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Abstract—The aim of this research is to identify the effect of perceived 

credibility of product and brand resonance on brand loyalty with 

consumer's trust social media marketing as a moderator. The 

population used in this research is all Else Corset consumers with an 

unknown population size. The sampling technique used is non-

probability sampling which can be used is accidental sampling with a 

sample size of 96 respondents. This research uses several questionnaire 

methods as data collection. The questionnaire is a written list of 

questions, designed with reference to data measurement instruments to 

measure perceived credibility of product, brand resonance, and 

consumer's trust in social media marketing. One method for analyzing 

moderating variables is moderating regression analysis. Moderated 

regression analysis is a regression analysis that involves moderating 

variables in building a relationship model. The research results show 

that Perceived Credibility of Product has a positive and significant effect 

on Brand Loyalty. Brand Resonance has a positive and significant effect 

on Brand Loyalty. Customer's Social Media Marketing can strengthen the 

Perceived Credibility of Products in Brand Loyalty. Customer's Social 

Media Marketing is unable to strengthen the influence of Brand 

Resonance on Brand Loyalty. To increase brand loyalty, companies must 

focus on building product credibility through high-quality products, 

transparent communication, and expert support. In addition, Els Korset 

should utilize social media marketing to strengthen the positive impact 

of perceived product credibility on brand loyalty. However, companies 

should not rely solely on social media marketing to influence brand 

resonance, as this has a direct and significant impact on brand loyalty. 

 

Keywords: brand loyalty; brand resonance; consumer's trust social 

media marketing; perceived credibility of product; 

Introduction 

Social media marketing has developed as a popular strategy for promoting beauty 

products. This is also motivated by the level of interest generated in beauty products. This 

shows the time when beauty products began to develop and become increasingly popular 

among people today. Therefore, manufacturers are starting to flock to market their beauty 

products to the public and compete with other producers to influence brand loyalty. 

One of the factors that influences brand loyalty, namely perceived credibility of a 

product, is several important factors that need to be considered in the success of consumers' 

trust in social media marketing. In social media marketing, consumers have their own views 

on what they see through social media. The perceptions they generate when seeing 
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advertisements about a product will influence their brand loyalty. 

According to Kusuma & Wuisan (2021) the perceived credibility of a product can have 

a significant impact on brand loyalty. Consumers trust brands they perceive as credible, and 

this trust can increase brand loyalty and positive word of mouth. The perceived credibility of 

a product is influenced by several factors, including brand image, perceived quality, and 

customer satisfaction. 

According to Erdem and Swait (2014), brand credibility as something that has trust 

and exemplary product position information contained in their brand in terms of exemplary 

justification of claims and spreading trust is required to consistently deliver what has been 

promised. Brand credibility is a multi-characteristic term that imitates brand integrity in the 

eyes of customers. The characteristics of this term include brand reliability in terms of claim 

justification, truth, and delivery of what is advertised by the manufacturer. The benefits of 

brand credibility build customer perception, build brand credibility, and build strong 

dependence between producers and customers. 

Consumer credibility is also an important point in this research. Trust plays an 

important role in this credibility. The credibility felt by consumers towards a beauty industry 

will create a sense of trust within them. This credibility and sense of trust will later influence 

consumer decision making and purchasing interest. Bojang (2017) mentioned the importance 

of understanding the level of trust in e-marketing platforms or social media which can result 

in success or failure. In social media settings, not all components in social media can be 

trusted by the public. Therefore, the strategies used by beauty producers will determine the 

level of trust potential consumers have in them. Bruns (2018) also states that consumers' 

feelings of confusion and doubt about something are often based on beliefs which will later 

influence their buying interest and consumption behavior. 

For example, when consumers see reviews with interesting and different techniques 

from others on TikTok social media, they tend to find out more about the beauty products 

used. This is motivated by their curiosity about the product. This will also have an impact on 

increasing the brand image of the beauty product industry. 

Then the next variable that influences brand loyalty is brand resonance. Brand 

resonance is defined as how strong the customer's psychological bond of trust is contained 

in a brand, in the level of activity carried out by the brand regarding the products that will 

later be produced by the brand, this activity is triggered by loyalty, speed of repeat purchases 

and information related to the brand, events and customer loyalty. 

According to Keller (2012), brand resonance is a concept suggested to characterize 

brand relationships. Brand resonance refers to the nature of a consumer's relationship with a 

brand or more specifically, the extent to which a person feels that he or she is connected 

with a brand and feels harmony with the brand. 

Brand resonance is the emotional and psychological connection that consumers have 

with a particular brand. This is the degree to which a brand is deeply embedded in a 

consumer's identity, values, and beliefs. Brand resonance plays an important role in building 

brand loyalty as it aligns a brand's values, beliefs and emotions with its target audience, 

thereby fostering a sense of belonging and adherence to the brand. This increased trust 

contributes to strengthening brand equity, which positively influences purchasing behavior 

and encourages brand advocacy (Rabiah & Jeffry, 2022). 

Brand trust is an important factor in building brand loyalty. Companies can build consumer 

trust on social media related to the products or services offered, which can cause consumers to 

experience an emotional bond with the brand, leading to brand loyalty. This is because brand 

trust contributes to customers' tendencies to behave towards attitudes towards the brand, as 

stated by (Rabiah & Jeffry, 2022). 
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Social media marketing activities, such as providing relevant content, creating online 

communities of brand fans, and engaging in two-way interactive communications, can also 

have a positive impact on brand loyalty. For example, a study conducted by Erdogmus et al. 

(2012) revealed that brand loyalty is positively influenced by social media marketing 

activities. 

Consumer's trust social media marketing refers to the level of confidence and trust 

that consumers have in the authenticity, reliability and credibility of the information and 

interactions they encounter on social media platforms. This trust is an important factor in 

determining the success of social media marketing efforts, as it influences consumers' 

perceptions of a brand and their willingness to engage with it (Ramadhanayanti et al 2022). 

Research by Ramadhanayanti et al 2022 revealed that consumer's trust social media 

marketing can indeed strengthen the impact of the perceived credibility of a product on 

brand loyalty. This research explains that when consumers trust the information and 

interactions they encounter on social media platforms, they are more likely to consider those 

products and services to be credible and trustworthy. This trust can increase brand loyalty, as 

consumers are more likely to choose and remain loyal to brands they consider credible and 

trustworthy. 

Research conducted by Hapsari (2022) found that brand resonance influences brand 

loyalty. Brand resonance refers to the nature of a consumer's relationship to a brand or more 

specifically the extent to which a person feels that he or she relates to a brand and feels a 

connection to it. Brand trust is consumer trust in a particular brand and is very important for 

companies to be able to establish good relationships with their consumers (Dharmayana & 

Rahanatha, 2017). 

Brand resonance is a measure of the emotional connection consumers have with a 

brand. It is the extent to which consumers identify with a brand and feel positive towards that 

brand. Brand resonance can significantly influence consumer trust in social media marketing. 

When a brand is accepted by consumers, it helps build trust and credibility, which in turn can 

increase brand loyalty and positive word of mouth. 

Brand loyalty towards social media marketing can be strengthened by brand 

resonance , which in turn can increase the perceived credibility of a product. This can 

increase brand loyalty, as consumers are more likely to trust and remain loyal to brands they 

have a strong emotional connection with. 

Consumer trust in social media marketing can be strengthened by brand resonance, 

which in turn can increase the perceived credibility of a product. This can increase brand 

loyalty, as consumers are more likely to trust and remain loyal to brands they have a strong 

emotional connection with. 

Brand loyalty is an important factor in building brand loyalty, because it contributes to 

customers' tendency to behave towards the brand. Consumer trust in a brand is positively 

related to brand loyalty Yudiabisma and Ali (2019). Marketers must carefully consider brand 

factors in developing trust in a brand. 

Brand resonance is an important factor in building consumer trust in social media 

marketing. Brands should focus on creating authentic and personalized messaging, 

leveraging homophily, and using influencer marketing effectively to increase resonance and 

brand loyalty. This can increase brand loyalty and positive word of mouth, which can 

ultimately drive business growth. 

Literature Review and Hypothesis Development 

According to Yulianti & Keni (2021), brand credibility has a positive effect on attitudes 

towards the brand and brand loyalty, while brand experience has a positive effect on brand 

loyalty. The research results show that brand credibility and brand experience can create 
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brand loyalty through the mediation of attitudes towards the brand. Other research 

investigates the relationship between brand credibility and brand prestige on perceived 

quality as moderator variables. The findings indicate that brand credibility and brand prestige 

can positively influence brand loyalty through perceived quality. 

A similar thing was also found by Haq et al (2022) who stated that Perceived Product 

Credibility had a positive and significant effect on brand loyalty. When consumers perceive a 

product as credible, they tend to trust the brand, consider it reliable, and have a positive 

attitude toward the brand. This perception of credibility can increase brand loyalty, because 

consumers are more likely to repurchase the product and recommend it to others. 

In conclusion, the perceived credibility of a product plays an important role in building 

brand loyalty. Brands that are perceived as credible and trustworthy are more likely to retain 

customers and generate positive word of mouth, which can increase sales and revenue.  

H1: Perceived product credibility has a positive and significant effect on brand loyalty 

Brand resonance is a concept for characterizing brand relationships. Brand resonance 

indicates a person's nature to have a relationship with a brand or can be interpreted as 

someone feeling a similarity or connection with a brand. (Duman et al., 2018). Hapsari, 

(2022) Brand resonance is a concept suggested to characterize brand relationships. Brand 

resonance refers to the nature of a consumer's relationship to a brand or more specifically 

the extent to which a person feels that he or she is related to a brand and feels connected to 

that brand. Brand trust is consumer trust in a particular brand and is very important for 

companies to be able to establish good relationships with their consumers (Dharmayana & 

Rahanatha, 2017). 

Megawati et al (2019) found that brand resonance has a positive and significant effect 

on brand loyalty. Brand loyalty is the main commitment that consumers have to repurchase 

or secure a product or service from a particular brand. The relationship between brand 

resonance and brand loyalty can be explained through the Theory of Reasoned Action (TRA), 

which suggests that brand credibility, attitude towards the brand, and brand loyalty are 

interconnected. Based on the explanation above, the following hypothesis can be formulated: 

H2: Brand resonance has a positive and significant effect on brand loyalty 

Brand resonance is an important factor in building consumer trust in social media 

marketing. Brands should focus on creating authentic and personalized messaging, 

capitalizing on homophily, and using influencer marketing effectively to increase brand 

resonance and trust. This can increase brand loyalty and positive word of mouth, which can 

ultimately drive business growth. 

Research conducted by Eslami (2020) found that brand credibility has a positive effect 

on attitudes towards the brand and brand loyalty, while brand experience has a positive 

effect on brand loyalty. However, this research does not explicitly state whether social media 

marketing mediates the influence of brand credibility on brand loyalty. 

Yudiabisma and Ali's (2019) research found that social media marketing has a positive 

and significant effect on brand trust which ultimately influences brand loyalty. This shows 

that social media marketing can act as a mediator between the perceived credibility of a 

product and brand loyalty.  

H3: Consumer's trust social media marketing strengthens the effect of perceived 

product credibility on brand loyalty. 

Consumer trust in social media marketing can moderate the influence of brand 

resonance on brand loyalty. Eslami's (2020) research found that brand credibility has a 

positive effect on attitudes towards the brand and brand loyalty, while brand experience has 

a positive effect on brand loyalty. However, the research does not explicitly state whether 

social media marketing mediates the influence of brand resonance on brand loyalty. 
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Yudiabisma and Ali's (2019) research found that social media marketing has a positive 

and significant effect on brand trust which ultimately influences brand loyalty. This shows 

that social media marketing can act as a mediator between brand resonance and brand 

loyalty. 

Another research conducted by Alhaddad (2015) found that perceived quality, brand 

image and brand trust are determining factors for brand loyalty. This further supports the 

idea that social media marketing, through its influence on brand trust, can influence brand 

loyalty. Based on the explanation above, the following hypothesis can be formulated: 

H4: Consumer's trust social media marketing strengthens the effect of brand 

resonance on brand loyalty. 

Methods 

This research was carried out on Else Corset consumers spread throughout Indonesia. 

The reason the researcher chose this location is that Else Korset has been selling 

massively  through social media Instagram and Tiktok in unique ways so that consumers 

believe they have trust in this brand. 

The population used in this research is all Else Corset consumers with an unknown 

population size. The sampling technique used is non-probability sampling which can be used 

is accidental sampling. The criteria for taking this sample are: 

Is an Else Corset consumer. 

Buy Else Corset products more than once this year. 

Buy Else Corset products via social media Instagram or Tiktok. 

This research uses several questionnaire methods as data collection to data 

measurement instruments to measure perceived credibility of products, brand resonance, 

and consumer's trust in social media marketing. The method for analyzing moderating 

variables is moderating regression analysis or moderated regression analysis using SPSS. 

 Is there any research stating this, support with some research if available 

 Give a perspective how massive the product sold, or how many tags in social media, 

in search result is this brand in the top 10 of search to support this massive selling 

statement? 

Result and Discussion 

Hypothesis Test Results 

Moderating Regression Analysis (MRA) 

MRA uses an analytical approach that maintains sample integrity and provides a basis 

for controlling the influence of moderator variables. MRA is a special application of multiple 

linear regression where the regression equation contains elements of interaction 

(multiplication of two or more independent variables). The MRA test is used to determine 

whether the moderating variable will strengthen or weaken the relationship between the 

independent variable and the dependent variable. The regression test results are shown in 

Table 1. 
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Based on the results of multiple linear regression analysis as presented in Table 1, the 

structural equation is as follows: 

Y = a + ꞵ1 X1 + ꞵ2 X2 + ꞵ3X1.M + ꞵ4X2.M +   

Y = 0.473 + 0.432 X1 + 0.268 X2 + 0.280 X1.Z + 0.024 

The independent variables Perceived Credibility of Product (X1) and Brand Resonance 

(X2) have no contribution (constant) to the dependent variable, namely Brand Loyalty, so the 

amount of Brand Loyalty (Y) is 0.473. 

The regression coefficient value of the variable Perceived Credibility of Product (X1) is 

0.432, which means that if Perceived Credibility of Product (X) increases by one point, Brand 

Loyalty (Y) will increase by 0.473 units assuming other variables are constant. 

The regression coefficient value for the Brand Resonance (X2) variable is 0.268, which 

means that if Brand Resonance (X2) increases by one point, Brand Loyalty (Y) will increase by 

0.268 units assuming the other variables are constant. 

The regression coefficient value of the interaction variable between Perceived 

Credibility of Product (X1) and Customer's Social Media Marketing (M) is 0.280, which means 

that if the interaction variable between Perceived Credibility of Product (X1) and Customer's 

Social Media Marketing (M) increases by one point then Brand Loyalty (Y) will increase by 

0.280 units assuming other variables are constant. 

The regression coefficient value of the interaction variable between Brand Resonance 

(X2) and Customer's Social Media Marketing (M) is 0.024, which means that if the interaction 

variable between Brand Resonance (X2) and Customer's Social Media Marketing (M) increases 

by one point then Brand Loyalty (Y) will increase by 0.024 units assuming other variables are 

constant. 

Coefficient of Determination Test Results (R2) 

The coefficient of determination test is used to see the magnitude of the influence 

contribution given by the independent variable simultaneously to the dependent variable. The 

results of the coefficient of determination test are shown in Table 2. 

Table 1. Moderated Regression Test Results  

Model 

Unstandardized Coef-
ficients 

Standardized 
Coefficients 

t Sig. 
B Standar 

Error 
Beta 

1 (Constant) .473 .526   .899 .371 
  Perceived Credibility of 

Product 
.480 .101 .432 4.761 .000 

  Brand Resonance .360 .100 .268 3.611 .000 
  Perceived Credibility of 

Product *Customer’s Social 
Media Marketing 

.032 .013 .280 2.442 .017 

  Brand Resonance* Customer’s 
Social Media Marketing 

.003 .012 .024 .234 .816 

Primary Data, 2024 

Table 2. Coefficient of Determination Test Results (R2) 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .827a .684 .670 .955566196000000 

Primary Data, 2024 
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The test results provide results where the R2 value (coefficient of determination) in 

Table 2 is 0.684. This means that variations in Brand Loyalty (Y) in Els Korset can be 

influenced significantly by the variables Perceived Credibility of Product (X1), Brand 

Resonance (X2), interaction of Perceived Credibility of Product (X1) with Customer's Social 

Media Marketing (M) and Brand interaction Resonance (X2) with Customer's Social Media 

Marketing (M) was 68.4 percent while the remaining 31.6 percent was explained by other 

factors. 

Hypothesis Test Results (t Test)  

Table 3. Moderated Regression Test Results  

Primary Data, 2024 

Hypothesis testing in this research is based on the t test results presented in Table 

4.13 which can be explained as follows: 

The Effect of Perceived Credibility of Product on Brand Loyalty 

Based on the results of multiple regression analysis regarding the influence of 

Perceived Credibility of Product on Brand Loyalty, a significance value of 0.000 was obtained 

with a t value of 4.761. A significance value of 0.000 < 0.05 indicates that H1 is accepted. 

These results mean that Perceived Credibility of Product has a positive and significant effect 

on Brand Loyalty. 

The Effect of Brand Resonance on Brand Loyalty 

Based on the results of multiple regression analysis related to Brand Resonance on 

Brand Loyalty, a significance value of 0.000 was obtained with a t value of 3.611. A 

significance value of 0.000 < 0.05 indicates that H2 is accepted. These results mean that 

Brand Resonance has a positive and significant effect on Brand Loyalty. 

The Effect of Perceived Credibility of Product on Brand Loyalty with Customer's 

Social Media Marketing as a moderator 

Based on the results of the hypothesis test, the significance value of the interaction of 

the Perceived Credibility of Product variable with Customer's Social Media Marketing shows 

the number 0.017, which means it is smaller than the significant value (0.017 < 0.05), 

indicating that H3 is accepted. This means that the Customer's Social Media Marketing 

variable can strengthen the effect of Perceived Credibility of Product in Brand Loyalty. 

The Effect of Brand Resonance on Brand Loyalty with Customer's Social Media 

Marketing as a moderator 

Based on the results of the hypothesis test, the significance value of the interaction 

variable between Brand Resonance and Customer's Social Media Marketing shows a figure of 

0.816, which means it is greater than the significance value (0.0816 > 0.05), indicating that 
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H4 is rejected. This means that the Customer's Social Media Marketing variable is not able to 

strengthen the effect of Brand Resonance on Brand Loyalty. 

Conclusion 

Perceived Credibility of Product and Brand Resonance are important factors in 

influencing Brand Loyalty for Els Korset. The existence of a positive and significant 

relationship between Perceived Credibility of Product and Brand Loyalty shows that increasing 

Perceived Credibility of Product can cause an increase in Brand Loyalty. Likewise, the positive 

and significant relationship between Brand Resonance and Brand Loyalty indicates that 

fostering strong emotional relationships with customers can also contribute to increasing 

Brand Loyalty. 

 Furthermore, this research reveals that Customer's Social Media Marketing can 

moderate the impact of Perceived Credibility of Products on Brand Loyalty. This implies that 

an effective social media marketing strategy can strengthen the positive effect of Perceived 

Credibility of Product on Brand Loyalty. However, this research also finds that Customer's 

Social Media Marketing does not moderate the influence of Brand Resonance on Brand 

Loyalty, indicating that Brand Resonance has a direct and significant influence on Brand 

Resonance regardless of social media marketing efforts. 

These findings have significant implications for Els Korset's marketing strategy. To 

increase brand loyalty, companies must focus on building product credibility through high-

quality products, transparent communication, and expert support. In addition, Els Korset 

should utilize social media marketing to strengthen the positive impact of perceived product 

credibility on brand loyalty. However, companies should not rely solely on social media 

marketing to influence brand resonance, as this has a direct and significant impact on brand 

loyalty. 
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