
0.256 and P-Value = 0.798.

5. DISCUSSION

This study clarifies whether its conclusions about global brand strategies apply to other
nations, markets, and industries. First, it is impossible to exaggerate the value of
authenticity and consistency in branding. Whatever the market or industry sector they are
in, consumers are drawn to authentic businesses that fulfil their commitments to global
brands. Second, it is critical to recognize the importance of innovation and adaptability in
addressing regional preferences and market dynamics (Oshima & Toma, 2023).
Successful brands are nimble in adjusting their approaches to fit consumer behavior and
cultural and economic contexts. Global brands can emphasize four key aspects of brand
management choice, as examined in this study, to increase consumers' brand commitment
(Eisingerich & Rubera, 2010). Specifically, the findings show that certain aspects of
global brand commitment components do not significantly affect Indonesian consumers'
commitment to global brands, such as Nike and Converse.

Nonetheless, it is critical to understand the generalizability constraints of any
research of this kind. Although this research offers insightful information about global
branding strategies to increase consumers' commitment to global brands, customized
approaches can be necessary due to the unique characteristics of different nations,
markets, and industries (Purba & Budiono, 2019). Also, this study significantly adds to
the body of knowledge on general global marketing and brand management. It
demonstrates that a key brand management context needs to be considered when
evaluating customer-brand relationship strategies. It allows brands to establish more
meaningful relationships with their target market to increase their commitment to global
brands.

6. MANAGERIAL IMPLICATIONS

Additionally, this study helps address some of the shortcomings of earlier research with
diverse cultures in some countries. The idea is in line with the findings by Eisingerich &
Rubera (2010), which showed that brand managers should focus on showcasing their
brands' innovative qualities and strive to establish their brands' self-relevance for
consumers. According to Sen & Bhattacharya (2001), brand social responsibility may
lessen consumers' inclinations to buy a company's goods. It is observed that in Indonesia,
brand social responsibility also harmed consumers' brand commitment. Nike and
Converse brands should investigate the differences between Chinese and Indonesian
consumers. Such an understanding could explain why two countries with comparable or
similar cultures would have distinct effects on brand commitment. Global brand
managers should focus particularly on countries like Indonesia, which has a large base of
consumers who prefer global brands. This insight will ensure that these factors exert the
same influence in other nations, markets, and industries.

7. CONCLUSION
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Nike and Converse stand out as famous brands that have effectively grabbed the hearts
and minds of consumers globally in the fiercely competitive global branding market.
Nike and Converse have amassed a devoted fan base that cuts beyond national borders
and business categories because of their creative product offers, captivating marketing
strategies, and dedication to social responsibility. This study analysis emphasizes how
crucial it is to take advantage of Nike and Converse's strengths and synergies to boost
worldwide brand commitment across markets, nations, and industries. By leveraging both
brands' distinct personalities and market positions, Nike can increase its appeal and
strengthen its relationship with a wide range of consumer categories worldwide. Using
Converse's history and authenticity in young culture, streetwear fashion, and Nike's
reputation for performance and innovation is crucial for strengthening global brand
commitment. Nike may enhance its market penetration and relevance by carefully
placing its brands in various market groups and geographical areas. The company can
build stronger emotional connections with a wide range of consumers by conducting this.

In conclusion, by using their complementary qualities and embracing their distinct
identities and market positions, Nike and Converse can boost worldwide brand
commitment dramatically. By implementing a strategy approach that integrates
innovation, authenticity, and localized involvement, both brands can strengthen their
global reputation as icons and foster enduring customer commitment across all regions.
Nike and Converse have the potential to set the standard for a future in which global
brands act as catalysts for positive social change and cross-cultural exchange on a
worldwide scale, going beyond simple commerce.

8. LIMITATION AND FURTHER RESEARCH

The following restrictions apply to the study’s findings and offer encouraging directions

for future investigation:

e This study examined Indonesian culture at the nation-state level, establishing
connections between its culture and those of other nations that share or differ from it.
Researchers could expand upon the results of this study by evaluating cultural
characteristics in different countries, considering it as a recent development that
affects consumers’ brand commitment to global brands.

e The data obtained for this research was limited to a single nation, making it unsuitable
for examining the drivers that influence consumers’ global brand commitment within
a broader international market context.

e Other researchers can expand on the current model by using a different framework.
Such studies could lead to a deeper knowledge of how consumers perceive and value
brands and how culture affects the value equation. A deeper comprehension of the
relationships between consumers and brands across national and cultural boundaries
will greatly advance the field of marketing literature and offer practical direction for
businesses engaged in global brand management.

ACKNOWLEDGEMENTS

I would like to express my sincere gratitude to the anonymous reviewers for their
informative comments and priceless feedback, which greatly improved the caliber of this
study. Their knowledge and thorough review procedure have greatly improved the
manuscript's rigor and clarity. Their devotion to academic success is much appreciated.

Copyright © 2025 GMP Press and Printing
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print)



Review of Integrative Business and Economics Research, Vol. 14, Issue 2 410

REFERENCES

[1] Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice:
A review and recommended two-step approach. Psychological Bulletin, 103(3),
411-423. https://psycnet.apa.org/record/1989-14190-001

[2] Aron, A., Aron, E. N., & Smollan, D. (1992). Inclusion of others in the self scale and
the structure of interpersonal closeness. Journal of Personality and Social
Psychology, 63(4), 596-612. https://doi.org/10.1037/0022-3514.63.4.596

[3] Artina, B. S., Desnasari, D., Fitriyah, F., & Rizkita, R. G. (2020). The workforce in
Indonesian organizations: An analysis based upon the cultural dimensions of
Hofstede’s model. Journal of International Conference Proceedings, 3(1), Article 1.
https://doi.org/10.32535/jicp.v2i4.780

[4] Auruskeviciene, V., Salciuviene, L., & Skudiene, V. (2010). The relationship quality
effect on customer loyalty. Business: Theory and Practice, 11(1), 30-36.
https://www.researchgate.net/publication/49612557_The Relationship_Quality Eff
ect_on_Customer_Loyalty

[5] Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models.
Journal of the Academy of Marketing Science, 16(1), 74-94.
https://doi.org/10.1007/BF02723327

[6] Ballantyne, R., Warren, A., & Nobbs, K. (2006). The evolution of brand choice.
Journal of Brand Management, 13(4), 339-352.
https://doi.org/10.1057/palgrave.bm.2540276

[7] Batra, R., Ramaswamy, V., Alden, D. L., Steenkamp, J.-B. E. M., & Ramachander,
S. (2000). Effects of brand local and nonlocal origin on consumer attitudes in
developing countries. Journal of Consumer Psychology, 9(2), 83-95.
https://doi.org/10.1207/S15327663JCP0902 3

[8] Bell, S.J., Auh, S., & Eisingerich, A. B. (2017). Unraveling the customer education
paradox: When, and how, should firms educate their customers? Journal of Service
Research, 20(3), 306-321. https://doi.org/10.1177/1094670517691847

[9] Berens, G., van Riel, C. B. M., & van Bruggen, G. H. (2005). Corporate associations
and consumer product responses: The moderating role of corporate brand
dominance. Journal of Marketing, 69(3), 35-48.
https://doi.org/10.1509/jmkg.69.3.35.66357

[10] Bhattacharya, C. B., & Sen, S. (2003). Consumer—company identification: A
framework for understanding consumers’ relationships with companies. Journal of
Marketing, 67(2), 76-88. https://doi.org/10.1509/jmkg.67.2.76.18609

[11] Boley, B. B., Jordan, E. J., Kline, C., & Knollenberg, W. (2018). Social return and
intent to travel. Tourism Management, 64, 119-128.
https://doi.org/10.1016/j.tourman.2017.08.008

[12] Brunk, K., & Blimelhuber, C. (2011). One strike and you’re out: Qualitative insights
into the formation of consumers’ ethical company or brand perceptions. Journal of
Business Research, 64(2), 134-141.

[13] Brunner, M., & SuR, H.-M. (2005). Analyzing the reliability of multidimensional
measures: An example from intelligence research. Intelligence, 33(4), 379-386.
https://doi.org/10.1016/j.intell.2005.03.004

[14] Budiono, S., Evanson, J., & Purba, J. (2021). Global brand commitment in
international market: The factors affecting global brand commitment. In 2nd South

Copyright © 2025 GMP Press and Printing
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print)


https://psycnet.apa.org/record/1989-14190-001
https://doi.org/10.1037/0022-3514.63.4.596
https://doi.org/10.32535/jicp.v2i4.780
https://www.researchgate.net/publication/49612557_The_Relationship_Quality_Effect_on_Customer_Loyalty
https://www.researchgate.net/publication/49612557_The_Relationship_Quality_Effect_on_Customer_Loyalty
https://doi.org/10.1007/BF02723327
https://doi.org/10.1057/palgrave.bm.2540276
https://doi.org/10.1207/S15327663JCP0902_3
https://doi.org/10.1016/j.tourman.2017.08.008

Review of Integrative Business and Economics Research, Vol. 14, Issue 2 411

American International Conference on Industrial Engineering and Operations
Management, 1255-1265. https://doi.org/10.46254/SA02.20210557

[15] Buttenberg, K. (2017). Development of customer-orientation, brand-orientation, and
business performance within the first ten years of the firm. Transnational Marketing
Journal, 5(1), 3-24.
https://www.researchgate.net/publication/317032531 Development_of Customer-
Orientation_Brand-Orientation_and_Business_Performance_within_the_First Ten

Years_of the Firm

[16] Chan, A., & Raharja, S. J. (2024). Impact of cooperative perceived value on
customer satisfaction and loyalty. Review of Integrative Business and Economics
Research, 13(1), 158-172.

[17] Chong, I.-G., & Jun, C.-H. (2005). Performance of some variable selection methods
when multicollinearity is present. Chemometrics and Intelligent Laboratory Systems,
78(1), 103-112. https://doi.org/10.1016/j.chemolab.2004.12.011

[18] Craig, C. S., & Douglas, S. P. (2000). Configural advantage in global markets.
Journal of International Marketing, 8(1), 6-26.

[19] Daniels, J. D., Radebaugh, L. H., & Sullivan, D. B. (2021). International business:
Environments & operations (16th ed.). Pearson.
https://www.pearson.com/en-gb/subject-catalog/p/international-business-environme
nts--operations-global-edition/P200000008801/9781292406374

[20] Daoud, J. I. (2017). Multicollinearity and regression analysis. Journal of Physics:
Conference Series, 949, 012009. https://doi.org/10.1088/1742-6596/949/1/012009

[21] Databoks. (2023, February 27). Top brand survey: Sneakers. Databoks.
https://databoks.katadata.co.id/publikasi/2023/02/27/top-brand-survey-sneakers

[22] Deshpande, R., Farley, J. U., & Webster, F. E. (1993). Corporate culture, customer
orientation, and innovativeness in Japanese firms: A quadrad analysis. Journal of
Marketing, 57(1), 23-37. https://doi.org/10.2307/1252055

[23] Eckhardt, G. M. (2005). Local branding in a foreign product category in an emerging
market. Journal of International Marketing, 13(4), 57-79.

[24] Eisingerich, A. B., & Rubera, G. (2010). Drivers of brand commitment: A
cross-national investigation. Journal of International Marketing, 18(2), 64—79.
https://doi.org/10.1509/jimk.18.2.64

[25] Ercis, A., Unal, S., Candan, F. B., & Yildirim, H. (2012). The effect of brand
satisfaction, trust, and brand commitment on loyalty and repurchase intentions.
Procedia - Social and Behavioral Sciences, 58, 1395-1404.
https://doi.org/10.1016/j.sbspro.2012.09.1124

[26] Fatma, M., Rahman, Z., & Pérez, A. (2020). The sharing economy: The influence of
perceived corporate social responsibility on brand commitment. Journal of Product
& Brand Management. Advanced online publication.
https://doi.org/10.1108/JPBM-04-2020-2862

[27] Franke, G., & Sarstedt, M. (2019). Heuristics versus statistics in discriminant validity
testing: A comparison of four procedures. Internet Research, 29(3), 430-447.
https://doi.org/10.1108/IntR-12-2017-0515

[28] Grohmann, B., & Bodur, H. O. (2015). Brand social responsibility:
Conceptualization, measurement, and outcomes. Journal of Business Ethics, 131(2),
375-399. https://doi.org/10.1007/s10551-014-2279-4

Copyright © 2025 GMP Press and Printing
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print)


https://doi.org/10.46254/SA02.20210557
https://www.researchgate.net/publication/317032531_Development_of_Customer-Orientation_Brand-Orientation_and_Business_Performance_within_the_First_Ten_Years_of_the_Firm
https://www.researchgate.net/publication/317032531_Development_of_Customer-Orientation_Brand-Orientation_and_Business_Performance_within_the_First_Ten_Years_of_the_Firm
https://www.researchgate.net/publication/317032531_Development_of_Customer-Orientation_Brand-Orientation_and_Business_Performance_within_the_First_Ten_Years_of_the_Firm
https://doi.org/10.1016/j.chemolab.2004.12.011
https://www.pearson.com/en-gb/subject-catalog/p/international-business-environments--operations-global-edition/P200000008801/9781292406374
https://www.pearson.com/en-gb/subject-catalog/p/international-business-environments--operations-global-edition/P200000008801/9781292406374
https://doi.org/10.1088/1742-6596/949/1/012009
https://databoks.katadata.co.id/publikasi/2023/02/27/top-brand-survey-sneakers
https://doi.org/10.2307/1252055
https://doi.org/10.1509/jimk.18.2.64
https://doi.org/10.1016/j.sbspro.2012.09.1124
https://doi.org/10.1108/JPBM-04-2020-2862
https://doi.org/10.1108/IntR-12-2017-0515
https://doi.org/10.1007/s10551-014-2279-4

Review of Integrative Business and Economics Research, Vol. 14, Issue 2 412

[29] Ha, H.-Y., & John, J. (2010). Role of customer orientation in an integrative model of
brand loyalty in services. Service Industries Journal-SERV IND J, 30, 1025-1046.
https://doi.org/10.1080/02642060802311252

[30] Hair, J. F., Black, W. C., & Babin, B. J. (2010). Multivariate data analysis: A global
perspective. Pearson Education.

[31] Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how
to report the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

[32] Hamid, M. R. A., Sami, W., & Sidek, M. H. M. (2017). Discriminant validity
assessment: Use of Fornell & Larcker criterion versus HTMT criterion. Journal of
Physics: Conference Series, 890(1), 012163.
https://doi.org/10.1088/1742-6596/890/1/012163

[33] Hanaysha, J., & Hilman, H. (2015). The impact of product innovation on relationship
quality in automotive industry: Strategic focus on brand satisfaction, brand trust, and
brand commitment. Journal of Business & Economic Policy, 2(2), 56-66.
https://www.researchgate.net/publication/276086508 The Impact of Product Inn
ovation_on_Relationship_Quality in_Automotive_Industry Strategic_Focus_on_B
rand_Satisfaction_Brand_Trust_and_Brand_Commitment

[34] Handelman, J. M., & Arnold, S. J. (1999). The role of marketing actions with a social
dimension: Appeals to the institutional environment. Journal of Marketing, 63(3),
33-48. https://doi.org/10.2307/1251774

[35] Hassan, M., Rafi, A., & Kazmi, S. S. (2016). Impact of differentiated customer
service, brand trust, brand commitment, and brand salience on brand advocacy.
International Review of Management and Marketing, 6, 232-238.

[36] Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal of the
Academy of Marketing Science, 43(1), 115-135.
https://doi.org/10.1007/s11747-014-0403-8

[37] Holt, D., Quelch, J., & Taylor, E. L. (2004, September). How global brands compete.
Harvard Business Review. https://hbr.org/2004/09/how-global-brands-compete

[38] Hughes, D. E., Richards, K. A., Calantone, R., Baldus, B., & Spreng, R. A. (2019).
Driving in-role and extra-role brand performance among retail frontline salespeople:
Antecedents and the moderating role of customer orientation. Journal of Retailing,
95(2), 130-143. https://doi.org/10.1016/j.jretai.2019.03.003

[39] Jamil, R. A., Qayyum, U., Ul Hassan, S. R., & Khan, T. I. (2023). Impact of social
media influencers on consumers’ well-being and purchase intention: A TikTok
perspective. European Journal of Management and Business Economics, 32(1),
XX=XX. https://doi.org/10.1108/EJMBE-08-2022-0270

[40] Joshi, A., Kale, S., Chandel, S., & Pal, D. K. (2015). Likert scale: Explored and
explained. British Journal of Applied Science & Technology, 7(4), 396-403.
https://doi.org/10.9734/BJAST/2015/14975

[41] Kohli, A. K., & Jaworski, B. J. (1990). Market orientation: The construct, research
propositions, and managerial implications. Journal of Marketing, 54(2), 1-18.
https://doi.org/10.2307/1251866

[42] Larasati, Y., & Hananto, A. (2013). The role of value congruity and consumer brand
identification toward development of brand commitment and positive word of
mouth. Avalilable at SSRN.
https://papers.ssrn.com/sol3/papers.cfm?abstract id=2200313

Copyright © 2025 GMP Press and Printing
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print)


https://doi.org/10.1080/02642060802311252
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1088/1742-6596/890/1/012163
https://www.researchgate.net/publication/276086508_The_Impact_of_Product_Innovation_on_Relationship_Quality_in_Automotive_Industry_Strategic_Focus_on_Brand_Satisfaction_Brand_Trust_and_Brand_Commitment
https://www.researchgate.net/publication/276086508_The_Impact_of_Product_Innovation_on_Relationship_Quality_in_Automotive_Industry_Strategic_Focus_on_Brand_Satisfaction_Brand_Trust_and_Brand_Commitment
https://www.researchgate.net/publication/276086508_The_Impact_of_Product_Innovation_on_Relationship_Quality_in_Automotive_Industry_Strategic_Focus_on_Brand_Satisfaction_Brand_Trust_and_Brand_Commitment
https://doi.org/10.2307/1251774
https://doi.org/10.1007/s11747-014-0403-8
https://hbr.org/2004/09/how-global-brands-compete
https://doi.org/10.1016/j.jretai.2019.03.003
https://doi.org/10.1108/EJMBE-08-2022-0270
https://doi.org/10.9734/BJAST/2015/14975
https://doi.org/10.2307/1251866
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2200313

Review of Integrative Business and Economics Research, Vol. 14, Issue 2 413

[43] Lebo, T. C., & Mandagi, D. W. (2023). Integrating service quality, customer
satisfaction, and brand gestalt in the context of multi-level marketing (MLM)
companies. Jurnal Mantik, 7(1), 100-111.

[44] Luo, X., & Bhattacharya, C. B. (2006). Corporate social responsibility, customer
satisfaction, and market value. Journal of Marketing, 70(4), 1-18.
https://doi.org/10.1509/jmkg.70.4.001

[45] Mukherjee, A., & Hoyer, W. D. (2001). The effect of novel attributes on product
evaluation. Journal of Consumer Research, 28(3), 462-472.
https://doi.org/10.1086/323733

[46] Narver, J. C., & Slater, S. F. (1990). The effect of a market orientation on business
profitability. Journal of Marketing, 54(4), 20-35. https://doi.org/10.2307/1251757

[47] Nawaz, S., Jiang, Y., Alam, F., & Nawaz, M. Z. (2020). Role of brand love and
consumers’ demographics in building consumer-brand relationship. SAGE Open,
10(4), 215824402098300. https://doi.org/10.1177/2158244020983005

[48] Ndubisi, N. O. (2004). Understanding the salience of cultural dimensions on
relationship marketing, its underpinnings, and aftermaths. Cross Cultural
Management: An International Journal, 11(3), 70-89.

[49] Netemeyer, R., Bearden, W. O., & Sharma, S. (2003). Scaling procedures: Issues
and applications. Sage. https://doi.org/10.4135/9781412985772

[50] Nijssen, E. J., & Douglas, S. P. (2008). Consumer world-mindedness,
social-mindedness, and store image. Journal of International Marketing, 16(3),
84-107. https://journals.sagepub.com/doi/10.1509/jimk.16.3.84

[51] Noviaristanti, S., & Boon, O. H. (2022). Sustainable future: Trends, strategies and
development: Proceedings of the 3rd conference on managing digital industry,
technology and entrepreneurship (CoMDITE 2022), Bandung, Indonesia, 24 May
2022 (1st ed.). Routledge. https://doi.org/10.1201/9781003335832

[52] Oshima, Y., & Toma, T. (2023). The product innovation process with the use of
mediators for collaboration: The case of Japanese traditional local industry. Review
of Integrative Business and Economics Research, 12(3), 50-69.

[53] Ozsomer, A., Batra, R., Chattopadhyay, A., & Ter Hofstede, F. (2012). A global
brand management roadmap. International Journal of Research in Marketing, 29(1),
1-4. https://doi.org/10.1016/j.ijresmar.2012.01.001

[54] Phan, N. T. T., & Nguyen, T. M. (2024). The influence of key opinion consumers on
customers’ purchase intention via TikTok: The case of Generation Z in Vietnam.
Review of Integrative Business and Economics Research, 13(1), 51-70.

[55] Purba, J. T., & Budiono, S. (2019). Availability of electricity, clean water and
sanitation towards economic growth in Indonesia with 500 regencies and cities. In
Proceedings of the International Conference on Industrial Engineering and
Operations Management (pp. 657-662).
https://www.researchgate.net/publication/339252804 Availability of Electricity
Clean_Water_and_Sanitation_towards Economic_Growth_in_Indonesia_with 500

Regencies_and_Cities

[56] Purwanto, N., Amelia, A., & Murtiani, R. (2023). The importance of justice
dimensions in improving customer loyalty in Indonesia aviation industry. Review of
Integrative Business and Economics Research, 12(3)

[57] Rahman, N. A., & Noor, S. (2014). The role of brand self-relevance in developing
brand loyalty: A study on the brand loyalty for Honda. Jurnal Komunikasi,

Copyright © 2025 GMP Press and Printing
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print)


https://doi.org/10.1509/jmkg.70.4.001
https://doi.org/10.1086/323733
https://doi.org/10.2307/1251757
https://doi.org/10.1177/2158244020983005
https://doi.org/10.4135/9781412985772
https://journals.sagepub.com/doi/10.1509/jimk.16.3.84
https://doi.org/10.1201/9781003335832
https://doi.org/10.1016/j.ijresmar.2012.01.001
https://www.researchgate.net/publication/339252804_Availability_of_Electricity_Clean_Water_and_Sanitation_towards_Economic_Growth_in_Indonesia_with_500_Regencies_and_Cities
https://www.researchgate.net/publication/339252804_Availability_of_Electricity_Clean_Water_and_Sanitation_towards_Economic_Growth_in_Indonesia_with_500_Regencies_and_Cities
https://www.researchgate.net/publication/339252804_Availability_of_Electricity_Clean_Water_and_Sanitation_towards_Economic_Growth_in_Indonesia_with_500_Regencies_and_Cities

Review of Integrative Business and Economics Research, Vol. 14, Issue 2 414

Malaysian Journal of Communication, 30(2), 91-116.
https://doi.org/10.17576/JKMJC-2014-3002-06

[58] Rasoolimanesh, S. M. (2022). Discriminant validity assessment in PLS-SEM: A
comprehensive composite-based approach.

[59] Ratriyana, 1. (2018). Global brand perception in Indonesian young consumers. KnE
Social Sciences, 3, 357-367. https://doi.org/10.18502/kss.v3i10.2921

[60] Rosariana, B. (2021, September 28). Generasi “milenial” dan generasi “kolonial.”
https://www.djkn.kemenkeu.go.id/kpknl-pontianak/baca-artikel/14262/Generasi-Mi
lenial-Dan-Generasi-Kolonial.html

[61] Rust, R. T., Zeithaml, V. A., & Lemon, K. N. (2000). Driving customer equity: How
customer lifetime value is reshaping corporate strategy. New York: The Free Press.
https://www.researchgate.net/publication/280726122 Driving_Customer_ Equity H
ow_Customer_Lifetime_Value Is_Reshaping_Corporate Strateqy20021Roland T

Rust_Valarie Zeithaml Katherine N_Lemon_Driving_Customer_Equity How
Customer_Lifetime_Value Is_Reshapin

[62] Schindler, P. (2022). Business research methods.
https://www.mheducation.com/highered/product/business-research-methods-schind
ler/M9781260733723.html

[63] Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building
approach (7th ed.). Wiley.
https://www.wiley.com/en-us/Research+Methods+For+Business%3A+A+Skill+Bu
ilding+Approach%2C+7th+Edition-p-9781119266846

[64] Sen, S., & Bhattacharya, C. B. (2001). Does doing good always lead to doing better?
Consumer reactions to corporate social responsibility. Journal of Marketing
Research, 38(2), 225-243.
https://journals.sagepub.com/doi/10.1509/jmkr.38.2.225.18838

[65] Serra, E., De Magalhées, M., Silva, R., & Meirinhos, G. (2022). How market
orientation impacts customer’s brand loyalty and buying decisions. Journal of Risk
and Financial Management, 15(8), 357. https://doi.org/10.3390/jrfm15080357

[66] Shams, R., Alpert, F., & Brown, M. (2015). Consumer perceived brand
innovativeness: Conceptualization and operationalization. European Journal of
Marketing, 49(9/10), 1589-1615. https://doi.org/10.1108/EJM-05-2013-0240

[67] Sheldon, K. M., Elliot, A. J., Kim, Y., & Kasser, T. (2001). What is satisfying about
satisfying events? Testing 10 candidate psychological needs. Journal of Personality
and Social Psychology, 80(2), 325-339.

[68] Singh, S. (2023). Role of relationship in the mediation of satisfaction and loyalty in
logistics services context. Journal of Supply Chain Management, 12(3).

[69] Statista. (2024, February 7). Sneakers brand awareness KPI ranking U.S. 2023.
Statista.
https://www.statista.com/statistics/1340401/most-well-known-sneaker-brands-in-th
e-united-states/

[70] Steenkamp, J.-B. E. M. (2020). Global brand building and management in the digital
age. Journal of International Marketing.
https://doi.org/10.1177/1069031X19894946

[71] Sugiarto, C., & Suryanadi, P. (2019). Effectiveness of brand management key
elements in forming consumer loyalty. Sebelas Maret Business Review, 4(1), Article
1. https://doi.org/10.20961/smbr.v4i1.36102

Copyright © 2025 GMP Press and Printing
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print)


https://doi.org/10.17576/JKMJC-2014-3002-06
https://doi.org/10.18502/kss.v3i10.2921
https://www.djkn.kemenkeu.go.id/kpknl-pontianak/baca-artikel/14262/Generasi-Milenial-Dan-Generasi-Kolonial.html
https://www.djkn.kemenkeu.go.id/kpknl-pontianak/baca-artikel/14262/Generasi-Milenial-Dan-Generasi-Kolonial.html
https://www.researchgate.net/publication/280726122_Driving_Customer_Equity_How_Customer_Lifetime_Value_Is_Reshaping_Corporate_Strategy20021Roland_T_Rust_Valarie_Zeithaml_Katherine_N_Lemon_Driving_Customer_Equity_How_Customer_Lifetime_Value_Is_Reshapin
https://www.researchgate.net/publication/280726122_Driving_Customer_Equity_How_Customer_Lifetime_Value_Is_Reshaping_Corporate_Strategy20021Roland_T_Rust_Valarie_Zeithaml_Katherine_N_Lemon_Driving_Customer_Equity_How_Customer_Lifetime_Value_Is_Reshapin
https://www.researchgate.net/publication/280726122_Driving_Customer_Equity_How_Customer_Lifetime_Value_Is_Reshaping_Corporate_Strategy20021Roland_T_Rust_Valarie_Zeithaml_Katherine_N_Lemon_Driving_Customer_Equity_How_Customer_Lifetime_Value_Is_Reshapin
https://www.researchgate.net/publication/280726122_Driving_Customer_Equity_How_Customer_Lifetime_Value_Is_Reshaping_Corporate_Strategy20021Roland_T_Rust_Valarie_Zeithaml_Katherine_N_Lemon_Driving_Customer_Equity_How_Customer_Lifetime_Value_Is_Reshapin
https://www.mheducation.com/highered/product/business-research-methods-schindler/M9781260733723.html
https://www.mheducation.com/highered/product/business-research-methods-schindler/M9781260733723.html
https://www.wiley.com/en-us/Research+Methods+For+Business%3A+A+Skill+Building+Approach%2C+7th+Edition-p-9781119266846
https://www.wiley.com/en-us/Research+Methods+For+Business%3A+A+Skill+Building+Approach%2C+7th+Edition-p-9781119266846
https://journals.sagepub.com/doi/10.1509/jmkr.38.2.225.18838
https://doi.org/10.3390/jrfm15080357
https://doi.org/10.1108/EJM-05-2013-0240
https://www.statista.com/statistics/1340401/most-well-known-sneaker-brands-in-the-united-states/
https://www.statista.com/statistics/1340401/most-well-known-sneaker-brands-in-the-united-states/
https://doi.org/10.1177/1069031X19894946
https://doi.org/10.20961/smbr.v4i1.36102

Review of Integrative Business and Economics Research, Vol. 14, Issue 2 415

[72]

[73]

[74]

[75]

[76]

[77]

Suh, B., & Han, I. (2014). The impact of customer trust and perception of security
control on the acceptance of electronic commerce. International Journal of
Electronic Commerce, 7(3). https://doi.org/10.1080/10864415.2003.11044270
Trzebinski, W., Marciniak, B., & Gaczek, P. (2022). Self-relevance diminishes the
effectiveness of importance and trustworthiness cues in consumer response to online
product-related messages. Cogent Social Sciences, 8(1), 2065151.
https://doi.org/10.1080/23311886.2022.2065151

Wang, D. H.-M., Chen, P.-H., Yu, T. H.-K., & Hsiao, C.-Y. (2015). The effects of
corporate social responsibility on brand equity and firm performance. Journal of
Business Research, 68(11), 2232-2236.
https://doi.org/10.1016/j.jbusres.2015.06.003

Wondola, D. W., Aulele, S. N., & Lembang, F. K. (2020). Partial least square (PLS)
method of addressing multicollinearity problems in multiple linear regressions (Case
studies: Cost of electricity bills and factors affecting it). Journal of Physics:
Conference Series, 1463(1), 012006.
https://doi.org/10.1088/1742-6596/1463/1/012006

Yeboah-Banin, A. A., & Quaye, E. S. (2021). Pathways to global versus local brand
preferences: The roles of cultural identity and brand perceptions in emerging African
markets. Journal of Global Marketing, 34(5), 372-391.
https://doi.org/10.1080/08911762.2021.1886385

Zhu, Q., Peng, F., Wang, S., & Wang, X. (2023). A survey of double-qualified
teacher’s professional standard elements in double high level vocational colleges
based on Likert scale using the R language. In 2023 IEEE 3rd International
Conference on Education Measurement and Evaluation (ICEME).

Copyright © 2025 GMP Press and Printing
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print)


https://doi.org/10.1080/10864415.2003.11044270
https://doi.org/10.1080/23311886.2022.2065151
https://doi.org/10.1016/j.jbusres.2015.06.003
https://doi.org/10.1088/1742-6596/1463/1/012006
https://doi.org/10.1080/08911762.2021.1886385

