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ABSTRACT

This study aims to analyze the effect of brand experience and emotional attach-
ment on brand trust and brand loyalty in Mawar Sharon Church in West Su-
rabaya. Currently, the level of membership, attendance, and participation in
Christian churches has decreased. The data analysis technique used is SEM-
PLS analysis with the SmartPLS program. The research results prove that
brand experience has a significant effect on emotional attachment and brand
loyalty, but insignificant on brand trust. Emotional attachment has a signifi-
cant effect on brand trust and brand loyalty. Brand trust has a significant in-
fluence on brand loyalty. The role of emotional attachment is also significant as
a mediator for brand experience on brand trust and brand loyalty. The role of
brand trust as a mediator for brand experience and brand loyalty is insignifi-
cant. Suggestions from research for the Mawar Sharon Church in West Sura-
baya are to take a personal approach to the congregation and create programs,
so that there is a personal bond between the congregation and the Mawar Sha-
ron Church in West Surabaya and increase the congregation's trust and at-
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INTRODUCTION

From the perspective of Christianity, mem-
bership, attendance, and participation in religious
institutions have decreased(Granger, Lu, Conduit,
Veale, and Abel, 2014). This decline is due to a lack
of interest in the younger generation; increased
opportunities to spend leisure time in other ways
compatible with economic growth; perceptions of
moral and ethical failures in faith-based organiza-
tions; disappointment with the value given
(Granger et al., 2014); trends in church migration
and migration(Schoeman, 2014); increased secu-
larization; the less openness it is to the idea of the
church, the church is no longer mainstream; or
changing perceptions about church involve-
ment(Barna Group, 2014).

Recent research has also found that relation-
ships are a key aspect of younger generations stay-
ing with a church or leaving. Positive relationships
(including leadership) motivate young people to
become involved with the church. On the other
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tachment to the church. but insignificant on brand trust.

hand, negative relationships motivate younger
generations to break away(Mullen, 2020).

Over the last decade, academics and market-
ers have shifted the focus from a functional mean-
ing to a brand-related consumer experience mean-
ing (Schmitt and Rogers, 2008: 10; Khan and
Rahman, 2017). It also has to do with marketing
within the church sphere. One of the main reasons
for explaining the reason people leave the church
is an unfulfilled desire. In other words, the congre-
gation has a desire for what the local church
should provide and will leave if that wish has not
been fulfilled (Rainer, 2013).

Belk(1988) argues that emotional attachments
will not exist if customers do not have an intense
experience of consuming a brand. Brakus, Schmitt,
and Zarantonello (2009) argue that consumers
who have experience with a brand while looking
for the right product, making purchases, and us-
ing it are known as brand experience. If they have
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a positive experience, consumers are predicted to
be happy to repurchase the brand. In this case, the
consumer is the congregation of the church con-
cerned.

Booysen(2016) found that brand experience
acts as a mediator of loyalty and satisfaction of
church congregations observed in Christianity.
The study determined that brand experience oc-
curs in the religious market and that it is influ-
enced by the five dimensions of brand experience,
namely intellectual, behavioral, sensory, rela-
tional, and emotional. Thus, a high brand experi-
ence can attract new congregations, reduce
church-moving behavior, and reduce the possibil-
ity of congregants leaving.

However Booysen (2016) has not tested the ef-
fect of emotional attachment on congregational
loyalty. Numbers Research Center(2018: 45) re-
vealed that "for the younger generation, especially
adolescents, the aspect of koinonia (fellowship,
community, true friendship, camaraderie) is an es-
sential foundation or venue that is very conducive
to faith growth, for the depth of participation (en-
gagement) in the life and ministry of the church."

Research Khan and Rahman (2017)shows
that brand experience positively affects emotional
attachment. Brand experience and emotional at-
tachment have a significant positive effect on
brand loyalty. The results also show that gender
moderates the relationship between emotional at-
tachment and brand experience with brand loy-
alty. Research resultArdyan, Kurnianingsih,
Rahmawan, Wibisono, and Winata (2016)found
that brand experience affects brand trust and emo-
tional attachments. Emotional attachment also af-
fects brand trust positively and significantly, but
brand trust has a positive but insignificant effect
on brand loyalty.

To manage a group of people, management
knowledge is needed. Church management, espe-
cially in marketing has been researched before by
many marketing researchers. Many churches have
applied marketing strategies, especially large or
megachurch churches. Megachurch generally re-
fers to Protestant Christian congregations with an
average weekly attendance of 2,000 people or
more in their worship services, counting all adults
and children in all worship locations (Thumma
and Travis, 2007: 2). Mawar Sharon Church (GMS)
has succeeded in becoming one of the mega-
churches in Surabaya.

The following is the data on the number of
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congregations who worshiped for 5 years.

Table 1: Attendance of Worship

Number of At- Average Attend-
Year tendance for 4 ance for Every
Times of Worship | Time of Service
Hours (person) (person)
2011 | 5855 1464
2012 | 6200 1550
2013 | 6720 1680
2014 | 7400 1850
2015 | 8200 2050

Source: Sunarno and Kristanto, 2016

Although the growth of participation and at-
tendance of Christian church congregations as a
whole has decreased, the Mawar Sharon Church
(GMS) continues to experience growth. One of the
programs that has been successfully implemented
is the Connect Group (CG). CG is a community at
Mawar Sharon Church, where the congregation is
brought together with a spiritual family to be dis-
cipled to become more and more like Christ.

This study aims to determine the factors that
cause congregational trust and loyalty so that the
church congregation continues to grow. This
study proposes that brand experience and emo-
tional attachments are strategies that church mar-
keters can use to increase brand trust and brand

loyalty.

LITERATURE REVIEW AND HYPOTHESIS
DEVELOPMENT

Brand Experience

Brand experience is conceptualized as a factor,
consisting of a sensory dimension, involving, for
example, visual and tactile stimulation; the affec-
tive dimension, refers to the feelings the brand
generates and the emotional bond with the cus-
tomer; intellectual dimension, concerning the ex-
tent to which the brand can engage customers in
analytical and imaginative thinking; and the be-
havioral dimension, which involves behavioral
experiences and motor actions(Coelho, Bairrada,
and Coelho, 2020).

According toBrakus et al., (2009), because
people seek stimulation and sensory and intellec-
tual pleasure, brand experience emerges as a char-
acteristic or quality brand that is relevant to man-

aging.
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Several other research concerns have been
done on brand experience. However, the develop-
ment of brand experience has had little influence
on academic debate(Andreini, Pedeliento,
Zarantonello, and Solerio, 2018). According to
Khan, Mohammad, and Muhammad (2020), brand
experience can affect the impact of measuring
brand experience on customer satisfaction, trust,
loyalty, word of mouth (WOM), purchase inten-
tion, brand loyalty, and brand equity.

Brand experience has been applied in the
church. According to Hicks' writing(2012)Hill-
song, an Australian megachurch, is the strongest
Australian brand. Hicks(2012)analyzed the keys to
Hillsong's success, namely Hillsong United's mu-
sic brand, customer acquisition, message and lan-
guage, service (brand experience), and brand
story. According to Riches and Wagner (2017)
Hillsong can be very strong because brand experi-
ence and experience of God are closely related so
that the congregation becomes co-productive,
strengthens themselves, and ultimately, cannot be
separated from its political economy context.

City Harvest Church, a megachurch based in
Singapore, offers a wider choice of ministries such
as audio, bookstores, cheerleading, dance and
drama, make-up, photography, business (small /
medium enterprises and entrepreneurs), security,
and visual communication. These choices enrich
the church attendance experience and foster loy-
alty to the church brand(Yip and Ainsworth,
2013). In this study, the definition of brand experi-
ence is a unique experience that is generated
through sensory, affective, intellectual, behav-
ioral, and motor skills that are not forgotten and
experienced by customers when enjoying the
products or services offered at a brand when inter-
acting or every time after interacting with the
brand. the. This definition refers to Brakus et al.
(2009), Yip and Ainsworth (2013), Riches and
Wagner (2017), and Coelho et al. (2020).

Emotional Attachment

Thompson, Maclnnis, and Park, (2005)defines
attachment as an emotional bond between a
person and a particular object. Emotional
attachment reflects the individual's relationship
with the consuming entity (brands, people, places,
or things) (Park and Macinnis, 2006).Jiménez and
Voss (2014)explaining emotional attachments is a
relationship-based  construct that connects
individuals with an object. Park, Maclnnis,
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Priester, Eisingerich and Lacobucci(2010) argues
that brand attachment is the strength of the bonds
that connect brands with individuals.

Organizational commitment (whether for a
profit or non-profit organization, such as a church)
has been defined as a "sense of belonging and
loyalty" to the organization. (Cohen, 2013: 526). In
this connection,Dunaetz, Cullum, and Barron
(2018)defines church commitment as "a Christian
congregation's sense of attachment and loyalty to
the church it most frequently attends." Several
factors that lead to organizational commitment
include shared values between congregations in
leadership, satisfaction with the work done, and
the quality of the relationships one has with other
organization members. Some of the consequences
of organizational commitment are a willingness to
make sacrifices for the organization's welfare,
better performance, and lower absenteeism levels
(Cohen, 2013: 527).

Brand Trust

Brand trust is conceptually defined as con-
sumers' willingness to rely on the brand's ability
to perform the desired function (Chaudhuri and
Holbrook, 2001). Research on trust shows diffi-
culty in defining because of its complexity and la-
tent nature(Hobbs and Goddard, 2015). Brand
trust research is adapted for marketing and brand-
ing(Dowell, Heffernan, and Morrison., 2013).
Brand trust is a social phenomenon that occurs in
complex and varied relationships between peo-
ple.Lee, Park, and Cho (2011)believe that con-
sumer trust in a brand means trust in the function-
ing of its products and services, and further, con-
sumer trust is the trust that a customer has in a
brand's ability to continue to provide its true func-
tion.

Brand trust is an important element of the re-
lationship between consumers and businesses be-
cause customers tend to use trusted brands better
(Xie and Peng, 2011). Out of sight Dalziel, Harris,
and Laing (2011) brand trust is assessed from the
perspective of the reason for reliance on the brand
as the capacity and intention to fulfill its promises
to consumers. According to Naggar and Bendary
(2017), brand trust is seen as perceptions and ex-
pectations based on the belief that a brand has cer-
tain features and consistent, competent, and cred-
ible traits. Similarly, trust has been classified as the
primary mediator for long-term relationships that
lead to brand loyalty (Naggar and Bendary, 2017).
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In sociology, trusts have been organized into
broad categories; namely, institutional trust (trust
in a regulatory body), generalized trust (trust in
other people), calculative trust (trust based on ra-
tional evaluation), and relational trust (trust ob-
tained from time to time and through interac-
tion)(Hobbs and Goddard, 2015). Therefore, in the
context of the church, it is more closely related to
relational trust.

Brand Loyalty

Based on Oliver(1999), loyalty is a firmly held
commitment to repurchasing a preferred product
or service consistently in the future, thus leading
to the purchase of the same brands, despite situa-
tional and marketing influences that could lead to
a shift in behavior. Customer loyalty to a brand
represents their long-term commitment to the
brand(Reichheld and Teal, 1996: 4). Eskafi,
Hosseini, and Yazd (2013) argue that loyalty is ob-
tained when customers believe in the brand's role
in promoting its self-image. Therefore, brand loy-
alty comes by performing services that are
deemed to exceed expected expectations. Accord-
ing to Zeithaml, Berry, and Parasuraman(1996),
loyal customers spread positive word of mouth,
participate in repeat purchases, and are prepared
to pay higher prices to buy the brand of choice.
Small changes in the customer retention rate can
produce a bigger impact on a company's revenue.
As aresult, increasing brand loyalty has been seen
as a key strategy for service providers that empha-
sizes the company's sustainability and profitabil-

ity (Morrison and Crane, 2007).

In the context of non-profit organizations (es-
pecially churches),Hirschman (1970: 80) in his
book stated that loyalty is identified as an element
that can influence the cost-benefit analysis of
whether someone will protest or leave. The
stronger the loyalty to an organization (or to a re-
ligion, country, product), the weaker the solution,
especially if the alternative is uncertain. Also, it is
easier for loyal members to consider putting time
and attention into planning how the organization
can succeed, once a complaint has been addressed.
Wellman and Corcoran(2013)emphasized that the
more individuals are confined to their religious
group, the greater their level of commitment.

In other words, the more connected and loyal
a person is to a religious organization, the greater
the level of religious commitment(Worthington,
Wade, Hight, Ripley, McCullough, Berry, Schmitt,
Berry, Bursley, and O'Connor, 2003). Based on the
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concept of consumer loyalty, religious commit-
ment appears as a consequent construct of loyal
behavior to religious organizations. Therefore, in-
trapersonal and interpersonal religious commit-
ment constructs were included in the model to
verify whether there was an effect of loyalty to re-
ligious organizations.(Mainardes, André, Junior,
and Sepulcri, 2019).

Hypothesis Development

Research by Ardyan et al. (2016) has proven
that brand experience has significantly increased
emotional attachment to brands. Khan and Rah-
man (2017) also emphasize that managers must
provide a unique brand experience to customers
to create emotional attachments between custom-
ers and brands. Customer interactions with
brands are classified by certain levels of cognitive,
emotional, and behavioral activity(Kumar, Rajan,
Gupta, and Pozza, 2019). Customers become at-
tached to the brand due to positive experiences,
which plays a strong role in delivering satisfac-
tion(Kang, Manthiou, Sumarjan, and Tang,
2017).Finally, because positive experiences lead to
happiness, having a positive brand experience can
develop a memory with a brand, which creates an
attachment to the brand(Chaplin, Lowrey, Ruvio,
Shrum, and Vohs, 2020). Positively experiencing a
brand, consumers create memories and a sense of
belonging to it, which can support the creation of
emotional attachments(Reihani, Abdolvand, and
Khounsiavash, 2019). Therefore, experience deter-
mines the strength of the relationship between
consumers and brands.

This internal, positive response, resulting
from a pleasant experience, will become a positive
memory, resulting in creating a link with the
brand(Ramirez and Merunka, 2019). This study
hypothesizes that the same process applies to
church contexts. Based on these arguments, this
study proposes:

H1: Brand experience affects the emotional
attachment of the Mawar Sharon Church congre-
gation in West Surabaya.

The process by which a person develops trust
in a brand depends on his brand experience (Khan
and Fatma, 2019). Positive brand experiences tend
to produce positive emotional and cognitive
states, leading to psychological satisfaction with
the brand (Sharma and Klein, 2020). This positive
brand experience occurs when the value of a good
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interaction with a brand outweighs the negative
value (Quan, Chi, Nhung, Ngan, and Phong,
2020). Iglesias, Markovic, Bagherzadeh, and Singh
(2020) found a positive relationship between per-
ceived brand value and trust. Evidence in the ex-
isting literature suggests that a positive brand ex-
perience results in future repurchases and a higher
positive experience from these repeat purchases.
More and more customers tend to trust these
brands (Saragih, Surya, Rahayu, Harianto, Hara-
hap, and Widodo, 2019).

Therefore, the higher the level of positive
brand experience that customers realize, the more
satisfied they are and tend to trust the brand. Ex-
perience with brands serves as an important
source of personal input that can foster trust in
consumers. Ha and Perks (2005, in Khan and
Fatma, 2019) studied electronic consumer behav-
ior found that brand trust is achieved through in-
formation search and various brand experiences.
Lee and Jeong (2014, in Khan and Fatma, 2019)
also found a significant positive effect of online
brand experience on hotel brands' trust. Thus,
based on the above arguments, this study pro-
poses:

H2: Brand experience affects the brand trust
of the Mawar Sharon Church congregation in
West Surabaya.

The customer's return to the same brand de-
pends largely on the experience with the brand,
especially the intellectual experience, which leads
the customer to increase loyalty (ability to pay
more, positive verbal communication about the
brand, repurchase intention, or retention of the
same brand) (Ong, Lee, and Ramayah, 2018).
Brand experience results from stimulation that
triggers customer enthusiasm and delight; thus,
customers will be encouraged to repeat the expe-
rience as often as possible(Ong et al., 2018). Other
than that,Kang et al., (2017) stated that brand ex-
perience is a key factor that plays a role in achiev-
ing and sustaining business success and in build-
ing long-term bonds with consumers.

Previous research has shown a significant
positive relationship between brand experience
and brand loyalty(Ardyan et al., 2016; Ong et al.,
2018). Moreover, in a church context,Booysen
(2016)also succeeded in proving that brand expe-
rience impacts the satisfaction and brand loyalty
of the church congregation. Based on the above ar-
guments, this study proposes:

28

Harjanto, Ellitan, Muljani

H3: Brand experience affects brand loyalty
of the Mawar Sharon Church congregation in
West Surabaya.

Customers tend to feel secure when consum-
ing emotionally attached brands(Halloran, 2014).
In this case, the customer will evaluate the brand
to see if it matches their interests(Belaid and Behi,
2011). Brand engagement involves a personal his-
tory between the consumer and the brand, which
can be strengthened by experience, consumers
tend to develop a strong desire to continue the re-
lationship with the brand and trust in its ability to
keep its promises.(Belaid and Behi, 2011). Tsai
(2014)states that when consumers have a strong
emotional attachment to a brand, it stimulates pos-
itive emotions about safety and trust. Trust is not
always a prerequisite of brand attachment but it
plays a major role in enhancing this affective bond
(Belaid and Behi, 2011). In addition, emotional at-
tachments can strengthen brand trust. In fact, as in
interpersonal relationships, passion and feelings
of attachment lead to a high desire to depend and
believe that the partner will fulfill a promise. Be-
cause it is attached to a brand, consumers can be
sure that the brand does not intend to lie, break
promises, or take advantage of consumer vulnera-
bilities. This study hypothesizes that the same pro-
cess applies to church contexts. Based on these ar-
guments,

H4: Emotional attachment affects the brand
trust of the Mawar Sharon Church congregation
in West Surabaya.

Khan and Rahman (2017) succeeded in show-
ing the positive effects of consumer attachment to
human brands on satisfaction, trust, and commit-
ment. Thompson et al. (2005, in Khan and Rah-
man, 2017) found that emotional attachment is a
good predictor of brand loyalty. According to
Grisaffe and Nguyen (2011, in Khan and Rahman,
2017), emotional attachments offer special prom-
ises related to brands, and brand loyalty is the im-
pact of deep emotional attachments. Thus, brand
loyalty is a combination of emotional attachment
and affective involvement (Atulkar and Kesari
2018). This study hypothesizes that the same pro-
cess applies to church contexts. Based on the
above arguments, this study proposes:

H5: Emotional attachment affects brand loy-
alty of the Mawar Sharon Church congregation
in West Surabaya.
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According to Lien, Wen, Huang, and Wu
(2015), trust is one of customer and company rela-
tionships' main features. It also refers to a custom-
er's positive belief in a perceived product, service
and brand(Park and Kim, 2016). Brand trust is
conceptualized as consumers' willingness to rely
on the brand and its promises, which are consid-
ered important antecedents of brand loyalty.(He,
Li, and Harris., 2012). Brand trust has a positive
influence on brand loyalty and motivates custom-
ers to demonstrate trust in the brand and maintain
long-term relationships(Lin, Lobo, and Leckie,
2017). Thus, trusted brands are bought more fre-
quently, as there is less perceived risk of choosing
or buying a particular brand. This study hypothe-
sizes that the same process applies to church con-
texts. Based on the above arguments, this study
proposes:

Hé6: Brand trust affects brand loyalty of the
Mawar Sharon Church congregation in West Su-
rabaya.

The direct impact of brand attachment on
brand trust, brand attachment mediates the rela-
tionship between brand experience and brand
trust. Positive experiences develop positive feel-
ings about the brand(Lee, Jeon, and Yoon, 2010, in
Kang et al., 2017)and furthermore building trust in
the brand because the brand doesn't disappoint
customers. Positive experiences felt by consumers
build brand attachment support, which is the basis
for brand relationships (Bowden, 2009, in Kang et
al., 2017). Brand attachment involves a personal
history between consumers and brands that can be
strengthened by experience, consumers tend to
develop a strong desire to continue the relation-
ship with the brand and trust in their ability to
keep their promises (Belaid and Behi, 2011, in
Kang et al., 2017).

Research by Schultz, Einwiller, Brockmann,
and Weitzl (2019) also shows that trust is moder-
ated by a person's value attachments to the organ-
ization. When the value attachment is low, there is
a stronger impact of reputation on trust in the or-
ganization than when the value attachment is
high. In this case, value attachment is an emotional
attachment to an organization based on shared
values, which can moderate the effect of reputa-
tion on trust (Schultz et al., 2019). This study hy-
pothesizes that the same process applies to church
contexts. Based on these arguments, this study
proposes:

H7: Brand Experience Influences Brand
Trust Through Emotional Attachments.
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Emotion is one of the things that lead con-
sumers to choose and become regular customers
of certain products or services (Levy and Hino,
2016). Consumers tend to be emotionally attached
to products, services, and brands, which can di-
rectly affect consumer behavioral responses(He,
Zhu, Gouran, and Kolo, 2016). According toBrown
and Alnawas (2016), consumer brand relationship
is a strong predictor of brand loyalty. Hung and
Lu (2018)revealed that positive brand attachment
is a strong rationale for repurchase intentions, and
makes it possible to build strong relationships be-
tween brands and consumers.

Other than that,Japutra, Ekinci, and Simkin
(2019)emphasizing the symbolic security role
given by emotional attachments that make cus-
tomers loyal. A study conducted in luxury restau-
rants revealed that satisfied customers are more
likely to develop emotional attachments to brands,
contributing to behavioral loyalty(Ammari,
Niekerk, Khelil, and Chtioui, 2016). This study hy-
pothesizes that the same process applies to church
contexts. Based on these arguments, this study
proposes:

HS8: Brand experience affects brand loyalty
through the emotional attachment of the Mawar
Sharon Church congregation in West Surabaya

Experience in using the product is very im-
portant to support image and trust in the product
and ultimately maintain customer loyalty(Semadi
and Ariyanti, 2018). Trustworthiness is an im-
portant component of brand trust. This means that
trust in a product or brand is a key value in deter-
mining brand trust. Higher user trust will create
better brand trust and increase brand loyalty to a
higher level.Yu and Yuan (2019)found that intel-
lectual and relational experiences influence brand
trust. Brand Experience serves as a source of per-
sonal input that can foster a sense of trust in con-
sumers. Brand experience is needed to increase
trust and ultimately create brand loyalty. Brand
trust is found to be a mediator of the influence of
the relationship between brand personality and
brand loyalty (Mabkhot, Shaari, and Salleh, 2017).
However, this study has not discussed the effect
of brand trust as a mediator of the effect of the re-
lationship between brand experience and brand
loyalty. This study hypothesizes that the same
process applies to church contexts. Based on these
arguments, this study proposes:
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H9: Brand experience affects brand loyalty
through the brand trust of the Mawar Sharon
Church congregation in West Surabaya

/ Brand \.
‘-\ Tt /‘

Ho

Figure 1 Structural Model

RESEARCH METHODS

This research is a type of quantitative re-
search. Quantitative research according to
Sekaran and Bougie (2017: 76) is a scientific
method whose data is in the form of numbers or
numbers that can be processed and analyzed us-
ing mathematical or statistical calculations. This
research is classified as causal research. According
to Sugiyono (2012: 59) a causal relationship is a re-
lationship that is causal in nature. So, here there
are the independent variables (influence) and the
dependent variable (influenced).

Research population and sample

The population of this research is the Mawar
Sharon Church congregation in West Surabaya.
The sample selection method was carried out by
purposive sampling, namely that purposive sam-
pling was a technique of determining the sample
with specific considerations (Sugiyono, 2012: 85).
The number of respondents who joined the
Mawar Sharon Church in West Surabaya and
joined the Connect Group (CG) for at least 1 year
was 160 people.

Variable Research

The independent variable in this study is
brand experience. The intervening variables in
this study are emotional attachment and brand
trust. The dependent variable in this study is
brand loyalty.

Variable Measurement

Measurement of the variables used in this
study uses a Likert scale measurement technique
which is proven to allow respondents to evaluate
statements related to service quality and brand
loyalty through customer satisfaction. According
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to Sugiyono (2012: 31), quantitative analysis uses
a Likert scale to assess respondents' answers using
positive statements

Data analysis

Data analysis breaks down the whole into
smaller components to determine the dominant
component, comparing one component to an-
other, and comparing one or more components
with the whole (Misbahudin and Hasan, 2013: 32).
Data analysis techniques are used to answer prob-
lem formulations or test hypotheses that have
been formulated (Sugiyono, 2015: 331). Data man-
agement in this study will use SEM-PLS with
SmartPLS 3 software.

RESULTS AND DISCUSSION
Descriptive Statistics of Research Variables

Table 2: Descriptive Test Results

No Variable | Mea | Standard Class
n | Deviatio | Interval
n s
1 Brand | 4,676 0.554 | Strongl
Experience y agree
2 | Emotional | 4,629 0.587 | Strongl
Attachmen y agree

t
3 Brand | 4,404 0.697 | Strongl
Trust y agree
4 Brand | 4.66 0.603 | Strongl
Loyalty y agree

Brand experience operationally defined as the
level of the experience felt by congregants in a
church and measured by two dimensions: sensory
and affective. Based on the results of Table 4.4
below, it is known that the results of the average
calculation of the brand experience variable are
4,676 which is dominated by the fourth item with
the statement "I feel the Mawar Sharon Church in
West Surabaya evokes feelings" so it can be
concluded that the respondents have a very high
average answer. in answering the brand
experience variable question.

Emotional attachment is operationally defined
as the level of attachment between the
congregation and the Mawar Sharon Church in
West Surabaya so that the congregation feels part
of the church. Based on the results of table 4.5
below, it is known that the results of the average
calculation of the overall answers from
respondents for the emotional attachment variable
are 4,629 which is dominated by the fourth item
with the statement "I feel at peace in the Mawar
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Sharon Church, West Surabaya" so it can be
concluded that the respondents have The average
answer is very high in answering the emotional
attachment variable questions.

Brand trustoperationally defined as the level
of congregation's trust towards other congrega-
tions who worship at Mawar Sharon Church,
West Surabaya. Based on the results of table 4.6
below, it is known that the results of the average
calculation of the overall answers of respondents
for the brand trust variable are 4.404 which is
dominated by the third item with the statement
"my friends at Mawar Sharon Church, West Sura-
baya will do whatever they can to do. help others.
" So it can be concluded that the respondents have
avery high average answer in answering the ques-
tion of the brand trust variable.

Brand loyalty is operationally defined as the
level of a congregational commitment that is
firmly held to always come and recommend
Mawar Sharon Church, West Surabaya to others.
Based on the results of table 4.7 below, it is known
that the results of the average calculation of all
respondents' answers to the brand loyalty variable
are 4.66 which is dominated by the fourth item
with the statement "I would recommend the
Mawar Sharon Church, West Surabaya to others."
So it can be concluded that the respondent has a
very high average answer in answering the
question of brand loyalty.

Hypothesis testing

If the value of the T-statistic> 1.96, the hy-
pothesis can be accepted. The magnitude of the in-
fluence of the brand experience coefficient on
emotional attachment is 0.698 and the t-statistic
value is 11.014, this number is greater than 1.96.
These results have a positive influence between
brand experience on emotional attachments. In
other words, the higher the brand experience, it
can increase emotional attachment too. Based on
the results that have been obtained, H1 is ac-
cepted.

The magnitude of the coefficient brand
experience's influence to the brand trust of 0.019
and the t-statistic value of 0.168, the amount is less
than 1.96. These results indicate that there is no
positive and significant influence between brand
experience and brand trust. Based on the results
obtained, H2 is rejected.

The magnitude of the coefficient brand
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experience's influence to brand loyalty of 0.275 and
a t-statistic value of 3.111, the number is greater
than 1.96. These results have a positive influence
between brand experience and brand loyalty. In
other words, the higher the brand experience, it
can also increase brand loyalty. Based on the re-
sults that have been obtained, H3 is accepted. The
magnitude of the influence of the coefficient
emotional attachment to brand trust equal to 0.659
and the t-statistic value of 5,911, the number is
greater than 1.96. These results have a positive in-
fluence between emotional attachments to brand
trust. In other words, the higher the emotional at-
tachment, it can also increase brand trust. Based
on the results that have been obtained, H4 is ac-
cepted.

The magnitude of the influence of the
coefficient emotional attachment to brand loyalty of
0.433 and the t-statistic value of 4,292, the number
is greater than 1.96. These results have a positive
influence between emotional attachment to brand
loyalty. In other words, the higher the emotional
attachment, it can increase brand loyalty too.
Based on the results that have been obtained, H5
is accepted.

The magnitude of the influence of the
coefficient brand trust to brand loyalty of 0.157 and
the t-statistic value is 2.379, this number is greater
than 1.96. These results have a positive influence
between brand trust and brand loyalty. In other
words, the higher the brand trust, it can also in-
crease brand loyalty. Based on the results that
have been obtained, H6 is accepted.

The magnitude of the influence of the
coefficient brand experience to brand trust through
emotional attachmentsequal to 0.698 and the t-
statistic value of 11,014, the number is greater than
1.96. These results indicate a positive effect of
emotional attachment as a mediator for brand ex-
perience on emotional attachments. Based on the
results that have been obtained, H7 is accepted.

The magnitude of the coefficient brand
experience's influence to brand loyalty through
emotional attachmentsof 0.302 and the t-statistic
value of 3,675, the number is greater than 1.96.
These results indicate a positive effect of emo-
tional attachment as a mediator of brand experi-
ence on brand loyalty. Based on the results that
have been obtained, H8 is accepted.

The magnitude of the coefficient brand
experience's influence on brand loyalty through
brand trustof 0.003 and the t-statistic value of 0,157
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is less than 1.96. These results indicate that there is
no positive and significant effect of brand trust as
a mediator of brand experience on brand loyalty.
Based on the results that have been obtained, H9
is rejected.

Tabel 3. Result
X T-
Hypothe- Influence Coeffi- Statistic Ket.

sis cient s
Brand Experience —

H1 Emotional Attach- 0.698 11,014 Accept
ment
Brand Experience —

H2 Brand Trust 0.019 0.168 Refuse
Brand Experience—

H3 Brand Loyalty 0275 3111 | Accept
Emotional

H4 Attachment — 0.659 5,911 Accept
Brand Trust
Emotional

H5 Attachment — 0.433 4,292 Accept
Brand Loyalty
Brand Trust —

He Brand Loyalty 0.157 2,379 Accept
Brand Experience —

py | Emotional Attach- 0460 | 4148 | Accept
ment — Brand
Trust
Brand Experience —
Emotional Attach-

H8 ment — Brand Loy- 0.302 3,675 Accept
alty
Brand Experience —

H9 Brand Trust — 0.003 0.157 Refuse
Brand Loyalty

CONCLUSION

This study examines brand experience and
emotional attachment on brand trust and brand
loyalty at Mawar Sharon Church, West Surabaya.
Based on research that has been conducted using
Structural Equation Modeling - Partial Least
Square (SEM-PLS), several conclusions are gener-
ated as follows.

Brand experience(BE) has a significant effect on
emotional attachment (EA). This proves that
brand experience can increase the effect of emo-
tional attachment at the Mawar Sharon Church,

West Surabaya.
Brand experience(BE) has no influence on
brand trust (BT). This proves that brand

experience is not necessarily able to increase brand
trust in the Mawar Sharon Church, West
Surabaya.

Brand experience (BE) has a significant effect on
brand loyalty (BL). This proves that brand
experience can increase brand loyalty, the effect of
brand loyalty at the Mawar Sharon Church, West
Surabaya.

Emotional attachment (EA) has a significant
influence on brand trust (BT). This proves that
emotional attachments can increase the influence
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of brand trust in the Mawar Sharon Church, West
Surabaya. Emotional attachment (EA) has a
significant effect on brand loyalty (BL). This
proves that emotional attachments can increase
the effect of brand loyalty at the Mawar Sharon
Church, West Surabaya.

Brand trust (BT) has a significant effect on
brand loyalty (BL). This proves that brand trust
can increase the effect of brand loyalty in the
Mawar Sharon Church, West Surabaya.

Brand experience(BE) has a significant effect on
brand trust (BT) through emotional attachment
(EA). This proves that brand experience can
increase the influence of brand trust through
emotional attachments to the Mawar Sharon
Church, West Surabaya. Brand experience(BE) has a
significant effect on brand loyalty (BL) through
emotional attachment (EA). This proves that
brand experience can increase the effect of brand
loyalty through emotional attachments to the
Mawar Sharon Church, West Surabaya. Brand
experience(BE) has no influence on brand loyalty
(BL) through brand trust (BT). This proves that
brand experience through brand trust does not
necessarily increase brand loyalty at the Mawar
Sharon Church, West Surabaya.

This study's results can be used to reference
research that has similar variables, namely brand
experience, emotional attachment, brand trust,
and brand loyalty. Future research is expected to
be able to conduct research on other non-profit or-
ganizations or other services. (such as airlines, ho-
tels, telecommunications, etc.). It is also expected
to increase the number of respondents and expand
the location of distribution to reach more respond-
ents. Finally, it is expected that the variable influ-
ence of brand experience on brand trust and the
influence of brand experience on brand loyalty
through brand trust has insignificant results, for
further research it is expected to improve this lim-
itation and be able to explain the relationship be-
tween variables well.

It can be seen that the lowest respondent's as-
sessment of the brand experience variable lies in
the statement "I am often emotionally involved
with the Mawar Sharon Church, West Surabaya."
With this, the Mawar Sharon Church in West Su-
rabaya needs to carry out activities that can build
and engage the emotions of the congregation. For
this reason, brand experience needs to be im-
proved so that it will increase the positive experi-
ence of the congregation at Mawar Sharon
Church, West Surabaya
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It can be seen that the lowest respondent's as-
sessment of the emotional attachment variable lies
in the statement, "I feel attached to the Mawar Sha-
ron Church, West Surabaya." With this Mawar
Sharon Church in West Surabaya needs to make a
program so that there is a personal bond between
the congregation and the Mawar Sharon Church
in West Surabaya and the congregation has a more
sense of belonging to the church. For this reason,
emotional attachments need to be increased so
that it will increase the positive emotional bond of
the congregation at Mawar Sharon Church, West
Surabaya.

It can be seen that the lowest respondent's as-
sessment of the brand trust variable lies in the
statement, "I feel that most of my friends at the
Mawar Sharon Church, West Surabaya can be
trusted". With this Mawar Sharon Church, West
Surabaya, it is necessary to make a personal ap-
proach to the congregation or volunteers. Another
activity that can be done is the personal bonding
between congregations so that relational trust is
created. For this reason, the Mawar Sharon
Church in West Surabaya needs to increase brand
trust so that it will increase the congregation's
trust in the Mawar Sharon Church in West Sura-
baya.

It can be seen that the lowest respondent's as-
sessment of the brand loyalty variable lies in the
statement "I will be loyal to the church at Mawar
Sharon Church, West Surabaya." With this the
Mawar Sharon Church in West Surabaya needs to
provide trust and confidence in order to increase
the loyalty of the congregation to the Mawar Sha-
ron Church in West Surabaya. For this reason, the
Mawar Sharon Church in West Surabaya needs to
increase brand loyalty so that it will create a good
impression in the minds of the congregation to-
wards the Mawar Sharon Church in West Sura-
baya.
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