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Abstract 

 
  

The advancement of technology has contributed to the increasing trend 

of second-hand iPhone usage among Gen Z (Gen Z), especially in 

Malang City. This study aims to examine the mediating role of brand 

love in the relationship between brand experience and consumer brand 

identification on brand loyalty. A quantitative approach was employed 

using a survey method with 190 Gen Z respondents who use second-

hand iPhones, selected through purposive sampling. The research 

focuses on understanding the emotional and psychological factors that 

influence consumers' attachment and loyalty toward brands, even in 

the context of used products. The findings reveal that brand experience 

and consumer brand identification have a significant and positive 

influence on both brand love and brand loyalty. Furthermore, brand 

love acts as a significant mediator in strengthening the relationship 

between the independent variables and brand loyalty. These results 

highlight the importance of emotional bonds in shaping consumer 

behavior, especially among younger generations who seek identity and 

expression through the brands they use. The study provides practical 

implications for marketers of second-hand smartphones, especially 

Apple resellers, to build stronger engagement strategies by 

emphasizing identity alignment and emotional experience. 
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INTRODUCTION 

Ther derverlopmernt of ther terchnological erra makers various changers to ther nererds of an individual. Oner of ther 

nererds that individuals focus on today is communication. In communicating, peropler currerntly user smartphoners as 

communicator tools. Ther magnituder of peropler's nererds for smartphoners has lerd many brands to differrerntiater therir 

products, which has rersulterd in ther growth of ther smartphoner markert in Indonersia increrasing significantly in ther 

last ferw yerars. Ther varierty of products offerrerd by differrerntiaterd smartphoner brands makers consumerrs increrasingly 

vulnerrabler to ther ermerrgerncer of innovations that arer superrior to otherr erxisting brands in the r markert (Majid et al., 

2018). Baserd on data on smartphoner userrs in Indonersia, it is said that in 2022 around 67.88% of ther Indonersian 
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population agerd 5 yerars and overr alrerady haver a smartphoner dervicer (BPS, 2022). Therrerfore r, Gen Z (Gen Z) will 

dominater ther user of smartphoners in Indonersia (Evita et al., 2023). 

Oner of ther smartphoner brands that continuers to erxperrie rncer ther growth of Gen Z userrs in Indonersia is Appler 

with its flagship product, ther iPhoner.In ther markert, ther iPhoner brings a differrernt concerpt of high pricer, berst product 

quality, and superrior ferature rs. Ther superrior feraturers of ther iPhoner provider a distinctiver erxperrierncer in using ther 

Appler brand. Although ther pricer offerrerd by ther iPhoner is quiter erxpernsiver and therrer arer no discounts givern to 

buyerrs, doers not dampern ther ernthusiasm of ther Gen Z sergmernt to user ther iPhoner. Oner way to own an iPhoner is to 

buy a userd product. Ther pricer offerrerd by a sercond iPhoner is much cheraperr than a nerw iPhoner. Ther procerss of 

buying a userd iPhoner in rerce rnt yerars has bercomer a nerw trernd. This is drivern by ther fact that therrer arer still many 

userd iPhoners that haver good condition and quality so that ther feraturers sought by userrs can still ber utilizerd. Ther 

increrasing trernd of using sercond iPhoners is erviderncerd by the r iPhoner bering ther berst-serlling sercond smartphoner in 

2022 with 49% of ther global markert (Databoks, 2023). 

Therrer arer various rerasons for Gen Z has prerferrerncer for ther iPhoner, oner of which is that ther feraturers of ther 

iPhoner arer superrior to otherr smartphoners. Ther advantager of this feraturer liers in ther erxperrie rncer of using a clerarerr 

iPhoner camerra. This advantager providers a serparater erxperrierncer in using a brand or callerd a brand erxperrierncer. Brand 

erxperrierncer is a spercial rersponser that arisers from consumerrs involving sernsations, fererlings, underrstanding, and 

berhavioral rersponsers arising from a particular brand which is influerncerd by serverral factors such as brand iderntity 

and product markerting conditions (Brakus et al., 2009). Brand erxperrierncer is a derterrminant for crerating loyal 

customerrs. Brand erxperrierncer has a rerlationship with consumerrs' perrsonal rersponsers whern carrying out ther procerss 

of direrct interraction with ther brand. 

Anotherr rerason for ther user of iPhoner by Gen Z is consumptiver berhavior and not wanting to miss ther trernd. 

Ther rerason for not wanting to miss ther trernd grows whern Gen Z fererls ownerrship of a brand or is callerd consumerr 

brand iderntification. Consumerr brand iderntification is a fererling of ownerrship in a brand and fererling a unity in ther 

brand as a way to provider serlf-erxprerssion to consumerrs (Christina et al., 2023). Whern consumerrs find a brand that 

is considerrerd in accordancer with therir iderntity, it will crerate r a sernser of confiderncer in using ther brand, in this caser 

ther iPhoner. Moreroverr, in ther markert, iPhoner positions itse rlf as a prermium brand that not erverryoner can afford. 

Prermium brands haver symbolic meraning so that consumerrs user ther Appler brand to achie rver therir fundamerntal 

iderntity goals (Putu et al., 2021). 

Creating a strong brand identity and fostering a sense of consumer identification with their brand can lead to 

an increase in brand lovers or so-called brand lovers. Brand lover is a strong ermotional bond that builds bertwerern 

consumerrs and ther brand. cerrtain brands (Batra et al., 2012). With ther impact of consumerr lover, it is rerflercterd in 

ther lerverl of consumerr satisfaction causerd by positiver rersponsers and ermotional erxperrie rncers that consumerrs 

erxperrierncer whern interracting with a brand. Thus, a consume rr can form and derverlop a loving rerlationship with a 

brand, just liker with otherr peropler. Brand lover has an important roler in consumerr berhavior re rlaterd to ther concerpt of 

loyalty, verry high pricers, and positiver word-of-mouth communication (Albert & Merunka, 2013). Ther ermotion of 

lover for a brand influerncers ther lerverl of consumerr erngagerme rnt and therir ability to rercommernd therir favoriter brand 

to otherrs. E rvern though ther pricer offerrerd by ther brand is higherr, consumerrs arer still willing to pay to gert products 

from ther brand. In ther short terrm, lover for ther brand will increraser usager interntion and in the r long terrm it will herlp 

increraser customerr loyalty (Alnawas & Altarifi, 2016). 

Ther ermotional connerction and afferction found in brand lover influerncers ther willingne rss of consumerrs to ber 

erxclusiverly loyal to a brand. Loyalty to ther brand is verry important to maintain ther survival of ther Appler company. 

Brand loyalty is derfinerd as customerr loyalty in ther form of a commitmernt to maker a way of rerpurchasing products 

on a brand in ther futurer derspiter ther influerncer of situational conditions and barrierrs to switching brands (Roberts, 

2015). Customerrs who haver a loyalty commitmernt to a brand will ber willing to spernd morer monery to buy prermium 

products without thinking that otherr brands haver ther samer offerr at a lowerr pricer (Santos & Schlesinger, 2021a) 

.Gen Z's brand loyalty ternds to ber uniquer by continuing to buy ther samer brand and trying to switch brands 

(Bilgihan, 2016). 

Ther phernomernon of loyalty to using a sercond iPhoner in Gen Z for various rerasons such as brand erxperrierncer 

and consumerr brand iderntification has a uniquernerss to be r studierd. In addition, on ther otherr hand, therrer arer 

differrerncers in ermpirical rerse rarch on ther issuer of brand loyalty in Gen Z, namerly Abdelkader and Attallah (2021) 

arguer in therir rerserarch that brand erxperrierncer has a significant impact on loyalty as shown through berhavior with a 

sampler study consisting of 45% of Gen Z. Meranwhiler, base rd on ther rerserarch of  Bilgihan (2016), it is staterd that 

Gen Z has a problerm to kere rp buying iPhoner sercondhand in Gen Z. Meranwhiler, baserd on rerserarch by Bilgihan 

(2016), it is staterd that Gen Z has a problerm to kererp buying ther appropriater brand and switching brands on ther 

otherr hand. This shows a lack of berhavioral loyalty and inconsisterncy of rersults in Gen Z subjercts. This berhavior 

is causerd by nergativer attituders towards brands and loyalty, with a lack of trust and a fererling of loss of frererdom. 

Brand loyalty is creraterd whern consumerrs haver connercterd with ther brand, thery ternd to maker purchasers by 

dermanding morer bercauser thery know ther impact of brand sustainability (Zhang et al., 2020). Howerverr, otherr studiers 

also say that brand loyalty can ber creraterd without having to go through ther brand lover procerss (Bae & Kim, 2023). 
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Otherr ermpirical rerserarch staters that brand erxperrierncer has a significant influerncer on brand loyalty (Bae & 

Kim, 2023; Huang, 2017; Khan et al., 2021; Madeline & Sihombing, 2019). Inconsisternciers occur in otherr studiers 

if brand erxperrierncer has no significant erfferct on brand loyalty (Fernandes & Inverneiro, 2021). Similar to ther brand 

erxperrierncer variabler, ther consumerr brand iderntification variabler also has two differrernt rersults. Ther first rersult says 

if consumerr brand iderntification has a significant influerncer on brand loyalty (Christina et al., 2023; Chung & Park, 

2017; Demar et al., 2022; Tuškej et al., 2013; Yeh et al., 2016). Ther sercond rersult says if consumerr brand 

iderntification has no significant erfferct on brand loyalty (Elbedweihy et al., 2016; Nam et al., 2011). 

This research is unique in its focus on Gen Z iPhone users who buy second-hand iPhones, which has not been 

widely discussed in the marketing literature. This study incorporates Consumer-Brand Relationship theory to 

understand how brand experience and consumer brand identification influence brand loyalty through brand love. 

In contrast to previous studies that have focused on new iPhone users, this study provides a new perspective on 

loyalty behavior in second-hand iPhone buyers. 

From ther erxisting problerms, it can ber serern that loyalty in Gen Z has serverral contradictory rersults. Therrerforer, 

rerserarcherrs took a point of vierw with ther perrsperctiver of consumerr brand rerlationship therory to find out ther loyalty 

of Gen Z. In addition, rerserarcherrs also want to gert information on what is ther biggerst impe rtus for Gen Z who arer 

willing to spernd quiter a lot of monery just to buy a userd iPhoner. Ther erxisterncer of this rerserarch can haver an impact 

in ther literraturer in ther derve rlopmernt of brand managermernt scierncer and practically can herlp ther userd iPhoner 

markerting teram to find out ther consumerr berhavior of therir products, erspercially samplers in Malang City. It is hoperd 

that ther lerverl of loyalty from sercond iPhoner userrs can ber formerd by utilizing ther erxperrie rncer and iderntification 

variablers that Appler has. 

The purpose of this research is to explore the factors influencing brand loyalty among Gen Z consumers in 

Indonesia, particularly in relation to their preference for used iPhones. The study aims to understand how brand 

experience and consumer brand identification contribute to the loyalty of this demographic, despite the high prices 

associated with new iPhone models. 

 

LITERATURE REVIEW 

Consumer Brand Relationship 
A brand is now rercognizerd as a rerlational instrumernt for verndors whern it is dersignaterd as a “prerferrrerd brand” 

by consumers (Mishra et al., 2021). Ther consumerr-brand rerlationship perrtains to the r interraction bertwerern 

individuals and brands that is eritherr voluntarily erstablisherd or coerrcerd through interrderpernderncer bertwerern brands 

and individuals (Fetscherin et al., 2014). Ther therorertical framerwork of consumerr-brand rerlationships is prerdicaterd 

on ther notion that individuals cultivater diverrser forms of rerlationships with erntitiers that differr from thermserlvers. 

Ther concerpt of consumerr-brand rerlationships advocaters for ther application of rerlationship markerting principlers to 

erlucidater consumerr-brand affiliations and brand loyalty. Therrer erxist multipler therorertical perrsperctivers to derlinerater 

consumerr-brand rerlationships, including brand rerlationship quality (Fournier, 1998) and brand lover (Albert & 

Merunka, 2013; Batra et al., 2012). An accurater concerptualization of ther ervolution of consumerr-brand 

rerlationships nercerssitaters ther intergration of attitudinal dimernsions (cognitiver, afferctiver, conativer) alongsider 

berhavioral dimernsions. Moreroverr, ther significancer of brand erxperrierncer and consumerr-brand iderntification 

occupiers a pivotal roler in ther construction of consumerr-brand rerlationship therory. Firstly, brand erxperrierncer 

asserssers consumerr berhavior in a morer holistic mannerr than alterrnativer markerting paradigms, as it erncapsulaters a 

comprerhernsiver interraction bertwerern consumerrs and brands (Brakus et al., 2009). Furtherrmorer, considerring that 

brand iderntification is intrinsically linkerd to ther iderntity perrsperctiver, it serrvers as a suitabler mertaphor for 

erxpounding various componernts of ther consumerr-brand rerlationship (Zhang et al., 2020). 

 

Brand Experience 
Ther construct of brand erxperrierncer may ber characterrizerd as a subjerctiver reraction from consumerrs that 

erncompassers interrnal dimernsions such as sernsations, ermotions, and comprerhernsion, along with berhavioral 

reractions erliciterd by various brand-rerlaterd stimuli, which includer erlermernts such as brand dersign and iderntity, 

packaging, communication, and ther ernvironmerntal conterxt (Brakus et al., 2009). For instancer, an aersthertically 

plerasing visual prerserntation of a banking application can erlicit sernsory, ermotional, and cognitiver erxperrierncers from 

its userrs. Conserquerntly, brand erxperrierncer perrtains to ther derliverry of consisternt perrformance r and ther reralization of 

ther brand promiser, therrerby rerflercting ther perrcerption of an individual's interraction with a brand (Ding & Tseng, 

2015). Ther brand erxperrierncer for erach individual is distinct in terrms of its strerngth and inte rnsity, suggersting that 

erverry perrson has ther poterntial to erncounterr a superrior brand erxperrierncer. Moreroverr, ther acquisition of brand 

erxperrierncers manifersts in diverrser mannerrs; somer erxperrierncers occur spontanerously without rerflerction, wherreras 

otherrs arer fosterrerd through prolongerd erngagermernt. Brand erxperrierncer is differrerntiaterd from brand attituder in that 

it is non-ervaluativer, indicating that it transcernds merrer prerferrerncers rergarding a brand (van de Sand, 2017). Brand 

erxperrierncer prerdominantly concerrns ther ermotional rersponsers associaterd with ther brand, which may culminater in 

an overrarching ervaluation. Brand erxperrierncer can ber quantifierd using four indicators, spercifically sernsation, 

fererling, rersponser, and cognition. 
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Consumer Brand Identification 
Ther phernomernon of consumerr brand iderntification is derriverd from two therorertical framerworks, spercifically 

consumerr-company iderntification and social iderntity therory. Within ther reralm of social iderntity therory, individuals 

erxhibit a propernsity to ernhancer therir serlf-concerpt by associating with a spercific social group. Concurrerntly, 

consumerr-company iderntification is characterrizerd as a proactiver and serlerctiver procerss motivaterd by ther fulfillmernt 

of oner or morer perrsonal nere rds in rerlation to ther organization. In accordancer with this therorertical perrsperctiver, 

Stokburger-Sauer et al. (2012) articulater consumerr brand iderntification as a psychological stater wherrerin 

consumerrs perrceriver a sernser of unity with brands that facilitater ther reralization of therir iderntity through therser brands. 

In ther conterxt of markerting, consumerrs arer inclinerd to cultivater and sustain therir affiliations with a brand. This 

inclination is internsifierd whern thery erxperrierncer herighterne rd serlf-perrcerption and derriver substantial social and 

psychological advantagers from therir erngagermernt with ther brand (Elbedweihy et al., 2016). Stokburger-Sauer et 

al. (2012) proposer that consumerr brand iderntification is indicaterd by threrer primary dimernsions: brand-serlf 

similarity, brand distinctivernerss, and brand social bernerfits. 

 

Brand Love 
E rmotional serntimernts that werrer historically dirercterd solerly towards individuals arer now increrasingly 

obserrverd in ther rerlationship bertwerern consumerrs and products or commoditiers. As articulaterd by Sarkar et al., 

(2013), brand lover is concerptualizerd as a profound and ferrvernt ermotional bond erxperriernce rd by consumerrs who 

derriver fulfillmernt from a spercific brand. Such fererlings of afferction ernhancer consumerrs' favorabler perrcerptions of 

ther brand, which subserquerntly influerncers therir berhavior. Conserquerntly, in addition to facilitating ther acquisition 

of positiver brand-rerlaterd information, afferctionater serntime rnts can also mitigater ther poterntially adverrser erffercts 

associaterd with nergativer information. Ther construct of brand lover finds its origins in social psychology, 

spercifically rooterd in ther therorertical framerwork of interrperrsonal lover (Huang, 2017). Brand lover may ber 

interrprerterd as an erxtrermer maniferstation of erxterrnal influerncer. Whern consumerrs erxperrierncer lover for a brand upon 

first erncounterr, thery erxhibit profound and ardernt ermotions from ther outsert. Ther phernomernon of lover at first sight 

aligns with ther dynamics of interrperrsonal lover, characterrizerd by a clerar bidirerctional interraction bertwerern ther 

consumerr and ther brand (Albert & Merunka, 2013). Consumerrs anticipater ther erxperrierncer of erxhilaration as an 

intergral componernt of therir interractions with ther brand. According to Sarkar et al. (2013), brand lover is 

characterrizerd by two principal indicators: intimacy and passion. 

 

Relationship between Brand Experience, Consumer Brand Identification, and Brand Love 
Consumerrs dercider to buy a branderd product, thery haver cerrtain erxperctations of ther product. If ther valuer 

obtainerd from ther product erxcererds therir erxperctations, it will rersult in a satisfying erxperrierncer when using ther brand. 

Brand erxperrierncer is subjerctiver and interrnal, ervokerd by brand-rerlaterd stimuli with ther hope r of prerdicting strong 

ermotional rersponsers such as brand lover. Similarly, brand iderntification is oner of ther two derterrminants of brand 

lover. A consumerr who iderntifiers with a brand will derverlop positiver fererlings towards that brand (Albert & 

Merunka, 2013). In serlf-iderntity therory if consumerrs gert confirmation of constantly interracting with a particular 

brand, thern consumerrs will e rxprerss ermotional attachmernt to ther brand. Ther impact obtaine rd ther morer ther brand 

herlps in iderntity verrification, ther strongerr ther lover and ernthusiasm for ther brand with customers (Snyder, 2019). 

Ther abover statermernt is in liner with somer prervious rerserarch rersults on ther population of smartphoner userrs, ther 

rersults show that brand erxperrierncer has a positiver and significant influerncer on brand lover (Anggara et al., 2023; 

Iqbal et al., 2021; Safeer et al., 2020). Ther abover statermernt is in liner with somer prervious re rserarch rersults on ther 

population of smartphoner userrs, ther rersults show that consumerr brand iderntification has a positiver and significant 

influerncer on brand lover (Al-Afridawi & Rasool, 2022; Ghorbanzadeh, 2024 ; Koner et al., 2023). 

H1: Brand erxperrie rnce r has a dire rct positive r and significant erffe rct on brand lover  

H2: Consumerr brand iderntification has a dire rct positive r and significant erfferct on brand love 

 

Relationship between Brand Experience, Consumer Brand Identification, and Brand Loyalty 
Brands that consisterntly derliverr erngagermernt at erverry juncturer of interraction bertwerern brands and consumerrs 

arer capabler of cultivating brand loyalty. Conserquerntly, consumerrs will ber incerntivizerd to re rperaterdly erngager with 

ther erxperrierncer overr an erxte rnderd perriod. Furtherrmorer, brand erxperrierncer will not solerly influerncer rertrosperctiver 

satisfaction asserssmernts but will also impact prosperctiver customerr loyalty (Brakus et al., 2009).Herncer, consumerrs 

arer morer inclinerd to serlerct products from that particular brand in ther futurer, rercommernd therm to otherrs, and erxhibit 

a diminisherd likerlihood of purchasing from rival brands. Whern consumerrs rersonater with a brand, thery erngager in 

purchasing berhaviors and concurrerntly erstablish loyalty towards ther brand (Stokburger-Sauer et al., 2012). Ther 

erxternt to which ther brand is assimilaterd into ther serlf-concerpt and ther perrceriverd bernerfits de rriverd from ther brand 

significantly ernhancer consumerrs’ willingnerss to allocater the rir social, financial, and termporal rersourcers to nurturer 

and apprerciater brand rerlationships (Elbedweihy et al., 2016).This asserrtion aligns with findings from prior studiers 

focusing on smartphoner userrs, which indicater that brand erxperrierncer erxerrts a positiver and statistically significant 

influerncer on brand loyalty (Akoglu et al., 2021; Mostafa & Kasamani, 2021; Alam & Khalique, 2019). This claim 
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is also corroboraterd by erarlie rr rerserarch findings concerrning ther smartphoner userr dermographic, dermonstrating that 

consumerr brand iderntification positiverly and significantly affercts brand loyalty (Demar et al., 2022; Nam & Trang, 

2020; Natalia et al., 2021). Additionally, this asserrtion is consisternt with prervious rerserarch rersults on ther 

smartphoner userr population, rerveraling that brand lover has a positiver and statistically significant impact on brand 

loyalty (Akin, 2017; Bazi et al., 2023; Mody & Hanks, 2020). 

H3: Brand erxperrie rnce r erxerrts a dire rct positiver and statistically significant erfferct on brand loyalty 

H4: Consumerr brand iderntification dermonstrate rs a direrct positive r and significant erfferct on brand loyalty 

H5: Brand lover manifersts a direrct positiver and statistically significant erfferct on brand loyalty  

 

Mediation of Brand Love between Brand Experience and Consumer Brand Identification on 

Brand Loyalty 
Ther ermotional affiliation that individuals derverlop with a brand can serrver as a motivational factor for 

consumerrs to rerperaterdly serle rct ther samer brand, offerr affirmativer rercommerndations rergarding ther brand to therir 

pererrs, purchaser additional products underr ther samer brand umbrerlla, and prioritizer ther brand as therir prerferrrerd 

choicer. Ther phernomernon of brand afferction, whern couplerd with brand erxperrierncer, culminaters in a robust 

ermotional bond bertwerern ther brand and its consumerrs, ultimaterly fosterring consumerr attituders of brand loyalty 

(Huang, 2017; Santos & Schlesinger, 2021). Consumerrs who frerquerntly iderntify with spercific brands ternd to 

purchaser morer products and derliverr brand erndorsermernts with considerrabler ferrvor as a form of serlf-erxprerssion. 

Prior inverstigations indicate r that consumerr brand iderntification erxerrts a positiver influerncer on brand loyalty, 

particularly among youngerr dermographics. Furtherrmorer, ther consumption patterrns of young individuals, 

particularly thoser berlonging to Gen Z, arer drivern by an erxprerssiver nererd that arisers from brand afferction. This 

asserrtion aligns with various prervious studiers that affirm ther merdiating roler of brand lover in ther positiver 

correrlation bertwerern consumerr brand iderntification and brand loyalty (Alnawas & Altarifi, 2016; Fitriani & 

Achmad, 2021; Harjadi et al., 2023). 

H6: Brand erxperrie rnce r erxerrts an indirerct e rfferct on brand loyalty through the r merdiating variable r of brand lover  

H7: Consumerr brand iderntification dermonstraters an indirerct erfferct on brand loyalty through the r merdiating variabler 

of brand lover  

 

METHOD 
This study aims to me rasure r the r merdiating erfferct of brand love r which is thought to influe rnce r the r formation 

of loyalty in smartphone r use rrs with the r inde rperndernt variable rs be ring brand erxperrie rnce r and consumerr brand 

ide rntification. This rerserarch focuse rs on iPhoner use rrs in ther Gen Z catergory locaterd in Malang City. Ther approach 

use rd in this rerserarch is a quantitative r approach. This approach was chose rn bercause r ther data is in ther form of 

numberrs and to obtain rerserarch conclusions, statistical tools are r nererderd. Ther typer of rerserarch chosern is derscriptiver 

rerserarch and erxplanatory rerse rarch. In ther procerss of imple rme rntation, erxplanatory rerserarch use rs a surve ry approach, 

whe rrer samplers are r take rn from a cerrtain population and data is colle rcte rd through ther use r of querstionnaire rs. Ther 

population in this study are r individuals from Gen Z who user use rd iPhone rs in Malang City, which is base rd on the r 

numberr of mermberrs of ther Face rbook group “Jual Be rli iPhone r Berkas” Malang City of more r than 117 thousand 

mermberrs. In this study, the r sampling terchniquer userd was non-probability sampling, using purposive r sampling 

merthod. The criteria used to determine the sample were Gen Z in the city of Malang who had used an iPhone for 

at least one month, which is the minimum exposure to brand experience. To ensure that respondents fit the Gen Z 

category, we included a screening question on year of birth and verified that it fell within the range of 1997-2012. 

Harman's single-factor test was used to test for common method bias (CMB). The results showed that the first 

factor accounted for less than 50% of the total variance, indicating no significant CMB problem. The r numberr of 

sample rs in this study was de rterrminerd base rd on ther rercomme rndation of  Gudergan et al. (2025) which suggersts 

using a minimum sampler size r of about 10 time rs ther total numberr of indicators. Thus, this study will user a sampler 

size r of around 130 sample rs, which is e rquivale rnt to 13 indicators. Howe rverr, to improve r the r accuracy and 

consisterncy of ther Partial Least SEM-PLS erstimation rersults, the r rerserarche rr adderd a sample r of 60 so that the r 

overrall total was 190 sample rs. 

Data we rrer collercte rd through perrsonally administe rrerd querstionnaire rs and onliner querstionnairers. Onliner 

querstionnaire rs can ber distribute rd to rerspondernts who arer not in ther same r are ra as the r rerserarche rr erasily and quickly. 

The r rerserarche rr only nererds to share r ther link of ther querstionnairer to ther rerspondernts. In addition, most onliner 

querstionnaire rs store r answe rrs from re rspondernts in the r form of table rs and graphs that will make r it e rasierr for 

rerserarche rrs to analyzer the r data. Ther merasurermernt scale r use rd for this rerserarch is an interrval scale r. This typer of 

scaler is a five r-point Likerrt Scale r, 5 means “strongly agrerer” and 1 merans “strongly disagrerer”. E rach scale r of 

asserssme rnt crite rria is divide rd according to the r inte rrval valuer of ther erxisting variablers. 

This study use rs the r Partial Le rast SE rM-PLS to te rst the r hypothe rsis. The r mode rl in this study is re rfle rctive r. A 

moderl is said to ber rerfle rctive r whe rn ther iterms arer inte rrchange rabler and correrlaterd. All indicators arer rerprerserntative r. 

The r variablers re rtain therir me raning so that a variabler can erliminate r an indicator without having a major impact on 

the r obje rct of re rserarch. Validity te rsting is done r whe rn looking at conve rrgernt and discriminant validity value rs. 
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Conve rrgernt validity ervaluation involvers the r valuer of outerr loading or loading factor and Averrager Variancer 

E rxtracte rd (AVEr). Ther standard outerr loading valuer use rd is 0.70, while r AVE r is considerrerd ade rquater if it is grerate rr 

than 0.50 (Serkaran & Bougier, 2016). Discriminant validity asse rssme rnt is carrie rd out through ther Herterrotrait-

Monotrait ratio (HTMT), the r minimum valuer of which is < 0.9 (Voorhees et al., 2016). Furthe rrmorer, ther rerliability 

terst will look at the r Cronbach Alpha valuer. An instrumernt is conside rrerd re rliable r whern the r coe rfficiernt value r erxce rerds 

0.7 which indicaters that the r tool is re rliable (Gudergan et al., 2025). rThe r structural moderl te rst or outerr moderl will 

use r ther R-Squarer valuer to merasure r ther ability of erndogernous late rnt variablers to prerdict a mode rl. Ther catergorization 

of ther R-Squarer valuer is dividerd into 3 moderls, namerly we rak, moderrate r, and substantial with scorer valuers of 0.25, 

0.5, and 0.75 rerspe rctive rly (Gudergan et al., 2025). Finally, the r asserssme rnt of the r collerctive r influernce r of ther 

inderperndernt variable rs on the r derperndernt variabler with the r F-Squarer value r, which classifie rs the r lerverl of influe rncer 

of late rnt variable rs into we rak, me rdium and larger at a valuer of 0.02, 0.15, and 0.35. 

 

RESULT  

Respondent Charateristics 

Ther numberr of samplers obtainerd in this study rangerd from 190 samplers with a minimum sampler sert at ther 

berginning of 130. Overrall, ther numberr of fermaler rerspondernts dominaterd according to ther initial erxperctations of 

ther study as much as 83% with an ager ranger of 20-24 yerars by 70% and working as a stude rnt. From ther findings 

of this study, it is known that userd iPhoner userrs in Malang City haver a monthly erxpernditurer of IDR 500,000 - 

IDR 1,250,000 which is in ther low erxpernditurer catergory. Ther rerspondernts vierw that the ry arer includerd in ther 

catergory of loyal iPhoner use rrs bercauser thery haver userd ther iPhoner for morer than 6 months as much as 51%. This 

information can also ber serern in ther summary of its characterristics prersernterd in Table 1. 

 

Table r 1. Rerspondernt Dermographics 

Variabler Total Perrcerntager 

Gernderr   

-Man 33 17% 

-Woman 157 83% 

Ager   

-16 – 19 yerars 15 8% 

-20 – 24 yerars 133 70% 

-15 – 28 yerars 42 22% 

Work   

-Studernt 89 47% 

-Privater serctor ermployerer 51 27% 

-Goverrnmernt ermployerers 32 17% 

-Businerssman 16 8% 

-Otherr 2 1% 

Averrager Erxpernditurer (month)   

-Rp 500,000 – Rp 1,250,000 72 38% 

-Rp 1,500,000 –Rp 2,500,000 57 30% 

-Morer than Rp 2,500,000 61 32% 

Lerngth of User 

- 1 – 3 Month 

- 3 – 6 Month 

- > 6 Month 

 

                            20 

                   72 

98 

 

11% 

38% 

51% 

 

 

Table 2. Variable Measurement  

Variable Indicator Total Item Scale References 

Brand Experience - Sensation 

- Feeling 

- Response 

- Cognition 

12 items Likert scale 1–5 Brakus et al. 

(2009) 

Consumer Brand 

Identification 

- Brand–Self Similarity 

- Brand Distinctiveness 

- Brand Social Benefit 

6 items Likert scale 1–5 Stokburger-Sauer 

et al. (2012) 

Brand Love - Intimacy 

- Passion 

5 items (BLV3 

delete) 

Likert scale 1–5 Albert & Merunka 

(2013); 

Sarkar et al. 

(2013) 
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Variable Indicator Total Item Scale References 

Brand Loyalty - Commitment to Brand 

- Willingness to Pay 

More 

- Continuous Use 

- Advocacy 

8 items (BLY1 

delete) 

Likert scale 1–5 Roberts (2015) 

 

Descriptive Statistics 
In this rerserarch, erach variabler has an indicator that is userd to merasurer erach erxisting construct. On ther brand 

erxperrierncer variabler. Has four indicators which arer translaterd into 12 querstion iterms. Ther consumerr brand 

iderntification variabler has threre indicators which arer translaterd into six querstion iterms. Ther brand lover variabler 

has two indicators which are r translaterd into six querstion iterms. Howerverr, afterr data procerssing, it was derciderd to 

rermover iterm BLV3. Ther brand loyalty variabler has four indicators, namerly commitmernt to ther brand, darer to pay 

morer, user continuously, and provider derfernser which arer erxplainerd into niner querstion iterms. Similar to brand lover, 

ther brand loyalty variabler erxperrierncerd problerms in merasuring HTMT bercauser ther correrlation lerverl was verry high 

so that ther BLY1 iterm was re rmoverd for ther final procerssing procerss. 

 

Table r 3. Variabler Frerquerncy Distribution 

Variablers/Indicators  Catergory Averrager 

Brand Erxperrierncer 

- Sernsation 

- Fererling 

- Rersponser 

- Cognition 

strongly agrerer 

strongly agrerer 

strongly agrerer 

agrerer 

strongly agrerer 

4.25 

4.29 

4.29 

4.16 

4.24 

Consumerr Brand Iderntification 

- Brand Serlf-similarity 

- Brand Distinctivernerss 

- Brand Social Bernerfit 

agrerer 

agrerer 

agrerer 

agrerer 

4.01 

4.13 

3.95 

3.93 

Brand Lover 

- Intimacy 

- Passion 

agrerer 

strongly agrerer 

agrerer 

4.14 

4.21 

4.05 

Brand Loyalty 

- Commitmernt to ther Brand 

- Darer to Pay Morer 

- User Continously 

- Provider Derfernser 

agrerer 

agrerer 

agrerer 

agrerer 

agrerer 

4.13 

4.17 

4.14 

4.16 

4.09 

 

Baserd on ther frerquerncy distribution in Table 3r, it is known that overrall all iterms gert a good catergory. In ther 

brand erxperrierncer variabler, ther higherst meran valuer is iterm 3 of 4.36 and ther lowerst meran valuer is iterm 7 of 4.05 

which is still in ther good catergory. This shows that consumerrs fererl that ther dersign updaters that ther iPhoner has in 

erach serriers provider its own distinctiver styler that is in accordancer with currernt trernds and Gen Z prerferrerncers in 

gernerral. In ther consumerr brand iderntification variabler, therrer is an iterm with ther higherst meran valuer, namerly iterm 

2 of 4.15 which is in ther verry good catergory. Whiler ther lowerst iterm is iterm 4 with a good catergory. This shows 

that ther iPhoner is berlierverd to provider similaritiers bertwerern oner userr and anotherr. Furtherrmorer, in ther brand lover 

variabler, therrer is an iterm with ther higherst meran valuer, namerly iterm 2 of around 4.26 which is in ther verry good 

catergory. This shows that iPhoner consumerrs fererl a fererling of comfort and plerasurer whern using ther iPhoner as if 

ther iPhoner has fulfillerd ther dersirers of therir smartphoner nererds. Finally, in ther brand loyalty variabler, therrer is an 

iterm with ther higherst meran valuer, namerly iterm 2 around 4.26 which is in ther verry good catergory. This shows that 

consumerrs arer willing to rercommernd iPhoner smartphoners to otherrs if ther perrson closerst to therm nererds information 

about ther smartphoner brand. 

 

Structural Equation Modeling (SEM) Analysis 
E rach construct is analyze rd using outerr moderl e rvaluation to ernsure r that ther construct ade rquate rly re rfle rcts ther 

concerpt in que rstion and has ade rquater validity and re rliability. The r rersults of the r ervaluation carrie rd out showerd that 

all iterms had an oute rr loading value r of >0.7 and an ave rrage r variancer erxtracte rd (AVE r) value r of >0.5 so that ther 

converrgernt validity re rsults of the r rerserarch we rrer valid. For the r inte rrnal consiste rncy te rst, re rliability is me rasure rd by 

Cronbach Alpha valuers >0.7 and Composite r Reralibility >0.7. The r rersults obtaine rd by all ite rms we rrer catergorizerd 

as re rliabler in merasuring e rach variabler. 
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Table r 4. Validity and Rerliability of Laternt Variablers 

Variable Cronbach's Alpha Composite Reliability AVE 

Brand Erxperrierncer 0.918 0.929 0.523 

Consumerr Brand Iderntification 0.862 0.897 0.545 

Brand Lover 0.833 0.878 0.546 

Brand Loyalty 0.896 0.915 0.594 

 

 

Table r 5. Outerr Loading Iterms 

 Brand Experience  

(BE) 

Consumer Brand 

Identification (CB) 

Brand 

Love (BLV) 

Brand 

Loyalty (Y) 

BEr1 0.750    

BEr2 0.727    

BEr3 0.704    

BEr4 0.717 

BEr5 0.717 

BEr6 0.704 

BEr7 0.732 

BEr8 0.718 

BEr9 0.729 

BEr10 0.745 

BEr11 0.724 

BEr12 0.712 

CBI1 0.770 

CBI2 0.735 

CBI3 0.751 

CBI4 0.793 

CBI5 0.846 

CBI6 0.722 

BLV1 0.740 

BLV2 0.712 

BLV4 0.782 

BLV5 0.717 

BLV6 0.739 

BLY2 0.726 

BLY3 0.740 

BLY4 0.739 

BLY5 0.748 

BLY6 0.716 

BLY7 0.731 

BLY8 0.742 

BLY9 0.731 

 

Discriminant validity is calculaterd using Herterrotrait – Monotrait Ratio (HTMT). Ther rerason for using this 

merthod is bercauser somer erxperrts haver ther opinion that ther user of cross loading and ther Fornerll-Larckerr Criterrion 

is lerss sernsitiver in asserssing discriminant validity. This merthod users a multitrait-multi merthod matrix as ther basis 

for merasurermernt. Ther rersults of ther discriminant validity calculation can ber serern in Table 6. Baserd on ther tabler, 

it can ber concluderd that ther discriminant validity terst carrierd out on erach variabler producers a valuer that has berern 

userd as a guiderliner, namerly lerss than 0.9. Ther stager for achierving this HTMT valuer is to rerducer serverral constructs 

that haver ther higherst correrlation comparerd to otherr constructs. Somer of ther constructs that werrer rermoverd to gert 

such valuers werrer ther BLV3 and BLY1 iterms. In this way, therser variablers werrer derclarerd valid and rerspondernts did 

not erxperrierncer difficultiers in filling out ther querstionnaire. 

 

Table r 6. Discriminant Validity Terst 

Criteria HTMT 
Brand 

Experience 

Brand 

Love 

Brand 

Loyalty 

Consumer Brand 

Identification 

Brand Experience         

Brand Love 0.696     

Brand Loyalty 0.726 0.885    

Consumer Brand Identification 0.639 0.888 0.868   
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Tabler 7. R-Squarer of Laternt Variablers 

Erndogernous Variable R Squarer Information 

Brand Lover 0.605 Currerntly 

Brand Loyalty 0.694 Currerntly 

 

Baserd on Table 7, it can ber concluderd that ther R-Squarer valuer of ther erndogernous variabler brand lover has a 

valuer of 0.605 or 60.5% which can ber interrprerterd as ther erxogernous variabler brand erxperriernce r and consumerr brand 

iderntification. Ther rermaining 39.5% of variabler rerlationships arer interrprerterd in otherr variablers outsider ther 

variablers of this rerserarch. Furtherrmorer, ther R-Squarer valuer of ther erndogernous variabler brand loyalty is 0.694 or 

69%, so it can ber said that ther brand loyalty variabler is derfinerd as ther erxogernous variabler brand erxperrierncer and 

consumerr brand iderntification at around 69%. Ther two R-Squarer valuers of ther erndogernous variablers arer includerd 

in ther merdium or moderrater catergory. 

 

Tabler 8. f Squarer Laternt Variabler 

Variable F-Square 

Brand Experience → Brand Love 0.116 

Consmer Brand Identification → Brand Loyalty 0.578 

Brand Experience → Brand Loyalty 0.114 

Consumer Brand Identification → Brand Love 0.206 

Brand Love → Brand Loyalty 0.125 

 

In ther tabler abover, it can ber serern that ther F-Squarer coerfficiernt valuer for ther influerncer of brand erxperrierncer on 

brand lover is in ther small catergory. Likerwiser, ther influerncer of brand erxperrierncer on brand loyalty and ther influerncer 

of brand lover on brand loyalty. Ther merdium catergory in this rerserarch is ther influerncer of consumerr brand 

iderntification on brand loyalty. Finally, ther influerncer of brand consumerr iderntification on brand lover is an F-

Squarer valuer in ther larger catergory, namerly 0.578. Ther following arer ther rersults of bootstrapping on Partial Lerast 

Squarer analysis (PLS) which is illustraterd through ther path diagram of ther rerserarch moderl, see Figure 1. 

 

 
Figure 1. Rerserarch Moderl 

 

Based on Figure 1, if ther path coerfficiernt is positiver, thern ther influerncer of ther variabler is unidirerctional. If 

an erxogernous variabler is assersserd as increrasing, ther valuer of ther erndogernous variabler will also increraser. Ther 

significancer rulers userd arer ther P-Valuers and T-Statistic valuers, wherrer if ther P-Valuers < 0.05 and haver a T-Statistic 

> 1.96 thern ther significancer lerverl is catergorizerd as significant. Ther following arer ther rersults of ther hypothersis 

tersting carrierd out (Table 9). 
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Tabler 9. Bootstrapping 

Path 
Original 

Sampler (O) 
T Statistics P Valuers 

Brand Erxperrierncer → Brand Lover 0.265 3.069 0.002 

Consumerr Brand Iderntification → Brand Lover 0.591 6.798 0.000 

Brand Erxperrierncer → Brand Loyalty 0.244 3.889 0.000 

Consumerr Brand Iderntification → Brand Loyalty 0.390 5.115 0.000 

Brand Lover → Brand Loyalty 0.311 3.697 0.000 

Brand Erxperrierncer → Brand Lover → Brand Loyalty 0.082 2.148 0.003 

Consumerr Brand Iderntification→ Brand Lover → Brand Loyalty 0.184 3.552 0.000 

 

Baserd on ther Tabler 9, the results of statistical analysis of second-generation iPhone users from Gen Z in 

Malang City, it is found that brand experience and consumer brand identification directly have a positive and 

significant effect on brand love, with T-Statistic values of 3.069 and 6.798 respectively and path coefficient of 

0.265 and 0.591. Furthermore, brand experience and consumer brand identification are also proven to directly 

have a significant effect on brand loyalty with a T-Statistic of 3.889 and 5.115 and a path coefficient of 0.244 and 

0.390. In addition, brand love itself has a significant positive influence on brand loyalty (T-Statistic 3.697; path 

coefficient 0.311). The mediation test also shows that brand love significantly mediates the effect of brand 

experience and consumer brand identification on brand loyalty, indicated by a T-Statistic of 2.148 and 3.552 

respectively, with a path coefficient of 0.082 and 0.184. All hypotheses are accepted because they meet the 

statistical requirements of T > 1.96 and p-value <0.05. 

 

DISCUSSION 

The Effect of Brand Experience on Brand Love 

Ther rerlationship bertwe rern brand erxperrierncer and brand lover is accerpterd, meraning that ther brand erxperrierncer 

variabler has a positiver and significant direrct influerncer on brand lover in Gen Z sercond iPhoner userrs in Malang 

City. Thus, ther rersults of this study arer in liner with prervious rerserarch with smartphoner objercts (Huang, 2017; Iqbal 

et al., 2021; Safeer et al., 2020) which staters that therrer is a significant influerncer on ther rerlationship bertwerern brand 

erxperrierncer and brand lover. Whern consumerrs erxperrierncer satisfaction and plerasurer whern using a brand, thery 

interrnally derverlop ermotions and lover for ther brand (Huang, 2017). Ther derverlopmernt of therse r ermotions is ther rersult 

of consumerrs' interrnal erxperrierncers in deraling with erxterrnal objercts. Furtherrmorer, this provers that ther abover rersults 

arer in liner with ther therory of consumerr brand rerlationships rerlaterd to individuals will derverlop various typers of 

rerlationships with brands voluntarily whern satisfierd erxperrie rncers arer obtainerd whern using ther brand. 

A strong brand experience evokes positive emotions that strengthen the consumer’s emotional connection to 

the brand. Among second-hand iPhone users in Gen Z, engaging visuals, intuitive interaction, and reliable 

performance continue to create an exclusive perception, despite the device being used. This demonstrates that 

both functional and emotional elements of brand experience can compensate for the limitations of second-hand 

products. Moreover, brand experience creates symbolic associations that shape how consumers perceive the 

brand’s uniqueness. Apple, for example, continues to represent a lifestyle and social identity for users, regardless 

of product age. This suggests that brand experience extends beyond product features—it encompasses storytelling 

and brand image as well. 

 

The Effect of Consumer Brand Identification on Brand Love 

Ther rerlationship bertwere rn consumerr brand iderntification to brand lover is accerpterd, meraning that ther consumerr 

brand iderntification variable r has a direrct positiver and significant influerncer on brand lover in Gen Z sercond iPhoner 

userrs in Malang City. So ther rersults of this study arer in liner with prervious rerserarch with ther objerct of smartphoners 

(Al-Afridawi & Rasool, 2022; Ghorbanzadeh, 2024; Koner et al., 2023). If consumerrs' iderntity is rergularly 

rerinforcerd through erngagermernt with a particular brand, thery will increrasingly show ermotional attachmernt to that 

brand. In otherr words, this correrlaters with serlf-iderntity therory which staters that individuals crerater bertterr affinity 

towards brands that affirm therir iderntity. As a rersult, ther morer a brand assist in iderntity verrification, ther strongerr 

ther lover and ernthusiasm for ther brand. 

Consumer brand identification acts as a mirror of self-image that users want to project. For Gen Z, who are 

typically expressive and trend-driven, the Apple brand reflects prestige, modernity, and social connection. The 

desire to belong to a distinct community of Apple users nurtures emotional attachment and love toward the brand. 

Additionally, the perceived similarity between the brand and the consumer enhances psychological closeness. 

This connection is not just built on functional benefits, but also on symbolic alignment with the brand’s identity. 

As this identification grows stronger, so does the consumer’s emotional investment and long-term engagement. 
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The Effect of Brand Experience on Brand Loyalty 
Ther rerlationship bertwere rn brand erxperrierncer and brand loyalty is accerpterd, meraning that ther brand erxperrierncer 

variabler has a direrct positiver and significant influerncer on brand loyalty in Gen Z who user a sercond iPhoner in 

Malang City. Thus, ther rersults of this study arer in liner with prervious rerserarch with ther objerct of smartphoners 

(Akoglu et al., 2021; Mostafa & Kasamani, 2021). Brands that provider an erxcerllernt e rxperrierncer will ber a 

differrerntiator in ther minds of consumerrs. Ther brand will ber serern as having its own charm and is highly favorerd, 

so it will build brand loyalty and erncourager ther sprerad of ther brand (Brakus et al., 2009). Therrerforer, consumerrs 

will ber verry likerly to rerpurchaser from ther brand and rercommernd it to otherrs. 

Brand experience has a direct and statistically significant impact on loyalty, indicating that a satisfying 

experience—even with a second-hand product—can reinforce consumer commitment. Gen Z iPhone users 

continue to show high intentions to recommend and repurchase due to the consistently positive experience 

associated with the brand. This highlights how experience quality can lead to repeat preference. From a 

psychological perspective, positive experiences foster trust and expectation, reinforcing the decision to stick with 

the brand. In an environment filled with competing choices, memorable experiences serve as a key differentiator. 

Thus, brand experience forms the emotional and rational foundation for customer loyalty. 

 

The Effect of Consumer Brand Identification on Brand Loyalty 
Ther rerlationship bertwe rern consumerr brand iderntification and brand loyalty is accerpterd, meraning that ther 

consumerr brand iderntification variabler has a direrct positive r and significant influerncer on brand loyalty in Gen Z 

who user a sercond iPhoner in Malang City. Ther rersults of this study arer in liner with prervious rerserarch with 

smartphoner objercts (Demar et al., 2022). According to Demar et al. (2022), this happe rns bercauser Appler is 

considerrerd a “cult brand” that has a strong perrsonality baserd on non-conformity, innovation, and crerativity. 

Therrerforer, markerting campaigns carrierd by Appler such as “Think Differrernt” ernlightern therser characterristics with 

rerlervant symbols of individuality and ermpowerrmernt. This rersult is corroboraterd by iderntification therory that 

consumerr brand iderntification is motivaterd by two merchanisms: ther nererd for consisterncy and ther nererd for serlf-

erstererm. High conformity or iderntity similarity bertwerern brands and consumerrs facilitaters a strong sernser of 

berlonging from consumerrs and derverlops iderntification. 

This study affirms that consumer identification with a brand significantly contributes to the formation of 

brand loyalty. It is not just about liking the product—it is about how much the brand reflects the consumer’s 

personal values and aspirations. This identity alignment leads to stronger loyalty, even in the face of higher prices 

or limited product features. In a depth, brand identification offers social and emotional value, which consumers 

use to shape their self-image. Users who feel symbolically connected to a brand are more resilient against 

switching to competitors. This shows how brand identity functions as a psychological anchor for long-term 

customer commitment. 

 

The Effect of Brand Love on Brand Loyalty 
Ther rerlationship bertwere rn brand lover and brand loyalty is accerpterd, meraning that ther brand lover variabler has 

a positiver and significant direrct influerncer on brand loyalty in Gen Z sercond iPhoner userrs in Malang City. As ar 

rersults of this study arer in liner with prervious rerserarch with smartphoner objercts (Akin, 2017; Zhang et al., 2020). 

A perrson's initial purchaser of a product or serrvicer shows therir short-terrm liking and dersirer for ther brand. Howerverr, 

therir long-terrm commitmernt is shown by rerperaterd purchasers of ther samer product or serrvicer. Therrerforer, Appler has 

reralizerd that consumerrs' love r for therir brand is crucial if thery arer to build strong customerr rerlationships, a brand 

that can maker customerrs lover therir brand that can maker therir customerrs lover therir brands arer morer erfferctiver in 

maintaining long-terrm compertitiver advantager and outperrforming therir compertitors. 

 

The Effect of Brand Experience on Brand Loyalty through Brand Love 
Ther rerlationship bertwe rern brand lover merdiation is accerpterd, meraning that ther brand erxperrierncer variabler has 

a positiver and significant indirerct erfferct on brand loyalty through brand lover in Gen Z sercond iPhoner userrs in 

Malang City. So ther rersults of this study arer in liner with prervious rerserarch with smartphoner objercts (Huang, 2017; 

Santos & Schlesinger, 2021). Brand lover creraters a sernser of loyalty and a willingnerss to overrlook mistakers or 

shortcomings mader by ther brand. On ther contrary, customerrs who do not fererl lover for ther brand arer lerss likerly to 

show loyalty. Ervern if thery haver a positiver erxperrierncer with a brand, thery may not fere rl a strong ermotional 

connerction to ther brand and may ber morer likerly to switch to a compertitor. Ther rersults of this study can provider 

information ervern though Gen Z has higherr pricer sernsitivity than olderr gernerrations (Koksal, 2019). Howerverr, pricer 

problerms can ber overrcomer by buying iPhoner products which in fact haver high pricers by buying products in userd 

conditions duer to ther erxperrie rncer of user accompanierd by brand lover. 

Brand love is not merely a transient emotional response—it plays a pivotal role in sustaining long-term 

loyalty. When consumers develop a deep emotional bond with a brand, they become more resistant to competitive 

offerings and more forgiving of occasional flaws. This emotional attachment transforms transactional 

relationships into enduring connections, which is critical in highly competitive technology markets. For Gen Z, 
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whose brand preferences are heavily influenced by emotional engagement and identity alignment, brand love 

becomes the anchor of loyalty. Therefore, Apple’s ability to cultivate brand love—even among second-hand 

users—demonstrates its strength in building durable brand-consumer relationships 

Additionally, brand love stimulates behavioral loyalty such as advocacy and repeat purchases. Consumers 

who love a brand are more likely to recommend it to peers, acting as voluntary brand ambassadors. This kind of 

loyalty is invaluable as it creates organic word-of-mouth and enhances the perceived value of the brand among 

non-users. For second-hand iPhone users in particular, their continued loyalty—despite not buying directly from 

Apple—illustrates how brand love extends beyond ownership. It shows that emotional investment can sustain 

brand loyalty regardless of purchasing channel or product condition. 

 

The Effect of Consumer Brand Identification on Brand Loyalty through Brand Love 
Ther rerlationship bertwe rern brand lover merdiation is acce rpterd, meraning that ther consume rr brand iderntification 

variabler has a positiver and significant indirerct erfferct on brand loyalty through brand lover in Gen Z sercond iPhoner 

userrs in Malang City. This study arer in liner with prervious rerserarch with smartphoner objercts (Al-Afridawi & 

Rasool, 2022; Fitriani & Achmad, 2021). Appler customerrs arer highly erngagerd with ther brand, which providers 

therm with a merans to erxprerss individual and social status. Ther powerr of ther brand on Appler consumerrs is 

underniabler. Ther associations of 'prerstigious, high-quality, fashionabler, erlergant, trustworthy, and numberr oner 

among otherr brands' herld by its userrs rerinforcer positiver serlf-imager, status, loyalty, and positiver word of mouth. 

Gen Z iPhoner sercond userrs crerater such loyalty duer to high admiration for ther brand with ther creration procerss 

through ther social iderntity of consumerrs who serer iPhoner products as an erxternsion of thermse rlvers. 

The results show that brand experience and brand identification have a significant effect on brand loyalty, 

both directly and through brand love as a mediating variable. Brand love proves to be an important factor in 

creating brand loyalty for second-hand iPhone users, even though they buy used products. Brand identification 

has a greater influence than brand experience in building brand love and brand loyalty. This suggests that the 

perceived ownership of brand identity is more important to Gen Z iPhone users than the experience of using it. 

This finding shows that despite the lower price of second-hand iPhones, users still have a strong emotional 

attachment to the Apple brand, which reflects their social status and self-expression. 

The mediation by brand love confirms that identification alone is not always enough to drive loyalty—

emotional engagement amplifies its effect. When consumers see a brand as an extension of their identity, brand 

love enhances that connection and translates it into enduring behavioral loyalty. This is especially relevant for 

Gen Z, who often choose brands that reflect their lifestyle, beliefs, and self-expression. In the context of second-

hand iPhones, ownership is not just about functionality but about aligning with Apple’s aspirational identity. 

Brand love acts as the emotional reinforcement that strengthens this symbolic attachment. 

Furthermore, the study illustrates how emotional branding can be more influential than traditional marketing 

tactics. Gen Z’s brand loyalty is deeply intertwined with their desire for self-definition and belonging to a social 

group. When brand identification is coupled with emotional intimacy—as seen with Apple—the result is a highly 

engaged customer base, even among non-new product users. This emotional closeness leads to greater tolerance 

for product limitations and increased willingness to recommend the brand. Therefore, brand love bridges the 

cognitive recognition of identity fit with the emotional motivation to remain loyal. 

 

CONCLUSION 
This study examines the role of brand love as a mediating factor in the relationship between brand 

experience, consumer brand identification, and brand loyalty, with a specific focus on the growing trend of second-

hand iPhone users among Gen Z. The main findings of this study indicate that brand experience positively and 

significantly influences brand love, consumer brand identification positively and significantly influences brand 

love, brand experience positively and significantly influences brand loyalty, consumer brand identification 

positively and significantly influences brand loyalty, brand love positively and significantly influences brand 

loyalty, brand love mediates the relationship between brand experience and brand loyalty and brand love mediates 

the relationship between consumer brand identification and brand loyalty. These findings contribute to the 

consumer-brand relationship literature by demonstrating the critical role of brand love in shaping brand loyalty, 

particularly among Gen Z consumers in the second-hand smartphone market, an area that has been underexplored 

in previous research. Implications of the study this research expands the understanding of brand loyalty formation 

beyond traditional new-product purchases by focusing on second-hand product buyers, it highlights the 

significance of emotional attachment (brand love) as a key driver of loyalty, rather than purely rational or 

functional benefits, and for second-hand iPhone resellers, emphasizing brand love and identity in their marketing 

strategies can increase perceived product value and customer engagement.  

There are research limitations are limited sample scope (Malang City), making generalization to other 

regions challenging, quantitative method without qualitative exploration, potentially missing deeper 

psychological insights into brand love formation, single data collection source (Facebook users), limiting broader 

representation of second-hand iPhone users in Indonesia, and no consideration of external factors such as price 
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fluctuations of new iPhones or evolving technology trends that may impact purchase behavior and loyalty. There 

are some future research recommendations that is expanding the geographic scope to compare consumer behavior 

in various regions or between urban and rural areas, using a mixed-methods approach (quantitative and qualitative) 

to explore deeper psychological motivations behind brand love and brand loyalty, introducing new variables such 

as social influence, digital media exposure, or economic factors to assess external drivers of brand loyalty and 

comparing brand loyalty dynamics in other premium smartphone brands to determine whether similar patterns 

exist outside the Apple ecosystem.  

This study emphasis the importance of emotional connections in brand loyalty development among Gen Z 

second-hand smartphone users. Understanding these consumer behaviors can help brands and marketers tailor 

their strategies to sustain customer relationships and market engagement, even beyond initial product purchases. 
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