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1. INTRODUCTION

ABSTRACT

This research tries to examine the factors influencing the positive word of mouth of
Indonesian’s consumer towards fashion brand. The factors studied include brand
credibility and brand-self connection as independent variables, brand-self connection
and brand-social connection as the mediating variables, and memorial brand
experience as the moderating variable. This study is quantitative research with data
collection method using the electronic questionnaires of Google forms. This study uses
300 respondents of Prada Italian brand in Indonesia and the data is analyzed using
structural equation modelling. The results show that brand credibility, brand self-
connection, and brand social connection have a positive effect on word of mouth. Both
brand self-connection and brand social connection mediate the influence of brand
credibility on word of mouth. This study suggests that by preserving the relationships
with consumers as well as consumer relationships with other consumers, managers
would be able to produce more positive word of mouth.

ABSTRAK

Penelitian ini mencoba menguji faktor-faktor yang mempengaruhi word of mouth positif
konsumen Indonesia terhadap merek fashion. Faktor-faktor yang diteliti meliputi
kredibilitas merek dan hubungan merek-diri sebagai variabel bebas, hubungan merek-
diri dan hubungan merek-sosial sebagai variabel mediasi, dan pengalaman merek
memorial sebagai variabel moderasi. Penelitian ini adalah penelitian kuantitatif dengan
metode pengumpulan data menggunakan kuesioner elektronik Google forms. Penelitian
ini menggunakan 300 responden merek Prada Italia di Indonesia dan data dianalisis
menggunakan model persamaan struktural. Hasil penelitian menunjukkan bahwa
kredibilitas merek, hubungan merek, dan hubungan sosial merek berpengaruh positif
terhadap word of mouth. Baik brand self-connection maupun brand social connection
memediasi pengaruh kredibilitas merek dari mulut ke mulut.Studi ini menyarankan
bahwa dengan menjaga hubungan dengan konsumen serta hubungan konsumen
dengan konsumen lain, manajer akan mampu menghasilkan word of mouth yang lebih

positif

rapid development in the era of globalization

The fashion industry is a modern urban industry
that has its own characteristics, and closely related
to the transformation and development of the
fashion industry. It is not an independent industry
but through the fusion of various high-tech, creative,
media, the traditional industry resources
integration, promotion, the combination formed a
relatively unique product, service, product
operation mode. With innovation and personalized
service instructions from their derivatives, the
fashion industry is not only limited to fashion,
jewelry, and other industries (Ma & Hu, 2017). The
fashion business is currently experiencing very
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(Gazzola et al., 2020). It operates in a highly
competitive market dominated by the presence of
global brands. Rapid changes in fashion season
impulse people to not stop buying fashion items.
That is why fashion retail sector will always expand
greater and be more attractive to be contemplated
(Sugih & Soekarno, 2015).

Nowadays, more and more people are
interested in entering the fashion business and
competing to improve their products and services.
This development of the fashion business is due to
an increase in the income and lifestyle of people in
big cities. The increase in consumer demand
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worldwide for the luxury fashion segment reached
US$ 5,363 million and is expected to increase
annually by $6.2 (Statista, 2020). This also happens
in Indonesia, when a product that is considered new
by the community appears. Consumer interest in
luxury goods in Indonesia is expected to expand due
to changes in lifestyle, in which Indonesians are able
to spend more money on luxury goods. Revenue in
Indonesia in the luxury fashion segment will reach
US$ 429 million in 2020, and each year it is estimated
to experience growth of around 8.4 percent (Statista,
2020). In order to obtain more customers, marketers
are required to build an effective strategy so that
they can build customer loyalty in the long run due
to the significant demand for luxury fashion items
(Soh, Rezaei & Gu, 2017).

In a highly competitive market environment,
every brand in the fashion industry is faced with a
credibility crisis as consumers are both alerts and
experienced in the dynamic collaborative digital
web environment. This fashion crisis has prompted
every brand to issue old products and attract new
products through various innovative processes (Lee,
Workman & Jung, 2016). One of the best way to
attract the attention of new consumers is positive
word-of-mouth communication because most
consumers will give what other consumers say as
they have used the products and services of a
company. Word of mouth (WOM) has a very
influential and effective role in the survival of a
company because WOM can spread quickly and the
potential consumers tend to trust on it. New
consumers will be fixated on a company, its
products, and services that lead to loyalty (Ngoma
& Ntale, 2019). This increases consumer confidence
in the company and its products and services and
makes consumers feel that they have made the right
choice (Suleiman & Einolahzadeh, 2018).

The need for positive world of mouth is
important for a product because it will increase the
demand for that product. On the other hand, a
product that is liked will give off a feeling of dislike
for other products because a product often competes
with other brands. Substantial weakening effect in
the competitive environment will appear on other
products in the same category if there is a positive
word of mouth (Chen, Luo & Wang, 2017). Many
factors effect positive word of mouth. Previous
studies show that brand credibility has a positive
impact on word-of-mouth (An et al., 2018), brand
loyalty and purchase intention (Martin-Consuegra
et al.,, 2018; Wang & Yang, 2010). Positive word of
mouth is also influenced by brand-self connection
and brand social connection (Eelen, Ozturan &
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Verlegh, 2017; Kwon & Mattila, 2015, Wilson et al.,
2017). In addition, brand social connection may
mediate the effect of brand credibility and brand-self
connection on positive word of mouth (An et al.,
2018).

This study examines the factors influencing
positive world of mouth in fashion industry. The
study focuses on Prada as one a luxury Italian
fashion brand. The Italian fashion brands have their
own characteristics and characters which are
influenced by the designers behind them. Prada,
initially this trendy outfit attracted young
consumers of fashion, this is because Prada has
outlets all over the world and is more accessible to
several other top brands. The most expensive
clothing products in the world are known for their
simple, distinct, and comfortable designs.

The product was made into a film with the title
“Devil Wears Prada” (Izzah, 2018). In 2020, as the
economy is in decline, nothing can predict sales and
growth for luxury brands as accurately as online
popularity today. As you can see from the above
data provided, Prada, The brand has grown to
become one of the most well-known luxury brands
in the industry with the appearance of a product of
sports shoes and designer sneakers that propelled
Prada to the top of the most popular luxury brand,
and successfully attracted consumers' interest.
However, these efforts were not sufficient to keep up
with the competition. Prada lost four points in 2020
and finished in thirteenth (Beauloye, 2020). Based on
the explanation described above, the researchers are
interested in Prada luxury Italian fashion brand
credibility = from the Indonesian people’s
perspective. The researcher raised the topic of
Global luxury Italian fashion brand because Italy has
a very strong history and influence in the world of
fashion, as previously mentioned.

2. THEORETICAL FRAMEWORK AND
HYPOTHESES

Global Luxury Fashion Brand

Global brands are characterized by having the
awareness and use of the same name and logo. It is
internationally managed, and can be accessed in
various parts of the world; and at least 5 percent of
the brand's sales from abroad. For many global
brands, especially those that have been global for a
long time, a similar positioning is not possible
because the local image may be different from the
global image, while its position is outstanding in
most other markets as a global brand. Global brands
have the same marketing strategies and plans in
major markets (Rahimnia & Sarvari, 2019).
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Currently, the luxury goods industry is the sector
with the strongest presence in global brands. Luxury
brands must not adapt to local customers and
markets. Manufacturers must develop and produce
goods that they can and can, following their heritage
and knowledge, to increase sales and adapt to new
markets: 'brands must always dominate their clients'
(Donzé, 2020).

Luxury brands represent authentic, prestigious,
exclusive, and prestigious products even though the
product is not important. Besides that, luxury
brands also offer a symbolic value and high level of
emotional (Giovannini, Xu & Thomas, 2015). Several
studies have emphasized how luxury goods
offerings provide consumers with the best possible
experience as well as symbolic benefits (i.e., social
recognition or prestige, etc.), which derive from the
intangible assets of the brand (Codignola, 2018).
Nowadays, luxury fashion consumers continue to
appreciate the opportunity to see and touch the
products they are about to buy, as this requires a
satisfying experience and offers the opportunity to
evaluate product quality (Mir-Bernal, Guercini &
Sédaba, 2018). Therefore, by using luxury brands,
consumers can show a high level of welfare, because
brand products can increase social status by
triggering the aspirations of their group (Makkar &
Yap, 2018). The global luxury culture is formed by
the desire of consumers for luxury products that
have crossed national and regional cultural
boundaries (Liu et al., 2016). Luxury brands are now
facing the variety of the world and a variety of
multicultural consumer interpretations. Luxury
fashion brands are now being challenged to find a
balance with the specific characteristics of their
respective markets as globalization makes brands
available in diverse cultural contexts. (Bilgin et al.,
2017).

Signaling Theory and Brand Credibility
From a company value perspective, the value in
brand assets will be realized if shareholders are
aware of it. Signaling theory is used to reduce
uncertainty and assist stakeholders (brand signal
recipients) in perceiving the quality and value of
brand offerings (Karanges et al., 2018). This research
uses signaling theory as a framework for the analysis
of positive word of mouth and the adoption of a
signaling framework for the analysis of brand
impact on consumer behavior, and investigates the
critical role that brand credibility could perform in
positive word of mouth (WOM).

Signaling theory explains the relationship
between the sender and the receiver of the 'signal’,
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in the sense of communication in the delivery of
positive things from the sender. According to this
theory, the sender chooses how to communicate
with the receiver and the receiver decides how to
digest it (Na et al, 2019). The assumption of
signaling theory is that there is information
asymmetry, in the sense that there are internal
parties who have accurate information about
something that is not known by external parties.

Due to information asymmetry, internal parties
are required to signal to external parties
(Puspitaningtyas, 2019). Brand signals have various
meanings and are used in various contexts, brand
signals are their offerings that send information
about the quality and value of the brand offering.
However, brand signals do not include information
about the brand in detail because they are extrinsic,
so brand signals only provide conclusions or basic
information about the actual brand features
(Karanges et al., 2018). Brand value as a credible
signal is consumer-based brand equity. The
credibility of a brand's signal creates intangible
benefits, reduces the risk and cost of information
perceived by consumers, and also improves the
perceived quality because consumer utility increases
the added value of the brand. The central
construction in this case is the credibility of the
brand as a signal (Erdem & Swait, 2016).

Credibility can be broadly defined as the
trustworthiness of a brand at any given time.
Therefore, brand credibility is a belief in the
information that is owned by a brand, that is,
consumers tend to notice that the brand has the
expertise or ability, and also has the will and trust to
deliver what has been promised (Vidyanata,
Sunaryo & Hadiwidjojo, 2018). A brand is
considered credible if the brand shows that it can be
relied on from a brand positioning that increases
brand consideration, evaluation, and choice,
therefore it can be said that evaluation and
consumer brand intentions are preceded by brand
credibility (Mandler, Bartsch & Han, 2020).The core
definition of brand credibility has two components,
which are, ability in the delivery of information
offered by the company (i.e. expertise) and also the
company must be considered to have the ability and
can be trusted in delivering what has been promised
(i.e. trustworthiness) (Nayeem, Murshed &
Dwivedi, 2019).

A brand has the trust and expertise obtained in
the cumulative impact of the previous marketing
carried out by a brand, so it is no wonder that brand
credibility is reflected in marketing strategies such
as advertising, because as has been explained that
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brand credibility places product positioning. This
allows consumers to see less risk during the
decision-making process. In line with that, an
important factor that contributes to the overall
corporate image is brand credibility (Martin-
Consuegra et al., 2018). Therefore, it can be said that
brand credibility is able to reduce the level of risk
and cost of information related to products and
services, and is also able to improve the perceived
quality, this affects the thoughts or responses of
consumers if the two same products are offered
(Ladeira, Santini & Jardim, 2020).

Social Identity Theory

Social identity is an individual belief that he come
from members of certain social groups and this
belief arises from comparisons between groups that
have been selected with other groups (Caricati &
Sollami, 2018). Social identity consists of individuals
in groups, where individuals have adopted the
group’s point of view and behave as members of the
group. The group itself is a collection of individuals
who have the same mindset where they perceive
themselves with other people in the group as
similar, behave similarly, identify with each other,
and share the same opinion (Mangum & Block,
2018). By wusing social identity theory as its
framework, this research not only focuses on self-
connection but also focuses on interactions within
the group. In social identity theory, group outcomes
are very important, therefore, group members have
more extreme behavior in protecting their social
identities. In this theory, it is important for group
members to protect their identity in order to protect
their self-esteem (Jansen & Delahaij, 2019). Members
in groups tend to create positive self-identities, so it
is natural for members to think more positively
about inner groups and more negatively about
outside groups. Individuals will value the group
more if they are members of the group, so this can
create gaps between the inner group and the outer
group (Guan & So, 2016)

Self-brand connection focuses more on
consumer tendencies towards brand characteristics
that will form relationships related to self-image.
Therefore, the development of self-brand
connections in consumers can have several
additional benefits, such as social approval,
expression of individuality, and increased self-
esteem (Lee et al., 2019). Self-brand connection not
only forms a different self-concept but also
encourages different consumer motivations and a
unique self. Self-concept consists of public and
private self-awareness (Ye et al., 2015). As already
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explained, self-brand connections arise due to a
certain level of familiarity with the brand you like.
However, consumers will show their negative
attitude towards a brand if the brand is considered
unfavorable (Tan et al., 2018).

Brand Social Connection in social groups can
produce emotional connections. In searching for
information for a particular brand, customers
interact with various types of social media
platforms. Website reviewers and other bloggers,
build brand social relationships with like-minded
people (Zhang et al., 2017). When trademarks are
used as visual branding, people need to have, the
fundamental human motivation, to enhance and
enhance social relationships, play an important role
in shaping responses. So it can be said that if the
need for social relationships cannot be met, then
people will feel lonely and try to compensate for it
(Orth et al.,, 2017). The tendency of consumers to
create social bonds with brands can lead to strong
and meaningful relationships with brands, this has
resulted in positive results (Panigyrakis, Panopoulos
& Koronaki, 2020)

Word of Mouth
Word of mouth (WOM) is one of the oldest ways to
communicate information and has been identified
throughout many ways (Huete-Alcocer, 2017).
WOM is defined as informal communication that
conveys or informs other consumers about the use,
control, and quality of certain goods and services
(Ahmadi, 2019). These statements can be either
positive, neutral, or even negative (Ngoma & Ntale,
2019). Communication between consumers is a
consumer evaluation of the shopping experience
(Mehrad & Mohammadi, 2017). It can be said that
the information obtained by word of mouth doubles
as interpersonal, online, and direct communication.
In every company, marketing managers have long
been interested in word of mouth that has a major
impact on consumer buying behaviour (Paley, Tully
& Sharma, 2019). Things like listening to suggestions
from friends, reading reviews on the internet, or
reading complaints on social media can influence
purchasing decisions and potential customers'
attitudes towards a brand. When people get a WOM
message, they process the quality of the message
content and source characteristics. Both elements
have been shown to influence individual WOM
attitudes and acceptance (Le, Dobele & Robinson,
2018).

The WOM is informal communication
regarding the evaluation of goods or services.
Cognitive and emotional elements are involved in
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word of mouth. This is sought after by consumers
who are not familiar with the product or service
because according to consumers experienced
personal sources are considered more credible and
trustworthy (Bond, He & Wen, 2019). In the real
world market, it is not only products that are
integrated, but also product features, so that Word-
of-Mouth is assessed in a complex manner by
humans collectively. Brand loyalty and brand trust
in the same product tend to support each other. The
potential enforcement will be applied to other
products with the same brand which will lead to
positive word of mouth. On the other hand, a
product that is liked will give off a feeling of dislike
for other products, because a product often
competes with other brands. Substantial weakening
effect in the competitive environment will appear on
other products in the same category if there is a
positive word of mouth (Chen et al., 2017).

Memorial Brand Experience
So far, experience has been a central element.
Moreira, Fortes & Santiago (2017) stated that a
successful experience is a feeling that the customer
feels as memorable and unique, an experience that
wants to be repeated and maintained over time and
remains  enthusiastically = promoted.  Brand
experience is a personal subjective feeling,
sensation, and cognition caused by external stimuli
of the brand, such as packaging, environment,
communication, design and identity. Therefore,
brand-related stimuli can drive consumers with the
brand (Kim & Chao, 2019). Satisfaction, brand
attitude, and consumer feelings impact brand
experience (Aiswarya & Krishnan, 2019). Brand
experience focuses not only on product-oriented
sales, but also on the customer experience. This
applies to all types of products and services, as it
allows consumers to interact and engage with
brands (Li, 2018). Not only that, but the brand
experience can also be used as a precedent in
product behaviour. This can be a full evaluation or
assessment of a brand based on features and
advantages as well as product recognition, and it can
be an increase in brand valuation (Omar, 2020).
Brands must be able to offer a memorable
experience because, in an increasingly competitive
business environment, it is important for brands to
create experiences for customers if brands are to
build and differentiate = themselves from
competitors. Memorial brand experience can
increase affective commitment, strengthen brand
equity, increase customer satisfaction, and also
improve brand-consumer relationships (Iglesias,
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Markovic & Rialp, 2019). Therefore, there is no
doubt that many companies try to make consumers
experience the brand experience first, this is done so
that consumers can find the advantages of the brand
and the company can use this to develop and
enlarge, as well as compete in the market (Zhang,
2019). This cause, the brand experience becomes a
concern that is being pursued by business people.

Brand Credibility and Brand-Self Connection
Inthis research, the researcher assumed that the
credibility of a brand could form a more effective
brand-self connection. The needs of brand in
developing relationships with consumers are very
important. This is necessary so that consumers can
develop a personal identity with the brand and also
a positive attitude or preferred behavior, this action
is necessary so that consumers can tie themselves
with them (Ferreira et al., 2019). An important aspect
of brand engagement is a brand-self connection, this
is manifested in the emotional and cognitive
relationships between consumers and brands (Rosli
et al., 2019).

When more than one brand claims to be the best
product or service, it's a time like this a source of
credibility is needed. Positive consumer dependence
can be obtained if consumers believe that a brand
can be trusted in delivering its promises (Jeng, 2016).
The brand is the signal giver and the consumer as
the receiver who interprets the signal. Brands use
credibility in "signaling" to consumers and will be an
added value if the brand has a good reputation.
Then consumers will think that the brand is trusted.
Informing an individual identity, a brand is the right
element. When individuals reflect their identity in a
brand, individuals will identify through the brand
and use the brand in communicating with other
people. Consumers use a credible brand in reflecting
and communicating their self-concept (Black &
Veloutsou, 2017). In social identity theory, in
increasing self-esteem, individuals tend to identify
with social categories (De Veirman & Hudders,
2020). Before individuals identify in social
categories, individuals must evaluate their social
groups and categories in increasing their self-esteem
(Thuy & Von der Heidt, 2018). In identifying social
categories and groups, consumers tend to evaluate
specifically and positively, credibly. Therefore, if a
brand is credible in terms of brand value, consistent
in the delivery of the brand, then consumers will be
better able to recognize them with the brand. Hence,
the research proposes:
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H; Brand credibility positively affects brand-self
connection

Brand Credibility and Brand-Social Connection
Individuals will choose groups that have identical
characteristics or attribute to identify themselves in
order to feel greater self-esteem (An et al., 2018).
Research conducted by Hayes & Carr (2015) states
that social groups are important to consumers
because this confirms the identity of consumers who
often buy and use brands in social groups. Brand is
a tool used to connect consumers with other
consumers, this is shown in a research of brand
communities (Seo & Buchanan-Oliver, 2015). In
organizations, signaling theory has proven useful in
explaining how  organizations attempt to
communicate signals to external parties regarding
the potential and quality of the brand (Park & Patel,
2015). Application of this theory can help
individuals in understanding about the signal the
organization comes from, what flows from the
source, and its impact on the decisions of parties
outside the brand (Drover, Wood & Corbett, 2018).

According to social identity theory, individuals
in having social groups to increase their self-image
tend to choose groups with distinctiveness,
characteristics, and a good reputation (Brown, 2020).
In social groups, individual identification will be
reflected. The theory of social identity states that a
sense of belonging can be grown from consumers
who support a brand. This concept shows broadly
that self-concept is a factor of self-identity and also
social identity obtained from social groups (Kuo &
Hou, 2017). Emotion in the community is a social
identity, where consumers can enhance brand
relationships  through their social identity
(Vernuccio et al., 2015). From the above discussion,
the research argues that consumers will perceive a
brand as attractive if the brand is credible, and with
the same brand, consumers can increase self-esteem
by identifying or comparing other customers.
Therefore, the research proposes:

H; Brand credibility positively affects brand-social
connection
Brand-Self and Brand-Social
Connection
Social identity theory is used in explaining the
brand-self connection and brand-social connection.
Social identity theory suggests the research of
identity motives, customer self-expression, self-
improvement, and self-esteem in building

meaningful brand-self connection relationships.

Connection
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Therefore, this theory tends to be wused in
understanding consumer behavior because every
consumer is different, however consumers see
themselves as part of a social group (Rather, 2018).
Social identity theory states that in increasing self-
esteem, individuals will associate with individuals
or groups that match or reflect the desired identity
(Mousavi, Roper & Keeling, 2017). According to the
theory, self-concept is an individual's belief about
himself, and social identity is a self-concept that
partly comes from social groups (O’Connor et al.,
2018). Self-concept is a person's description of
themselves based on their personal attributes and
the roles they play. It is important to know that what
individuals see in themselves will be different when
other people see because of their different values
(Banahene, 2017). Individual psychological needs
can be met if a relationship with a brand is achieved,
not only psychological needs, but individuals can
determine their identity and also relate to other
people (Hermanda, Sumarwan, & Tinaprillia, 2019).
Therefore, consumers will share their positive
experiences with a brand to others if their consumers
are comfortable with the brand.

The concept of comfort can be realized if the
relationship with the brand is established, and the
brand can reflect consumers. Therefore, it is
necessary to identify ourselves first before
identifying users of other brands (An et al., 2018).
This research uses social identity theory in
explaining the brand-self connection with brand-
social connection. According to the theory,
developing and maintaining social identity is
something individuals do as members of a group,
and brands are one way to reflect their personality
or identity. Consumers will recommend a brand to
others if they feel connected to the brand and the
brand is seen as a reflection of the consumer's social
relationships. This will make consumers a "brand
ambassador" to build stronger relationships
(McKeown et al., 2016). Therefore, through brand-
self connection activities, it will create a brand-social
connection. The research then proposes the
hypothesis as the following;:

Hj; Brand-self connection positively affects brand-
social connection

Brand-Social Connection and Positive Word-of-
Mouth

Brand social connection produces emotional
connections made with social groups. Customers
tend to look for information about a particular brand
and this is related to various social media platforms.
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It can be argued that both website reviewers and
bloggers build brand social relationships with like-
minded people. This is how in a customer-centric
marketing strategy it can build emotional
connections and lead to high levels of word of
mouth (Zhang et al., 2017). In social identity theory,
individuals who have identified themselves with a
social group, individuals tend to protect and
promote group interests in building and
maintaining consistent self-esteem and self-image
(Jansen & Delahaij, 2019). There are many driving
factors in the concept of word of mouth. In building
and maintaining the relationship between the
company and stakeholders it is very important;
more especially with customers in getting the
benefits of positive word of mouth (Babi¢ et al.,
2015). What can affect the attractiveness of a brand
in customer reference is word of mouth (Syahrivar
& Ichlas, 2018).

According to Poturak et al. (2018), in creating
positive word of mouth, a relationship between the
brand and its consumers is needed which is
promoted by the brand-social connection. Several
studies have found that brand social connections
produce positive word of mouth promotion.
According to research conducted by Wu, Fan, &
Zhao (2018) states that many individuals tend to be
motivated to develop and maintain social identity if
they have become part of a group where the brand
is the result of their personality. If consumers have
become part of the social group of a brand,
consumers tend to be involved in word of mouth
which is more towards showing their uniqueness,
personality, expertise, and status (An et al., 2018). In
line with the research done by Um (2016), found that
the social identity of consumers, in showing a high
social identity, the Positive Word-of-Mouth will also
be greater. Therefore, the research proposes:

H; There is a positive effect of brand-social
connection towards positive word-of-mouth

Brand Credibility, Positive Word-of-Mouth and
Mediating Role of Brand-Self Connection and
Brand-Social Connection

Brand credibility is a strong basis for individuals in
dealing with beliefs, values, and the symbolic
identity of a brand, and when dealing with other
brand users, consumers will be more confident (An
et al., 2018). The needs of brand in developing
relationships with consumers are very important.
This is necessary so that consumers can develop a
personal identity with the brand and also a positive
attitude or preferred behavior, this action is
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necessary so that consumers can tie themselves with
them. The more the brand relates to the consumer,
the more the brand will benefit from the
relationship, one of which is positive word of mouth
(Ferreira et al., 2019). Signaling theory stated that
due to information asymmetry, internal parties are
required to signal to external parties
(Puspitaningtyas, 2019). Social identity theory,
group outcomes are very important, therefore,
group members have more extreme behavior in
protecting their social identities. In this theory, it is
important for group members to protect their
identity in order to protect their self-esteem (Jansen
& Delahaij, 2019). By using these two theories, the
researcher assumes that consumers will connect
with a brand if the brand has high credibility.
Consumers tend to maintain, improve, and also
promote both within themselves, which are brand-
self connection, and in social groups, which are
brand-social connection.

Brand credjibility is a signal or product position,
where consumers must trust the information
provided by a brand, and whether a brand is able
and consistent in fulfilling what the brand promises.
According to El-Baz, Elseidi, & El-Maniaway (2018),
having a reliable source of information that is more
credible, such as word of mouth, can affect
credibility positively or negatively. Word of mouth
is a power that can make or break a brand. Morhart
et al. (2015), states that credibility has a positive
effect on word of mouth. Furthermore, Folkvord et
al (2019) states that brand credibility (trust) is a good
predictor of customer loyalty (including positive
word of mouth), and it has also been confirmed that
the relationship of brand credibility (trust) to
positive word of mouth.

Brands help consumers express who they want
and who they are. Brand-self connection symbolizes
who a person is or wants to be and the extent to
which the brand is incorporated into oneself.
According to Eisingerich et al (2015), brands will be
more closely related to consumer identities than
others, and this will get consumers involved in
WOM so that brands communicate the identity they
want to others. A strong brand-self connection can
increase and show the extent to which consumers
will use the brand to express themselves. This can
promote positive word of mouth about the brand
(Eelen et al., 2017). Previous research done by
Stephen & Lehmann (2016) states that the brand-self
connection relationship is very strong and if there is
a consumer desire to promote the brand to many
other consumers quickly, loyal consumers tend to be
motivated to get involved in word-of-mouth.
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Therefore, an assessment of whether personality is a
good predictor of behavior will not be clear if there
is no relevant information about the brand-self
connection (Sicilia, Delgado-Ballester, & Palazon,
2016). Therefore, the research introduced the role of
brand-self connections in better explaining positive
word of mouth behavior.

One of the significant factors in producing word
of mouth (WOM) is a social identity because
individual identification has an important role in
their social environment, this is ideal in expressing
individual needs (Borges-Tiago, Tiago, & Cosme,
2019). In building the social identity of consumers, it
allows brands to fulfill their own needs and build
relationships with other members in the group.
Therefore, it is important to analyze brand-social
connections when researching about individuals
and also the formation of individual relationships in
groups (Hajli, 2018). Several studies on the brand-
social connection have a relationship with WOM.
The results of the research from Gonzalez-Soriano et
al (2020) show that brand-social connection has a
positive effect on word of mouth. As such, the effect
of WOM can occur, social capital is the channel. As
discussed above, it can be concluded that if a brand
is capable and trusted in delivering what is given, it
will tend to produce a brand-self connection. Then,
with brand involvement, individuals will tend to
connect with the brand community in building
social relationships, this can increase their self-
esteem. Therefore, the research proposes the
hypothesis as the following;:

Hs Brand-self  connection and  brand-social
connection,  respectively, = mediates  the
relationship between brand credibility and
positive word of mouth

Brand Credibility, Brand-Self Connection, and
Moderating Role of Memorial Brand Experience

So far, this research has explained that brand
credibility acts as a signal that makes consumers
comfortable in categorizing themselves with a brand
or in other groups or other users in the same brand
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by generating positive word of mouth. It can also
protect and maintain consumers' social identities. In
shaping each consumer experience will be different
because this is related to the consumer's
consumption experience of the brand (Hussein,
2018). Brand credibility is basically a cognitive
assessment of brand experience and trust. The
assessment is imbued with an emotional and
positive experience of the brand, which helps the
customer to develop a stronger relationship with the
brand (An et al., 2018).

Brand experiences that have positive or
memorable memories will make it easier for
consumers to identify and distinguish the brand
from other brands (An et al, 2018). Brand
experiences are affective, behavioral, sensory, and
intellectual responses that arise as a result of stimuli
associated with the brand. So, in describing the
brand experience associated with the brand through
relationships, in this case, the consumer shows the
relationship between self-brand connection and
brand experience (Schmith, Josko Brakus, &
Zarantonello, 2015). Not only do consumers use and
dispose of a product or service to fulfill their needs,
but consumers also buy brands for experiences
related to them (Biscaia et al., 2017). In the process of
building a lasting consumer-brand relationship, the
benefits of self-transformation are not enough, but
the brand experience with the brand is also a
consideration. This is because self-experience
provides consumers with self-verification (Trudeau
& Shobeiri, 2016). Brand experience is the result of
forming consumers on the brand-self connection.
Consumer brand identification is influenced by a
distinctive and memorable experience, which will
result in brand loyalty. Consumers tend to create
relationships or interest in, and these relationships
are strengthened and enhanced through self-
verification (Granitz & Forman, 2015). As discussed
above, therefore, the research proposes:

He Memorial brand experience moderates the
relationship between brand credibility and
brand-self connection
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Figure 2.1 Conceptual Model

3. RESEARCH METHOD

This research uses primary data, obtained directly
through electronic media, which is online
questionnaires using Google form and distributed to
Indonesia consumers personally through social
media as a mediation to help distribute
questionnaires more quickly and efficiently.
Researchers also used interview by phone to obtain
the data, which is an efficient way to collect data
when it requires fast responses and covers a sample
that spread across different geographic areas to get
responses.

The study used judgmental sampling to get the
data, also known as purposive sampling with
subjects are selected according to the expertise of the
subject being analyzed. The sample consists of the
respondents who understood and have bought the
Prada Italian fashion brand. From both type data
collection, the only valid amount to 312 due to
criteria sampling, the researcher decided to use 300
questionnaires for data analysis to achieve a sample
size. Twenty-three questionnaires are not eligible
because do not meet the criteria.

Likert scale is used to test all subjects agree or
disagree with statements (Table 1) on a five-point
scale between 1 (strongly disagree) - 5 (strongly
agree). Data collected was processed using the outer
model and inner model by Partial Least-Structural
Equation Modeling Square (PLS-SEM) approach
and path estimate. According to Raykov &
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Marcoulides (2006), there are two main reasons for
using SEM. First, SEM provides a method for
including measurement error in the observed
variables. On the contrary, traditional regression
analysis ignores the measurement error in the
observed variables. Consequently, the regression
result is possible to be incorrect and misinterpret the
substantive conclusions. Second, SEM applications
have the purpose of studying the indirect effects.
Therefore, SEM enables the researcher to develop,
estimate, and test complex multivariable models
and studies both the direct and indirect effects of the
variables.

Direct effects define the effects that go directly
from one variable to another variable. Yet, the
indirect effects represent the effects between two
variables that are mediated by one or more
intervening variables which are often referred to as
mediating or moderator variables. Correspondingly
to the research model of this research, SEM is used
as the basic model for the study because it involves
two mediating variables and one moderating
variable to analyze the relationship between the
independent and dependent variables. PLS-SEM is
usually used to focus researchers on prediction and
theory development and is more ideal for
exploratory research with weak theories. It estimates
the outer and inner models simultaneously, more
suitable for testing moderation effects (Usakli &
Kucukergin, 2018).
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Table 1. Measurement Scales

Construct Items Code References
Prada is dependable. BC_1
I trust Prada’s name. BC_2
Brand Prada has the potential to deliver on what it BC 3
Credibility promises. - Anetal,
Prada generates what it promises. BC_4 (2018)
Over time, the experience with the product makes
me hope that Prada will keep its promises in BC_5
delivery.
Prada has become a part of who I am and makes BSeC 1
me who [ am.
I personally feel connected to Prada. BSeC_2
Prada reflects who I am. BSeC_3
Brand-Self ) . An et al
Connection Prada identifies who I really am. BSeC_4 1;81 83 s
Prada can be used to communicate to others who I ( )
BSeC_5
am.
Prada helped shape me to be the kind of person I BSeC 6
want to be.
Prada suits me well. BSeC_7
Through.Prada, I am considered a member of the BSoC._1
community.
Brand-Social Through Prada, I connect with other users. BSoC_2 Anetal
Connection x
Through Prada, I can get to know many new BSoC_3 (2018)
people.
I think people judge me on that basis for this brand,
. . BSoC_4
so this Prada is important to me.
I recommend Prada. PWOM_1
When I use Prada, I am proud to say it to others. PWOM 2 Issock Issock
I talk highly about Prada. PWOM_3  etal, (2019);
Positive I'm talking about the good side of Prada. PWOM 4 Esenyel &
Word of Mouth | mostly convey positive things about Prada to PWOM 5 Emeagwali,
others. -
o (2019)
I have outspoken positively about Prada to others.  PWOM_6
I advise people to purchase products from Prada. PWOM_7
I encourage others to buy Prada. PWOM_8
Prada makes me think. MBE_1
Prada left a strong impression on my memory. MBE_2
Memorial Prada increased my interest in the products offered. =~ MBE_3
Brand. Prada evokes my sense of excitement about the MBE 4 Jeongetal,,
Experience product being offered. - (2017)
I actively participate in monitoring the products of MBE_5
Prada.
I have special thoughts regarding Prada. MBE_6
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4. DATA ANALYSIS AND DISCUSSION

This research aims to examine the positive word of
mouth of the Indonesian consumer in terms of brand
credibility, brand-self connection, brand-social con-
nection, and memorial brand experience in the use
of Prada Italian fashion brand using data from 300
respondents of the Indonesian consumers. Data
were calculated using SmartPLS 3.2.9 software to

answer existing research problems using statistical
methods and models. This research is aimed at re-
spondents who understand and have bought the
previous global brand used in this research. Table 2
shows that the most dominant respondents were fe-
male (64.3%), aged 20-24 years (81%), and statuses as
a college student (76.7%).

Table 2. Description of Respondents

Brand Demographics  Category Frequency Percentage
Female 193 64.3%
Gender
Male 107 35.7%
16 - 19 years old 39 13.0%
Prada Itali Age 20 -24 years old 243 81.0%
rada ltalian 0

Fashion Brand >24 years old 18 6.0%
Students 1 0.3%
] College Student 230 76.7%

Profession
Employee 52 17.3%
Entrepreneur 17 5.7%

The researchers firstly evaluated the latent variables have a composite reliability value

measurement model to verify indicators and latent
variables that can be tested later before testing the
hypothesis, to predict the relationship between latent
variables in the structural model. The results in Table
4 shows that all value of the factor loadings from
indicators has values above 0.7, so, overall, each latent
variable has been able to explain the variance of each
of the indicators that measure it (Hair et al., 2017). The
next criteria are composite reliability, Cronbach alpha
and convergent validity (AVE) is presented in Table
4. Based on the composite reliability and Cronbach
alpha value presented in Table 4, it shows that the five

above 0.7. This means that the predetermined
indicators have been able to measure each latent
variable (construct) well or it can be said that the five
measurement models are reliable. The better
Convergent validity value is indicated by the higher
correlation between the indicators that make up a
construct. The AVE value in Table 3 shows that the
five latent variables have an AVE value above the
minimum criterion, which is 05 so that the
convergent validity measure is good or it can be said
if it has met the convergent validity criteria.

Table 3. Variables, Factor Loading, Composite Reliability, Cronbach Alpha, and AVE

Variables Code Mean  Standard Deviation  Factor Loading AVE
BC_1 3.690 0.938 0.835
Brand Credibility BC_2 3.590 0.943 0.854
CR=0.929 BC_3 3.580 0.971 0848  0.724
CA=0.905 BC_4 3.553 0.949 0.851
BC_5 3.610 0.937 0.866
BSeC_1 3.787 0.987 0.845
BSeC_2 3.853 1.016 0.801
Brand-Self BSeC_3 3.437 0.996 0.856
omection BSeC_4 3.470 0.967 0849  0.689
CA= 0925 BSeC_5 3.427 0.965 0.837
BSeC_6 3.723 0.976 0.824
BSeC_7 3.557 1.003 0.796
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Variables Code Mean Standard Deviation Factor Loading AVE
Brand-Social BSoC_1 3.570 0.989 0.867
Connection BSoC_2 3.537 1.031 0.873 0741
CR=0.920 BSoC_3 3.687 1.001 0.836 '
CA=0.884 BSoC_4 3.553 0.994 0.867
PWOM._1 4.093 0.904 0.840
PWOM_2 4.000 0.990 0.791
Positive PWOM_3 3.847 1.109 0.777
Word of Mouth PWOM._4 3.907 1.088 0.799 0.660
CR= 0.940 PWOM_5 3.833 0.952 0.812 '
CA=10.927 PWOM._6 3.893 0.967 0.838
PWOM_7 3.857 0.968 0.839
PWOM_8 3.883 0.943 0.803
MBE_1 3.860 0.997 0.807
Memorial MBE_2 3.883 0.964 0.821
Brand Experience MBE_3 3.807 0.947 0.830 0.607
CR=0.932 MBE_4 3.883 0.947 0.897 '
CA=0.913 MBE_5 3.907 0.958 0.876
MBE_6 4.030 0.988 0.774

Furthermore, Table 4 shows that all variables than 0.9(Hair et al., 2017). The HTMT criterion was
achieved descriminat validity according to the  met (Table 5) because the mutual variance between
Heterotrait-Monotrait ratio of correlations (HTMT).  constructs was lower than the cut-off values of 0.90,
To ensure descriminat validity between the two  thusindicating the distinctiveness of our constructs.
reflective structures, the HTMT value must be less

Table 4. Heterotrait-Monotrait Ratio
BC BSeC BSoC MBE

BC

BSeC 0.487

BSoC 0.740 0.552

MBE 0.156 0.590 0.317

PWOM 0.384 0.393 0.355 0.654

The next structural model evaluation stage is the  at this stage, and the path coefficients (T-value and P-
next stage of the PLS-SEM analysis. The results of the ~ value) to directly or indirectly get the effects of each
Common Method Biases Test (CMB), Goodness of Fit ~ variable.

(GoF), R square values, Q square value will be shown

Table 5. Outer Variance Inflation Factor

Brand Credibility grand-S.elf Brand-So'cial Memoria'l Positive
onnection Connection Brand Experience  Word of Mouth
Indicators VIF Indicators VIF Indicators VIF Indicators VIF Indicators VIF
BC_1 2298  BSeC_1 3.373  BSoC_1 2381 MBE_1 2325 PWOM_1 3.008
BC_2 2548  BSeC_2 2.777  BSoC_2 2538 MBE_2 2384 PWOM_2 3.351
BC_3 2349  BSeC_3 3.601 BSoC_3 2100 MBE_3 2576 PWOM_3 2.668
BC_4 2550 BSeC_4 2999 BSoC_4 2463  MBE_4 3576 PWOM_4 2311
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Brand Credibility Brand-S.elf Brand-So.cial Memorizil Positive
Connection Connection Brand Experience = Word of Mouth
Indicators VIF Indicators VIF Indicators VIF Indicators VIF Indicators VIF
BC_5 2.647  BSeC_5 3.370 MBE_5 2272 PWOM_5 2527
BSeC_6 3.005 MBE_6 1.866 PWOM_6 2.969
BSeC_7 2.798 PWOM_7 2762
PWOM_8 2.402

To show whether the issue exists or not is to test
the variance inflation factor (VIF) value in testing the
CMB on the research model. VIF can be explained as
an indicator of the influence of other independent
variables on the standard error of the regression
coefficient, where a large VIF value indicates the high
level of multicollinearity (Hair et al., 2017). According
to Garson (2016), the rule of thumb has a limit of 5.

multicollinearity in the indicator, the VIF value can’t
exceed 5. Table 5 shows the outer VIF column shows
that all indicators have a value of less than 5 so that it
can be said that the model is free from common
method bias problems. Subsequently, The results
shown in Table 6 in the VIF column show that all
relationships have a value of less than 5 so that it can
be said that the model is free from common method

Thus, to show the absence of bias and  bias problems.
Table 6. Inner Variance Inflation Factor
Brand Brand-Self Brand-Social Memorial Positive

Credibility Connection  Connection Brand Experience Word of Mouth
Brand
Credibility 1.021 1.254 1.783
Brand—S?If 1954
Connection
Brand-SgClal 1783
Connection
Memqual Brand 1.021
Experience
Positive
Word of Mouth

The structural suitability will be acknowledged if
the suitability of the measurement is proven. The
structural model consists of factors and arrows that
connect one factor to another. Goodness of Fit (GoF)
is applied to test whether the research model can
adequately explain empirical data (Garson, 2016). The
GoF value lies between 0 and 1, where the value is
sufficient to explain the empirical result. GoF values

between 0 and 1, with a value of 0.10 (small), a value
of 0.25 (medium), and a value of 0.36 (large)
indicating the global validation of the path model.
Table 7show the results of the calculations of GoF. It
can be concluded that the empirical data is suitable
and fits the model because the AVE is higher than
0,50.

Table 7. Goodness-of-Fit Index Calculation

Variable AVE  R-Square
Brand Credibility 0.724
Brand-Self Connection 0.689 0.463
Brand-Social Connection 0.741 0.492
Positive Word of Mouth 0.660 0.150
Memorial Brand Experience 0.697
AVERAGE 0.702 0.368
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Table 8 shows the summary of fit model based
on the standardized root mean square residual
(SRMR), Normed Fit Index (NFI), and RMS Theta.
The results of the fit model summary shows an SRMR
value of 0.136> 0.100 and an NFI value of 0.810< 0.9,

therefore this cannot be concluded directly to show
the suitability between the data and the model
Moreover, the RMS data is 0.117 which indicates a
goof fit model because the rule of thumb is < 0.12.

Table 8. Model Fit Summary

Estimated Model
SRMR 0.136
NFI 0.810
RMSTheta 0.117

In measuring the structural model of a research,
it is better to evaluate the R-square. Based on Table 9,
we can see the R-square adjusted values for brand-
self connection, brand-social connection, and positive
word of mouth is 0.539, 0.554, and 0.299 with R-
square values of 0.541, 0.556, and 0.302. R-square
values are in the interval of 0.12 to 0.67, so that the
influence  between variables is  moderate.
Furthermore, in evaluating the research model,
predictor relevance is used, just like R-squares where
the strength of the research model is predicted

through Q2. The Q2 value for the brand-self
connection, brand-social connection, and positive
word of mouth are 0.371, 0.427, and 0.188, because the
value of Q2 is more than zero then the model has met
the predictive relevance where the model has been
reconstructed well. According to Hair et al. (2017), the
categorization of Q2 values are 0.02 (weak), 0.15
(moderate), and 0.35 (strong). Table 9 shows that the
relative impact of the structural model on the
measurement of the dependent variable is moderate.

Table 9. R-Squared and Q-Squared Coefficients

R-Square Adj.R-Square Q-Squared
Brand-Self Connection 0.463 0.457 0.311
Brand-Social Connection 0.492 0.488 0.361
Positive Word of Mouth 0.150 0.144 0.091

Table 10 shows the results of hypothesis testing.
Based on the result of the research, the first
hypothesis stating brand credibility has a positive
impact on brand-self connection is supported. After
all, it does meet the rule of thumb, because it is
confirmed the criteria of T-statistics with value of
9.565 is higher than T value which is 1.645. The results
obtained are similar to An et al (2018) that founded
there is a significant result in the relationship between
brand credibility and brand-self connection. In social
identity theory, in increasing self-esteem, individuals
tend to identify with social categories, before
individuals identify in social categories, individuals
must evaluate their social groups and categories in
increasing their self-esteem (De Veirman & Hudders,
2020). In identifying social categories and groups,
consumers tend to evaluate brand credibility.
Moreover, in signalling theory states that due to the
asymmetry of information, consumers will look for
other relevant information, therefore the brand is the
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signal giver and the consumer as the receiver who
interprets the signal. Brands is use to signal to
consumers and it will add value if it has a good
reputation (Black & Veloutsou, 2017). Prada as a
brand has the ability in the delivery of information
offered by the company and it has been considered to
have the ability and can be trusted in delivering what
has been promised. So that it can be concluded that
the brand credibility of Prada is able to reduce the
level of risk and cost of information related to
products and services, and is also able to improve the
perceived quality, this affects the thoughts or
responses of consumers if the two same products are
offered. Then, the consumer in Indonesia uses the
Prada Italian fashion brand to reflect and
communicating self-concept. Therefore, if the Prada
Italian fashion brand is credible in terms of brand
value, consistent in the delivery of the brand, then
consumers will be better able to recognize themselves
with the brand.
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Table 10. Path Analysis and Hypothesis Test

Path Coefficients T-Statistic P-Value Conclusion
Brand Credibility -> Brand Self Connection 0.384 9.565 0.000 Supported
Brand Credibility -> Brand Social Connection 0.547 7.890 0.000 Supported
Brand Self Connection -> Brand Social 0.257 3316 0.000 Supported
Connection
Brand Social Connection -> Positive Word of 0164 2997 0.000 Supported
Mouth
Brand Credibility —> Brand Self Connection->
Brand Social Connection -> Positive Word of 0.016 1.711 0.044 Supported
Mouth
Memorial Brand Experience 0.130 3.404 0.000  Supported

Brand Credibility -> Positive Word of Mouth

The second hypothesis stating that brand
credibility positively impact brand-social connection
is supported. The results obtained are similar from
the results obtained by An et al (2018) that founded
there is a significant result in the relationship between
brand credibility and brand-social connection.
Individuals will choose groups that have identical
characteristics or attribute to identify themselves in
order to feel greater self-esteem. In organizations,
signaling theory has proven useful in explaining how
organizations attempt to signal to external parties
regarding the potential and quality of the brand(Park
& Patel, 2015). The theory of social identity states that
a sense of belonging can be grown from consumers
who support a brand. This concept shows broadly
that self-concept is a factor of self-identity and also
social identity obtained from social groups
(Vernuccio et al., 2015). In conclusion, Indonesian
consumers find Prada as a credible brand. They
perceive Prada as attractive and Indonesian
consumers can increase self-esteem by identifying or
comparing other customers.

Moreover, the third hypothesis stating that
brand-self connection positively impact brand-social
connection is also supported. This is in line with An
et al (2018) showing a significant result in the
relationship between brand-self connection and
brand-social connection. The result of the hypothesis
is supported by social identity theory, stating that
self-concept is a person’s description of themselves
based on their personal attributes and the roles they
play(O’Connor et al., 2018). Consumers will share
their positive experiences with a brand to others if
their consumers are comfortable with the brand. The
concept of comfort here can be realized if the
relationship with the brand is established, and the
brand can reflect consumers. It is important to know;
maybe what individuals see in them will be different
when other people see because of their different
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values. Developing and maintaining social identity is
something individuals do as members of a group, and
brands are one way to reflect their personality or
identity. In conclusion, Indonesian consumers
recommended the Prada Italian fashion brand to
others because they feel connected to the brand and
the brand is seen as a reflection of the consumer’s
social relationships, this will make consumers a
“brand ambassador” to build stronger relationships
(McKeown, Haji & Ferguson, 2016).

Subsequently, the fourth hypothesis stating that
brand-social connection positively impact positive
word of mouth is supported. Again, this is in line with
An et al (2018)FEileen et al, (2017), and Um
(2016)proving a significant relationship between
brand-social connection and positive word of-mouth.
In building and maintaining the relationship between
the company and customer is very important in
getting the benefits of positive word of mouth. Brand
social connection produces emotional connections
made with social groups. Customers tend to look for
information about a particular brand and this is
related to various social media platforms. Many
individuals tend to be motivated to develop and
maintain social identity if they have become part of a
group where the brand is the result of their
personality(Jansen & Delahaij, 2019; Wu et al., 2018).
In expressing uniqueness, personality, expertise, and
status, consumers tend to use social factors, which are
brand capabilities. It means that the higher the social
identity of consumers, the positive word of mouth
will also be greater. In conclusion, Indonesian
consumers, especially young consumers have
become part of the social group of the Prada Italian
fashion brand, and consumers tend to be involved in
word of mouth which is more towards showing their
uniqueness, personality, expertise, and status.

Furthermore, the result of the fifth hypothesis
stating that brand-self connection and brand-social
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connection mediates the relationship between brand
credibility and positive word of mouths supported.
The result of the hypothesis is supported by the social
identity theory stating that if a brand is capable and
trusted in delivering what is given, it will tend to
produce a brand-self connection. Then, with brand
involvement, individuals will tend to connect with
the brand community in building social relationships,
this can increase their self-esteem(Ferreira et al.,
2019). In social identity theory, group outcomes are
very important, therefore, group members have more
extreme behavior in protecting their social identities.
It is important for group members to protect their
identity in order to protect their self-esteem(Jansen &
Delahaij, 2019). As mentioned before, the needs of
brand in developing relationships with consumers
are very important. This is necessary so that
consumers can develop a personal identity with the
brand that lead to a positive attitude or a preferred
behavior (Folkvord et al., 2019; Morhart et al., 2015).
In conclusion, Prada Italian fashion brand help
consumers express who they want and who they are
and fulfil their own needs and build relationships
with other members in the group, therefore the more
the brand will benefit from the relationship, one of
which is positive word of mouth.

Last, the sixth hypothesis stating that memorial
brand experience moderates the relationship between
brand credibility and brand-self connection is
supported. This is in line with An et al (2018) and
Granitz & Forman (2015)proving that the relationship
between brand credibility and brand-self connection
is moderated by memorial brand experience. In the
process of building a lasting consumer-brand
relationship, the benefits of self-transformation are
not enough; rather that it must be supported by brand
experience (An et al, 2018). Distinctive and
memorable brand experiences can influence the
consumer's brand identification with oneself, which
will result in brand loyalty. Consumers tend to create
relationships or interests, and these relationships are
strengthened and enhanced through self-verification
because not only do consumers use and dispose of a
product or service to fulfill their needs, but
consumers also buy brands for experiences related to
them (Trudeau & Shobeiri, 2016).

Inspected from an international business
perspective, global brand products have a big role for
consumers. The high brand credibility of Prada
Italian fashion brand product can produce a strong
brand that can affect Indonesian consumers'
emotional attachment and positive word of mouth.
Prada Italian fashion brand product are displayed as
part of their identity, especially to today's young
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consumers. Young consumers aged 16-24 years are
more exposed to global brand products due to
advanced technology and globalization. Young
consumers use Prada Italian fashion brand products
to describe who they are in social groups and become
part of society that results in consumer behavior for
Prada Italian fashion brand to survive in social
groups, peer groups, and communities and also
Prada Italian fashion as brand representative the
Indonesian consumer self-concept and generate
positive word of mouth.

5. CONCLUSION, IMPLICATION,
SUGGESTION, AND LIMITATIONS

This research analyzes Prada Italian global fashion
brands. In the concept of brand credibility and
brand-self connection as well as brand-social
connection, the findings show somewhat similar to
the previous research, where a brand is considered
trustworthy by customers and customers prefer a
specific brand to represent themselves in a
community member. The same applies to the brand-
self connection and brand-social connection
relationship with customer-developed brands,
where a brand succeeds in becoming part of the
customer's self and representing the customer in the
social community as well. In addition, it also proved
that the concept of brand credibility generates a
positive word of mouth mediated by brand-self
connection and brand-social connection, i.e. if the
brand is considered credible by consumers to
represent the customer in a community member, the
customer would act as a 'brand ambassador' and
contribute to a positive word of mouth.

This research also showed that the impact of the
experience of the memorial brand as a moderation
of the relation between brand credibility and brand-
self connection, brand experience is required to
support brand credibility. This research, therefore,
provides a theoretical contribution to the
advancement of the idea of brand reputation in
marketing and global branding in the academic
field.

Managerial implications of this research is that
a branding and global marketing strategy can be
applied to build a global brand around the world,
especially in the Prada Italian fashion brand in
Indonesia. A key strategic asset of any business is
building strong brand credibility, but this result
shows that not only brand credibility that capable of
maintaining a positive word of mouth. In marketing
strategies, marketers can concurrently recognize to
form of connection that is intended to improve the
brand’s perceived credibility. Moreover, this
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research results indicate that by preserving their
relationships with consumers as well as consumer
relationships with other consumers, managers
would be able to produce more positive word of
mouth. The strategies of managers to optimally
produce word of mouth can be ineffective if the
value of brand-social connection is neglected.
Therefore, by incorporating a social identity
perspective, the understanding of managers of the
effect of signaling in building brand credibility
needs to be enhanced. In other words, efforts should
be made to stimulate brand credibility signals in
creating a brand-self connection and brand-social
connection while stimulating positive word of
mouth.

This study suggests that future research could
also extend the scope of the research by bringing
digital-related constructs, such as online feedback,
influencer credibility, and negative e-WOM into the
current theoretical model. In consideration of the
credibility issues facing corporate brands in the
digital era, such an attempt could make the
investigation more specific. Future research could
also investigate whether there are different effects
on self-brand relationships or socio-brand
relationships in influencing word-of-mouth content.
Finally, this research did not examine any
moderating factors that could affect the mediating
mechanisms, thereby adding variable moderators
that could have an impact on positive words of
mouth, such as service quality, country of origin,
brand image, and social pressure, and many more.
For example, brand credibility can lead to positive
word of mouth through brand-self connection or
through brand-social connection, depending on the
type of service or current customers.
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