Unlocking gamer loyalty: the
power of Logitech’s brand
experience, trust, and eSports
advertising

by Perpustakaan Referensi

Submission date: 18-Aug-2024 07:21PM (UTC+0700)
Submission ID: 2433742538

File name: 2024_IJASM-200479_TAFPV.pdf (314.07K)
Word count: 8748

Character count: 50140



faek. 2 Agele Syxromeamd Wanagemesd, Vol o Neox oy

Unlocking gamer loyalty: the power of Logitech's
brand experience, trust, and eSports advertising

Dwiliani Yenty Yuliana® and
Juan Reno Sanloso

Schionl af Busmess and Masagement,

Petre Christien U niversity,

Srwalankerio [21-131, Swalsiva 60236, Imboaec s
Emuml: ovilwns pelrnac.

Emigl: {12 1 20001 560 s lunsmi: petrac i
*Cearespanding msthar

Tipajin Thaiplsutikul

Faculty of Informatics and Commamication Techralogy,
Suhido ] Uisivorsiy,

209 Phottarserdhon 4 Bosd, Sy Makiben Pethom 73170, Thinkaml
Emml: tipajiz.tha @mahidelLedu

Abstract: The growin of gemieg amd eSpors in Indoacss & dnvea by
technological mivan:omenis, iMPaciing oonsmner kehayviver owims Logiod
gamang prealots [Lugiiedh G This sludy svestigelod Bow Brov’ Egerimoe
dand Bromsd Tren' iilluiénss e Bl Im.m'h 1ir Lu;i-a-\.ﬁ G, Tocicagy oa e
roli- of ¢5posts adseismg . | hmp quanditpgnee sseprch with 10 pesponibnts
agal 1534 @ Mebopolise Sursbera md appving pandl feast square-
smaciuml coumticn meddd (PLS-SEMY e siudy rovealod ihai Seandd
Ergariewce tirectly impacied S Cova're i bad an it effect @rouph
Brond Thml aSporks Fanctiosal Jddveniisley skmficasly affectsd @p
relabimmhip boftv pen Srand Dyperivsor oeld Bl Loy, Hiwever, o dad oo
malerale $e rebdienhip bdnvon Bond Truer amd Baoed Leeade. (ieming
chmpeiid G inkede Grdomer inally by primbizng siedeps:  prisad
devwlogrment sl eifociive oSpons advormiang. This resnch signed sqih 8000
Son Indusiry, lanovsaon, and Infrasimciure. It provides @ mode| spplicsblo o
tvhiclopy-deiven marketi, oFlenng practicad implicatiae B plabel cossdaamen
enpapemaml sl sk eling dlepii

Beswerddss brmmd expononce: brard lovaliy, brard st fanctioral advertising:
aipons; SOG4

Reflorense 1o @i poger shuuld e oomde g ollews, Yadaam, 0%
Samioes, LR ool Thapismiod, T, (axxa) Uskucking gumer kyvala: the pewer
af Legitoch'™ brand cxperanie, tnis, and «Spoels shoerimeg”, dnt Fodpip
Svwemy gond Uprvapemead, Vol o Mo i pooasn s,

Birgraphical nete: Ovilion Yeaiy Yelime enmet ber Docor o Philosoply
In Compals Science 3 nivmeasion Eageeenag from the Nammsal Coneal

Llmiversity Tamman 2 2050, She shes bukls o M ol Bei m
Iafarsratian Sysricrm Irom Adsanpiiien 'I.-rnmn.:f Thankeral in I, 5 'n'u ]
Lixime 3l Fisma § hrsiom Urerrsrty 1 Inforrealics Eapirsaermg @ 1hi Faculne

of Intkhsimal Tecdhnolegy from 30T o WHO Singg 2020, shy bas beon o

Copmphe O My Irederscionoe Drdemprisss Lid




2 8T Faliowen of ml
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s Benn Samires received s Bachelnr's degees in Iefarmanes mo 2005 and
B Moies e Msiggomcal = 2023 Oom Pers Chession Linivernsily.
He poneseresd hin profsies cees al Cheesen Fokghand, Indesssisa,
apreing as & Markedrg Diata Syppoet oo D01E e 024, whare he memsped
and mahaod markcieg deie oosappon stmeegs desion-making. Curondly,
B isan IT Anakes ar HM Samgoome, specialising im enalysing and opemising
IT gxstems in aprove basiness openiions.
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1 Introcduction

Tecknological advomeerments ore sew esentinl, with the nlermet being o crucizl
compomcnd semmbessly imegrated inle overpdoy life. The inomet's prescnce can sepqaon
warious acvities, including devalopmg enling grminge. The poming. world = ginng
populaity pnd has cvobved inte o colturs, 10 his ol o the deire e Sgiml mimes,
shoyamg o mew ety Ganeng achvtics al=s drovs the cmiergense ol oflicml sporis
s mends, knowt as g% ports. The popalasity of eSparts has recenthy surped, promphing
gaming eoducls and spors grpasisbions (o maisdzin their digial stategies b sty
compelitive. eSpors mequire payers © ave e support of iechnodogical devices 1 nm
the: poamie eflectively, Same gane: plavers raginre SEpRETing inmdoans skl &5 6 moles,
keyheaml, hebdses. spseakeas, mondior, and CPLL Prodect development coimpaivics necd &
consider verks oo W ensure amosth epemion and soles, ineluding besnd
riceardinen and delivermy & supenar garsmg experisnce

The significant impact of webnological sdvamces and the eSports mdudny allevioes
secicpcunonproblems. I is far this memson thal in reent years, the Umited Matioas has
focsed oin sostainohle devebopieent (5D (Allen et wl, 2008) The sipnifica
eonmae coairibution asd repid expansion of the eSeoms market in Indonesie hoghlight
the indestry's influence on mdusirialisation, continuous innevation, end the development
inl w redanat tochaalopical indrasstructure, The shpnment b bwcen aus s constimmphiom
patisrme amed imarcisad innevation aligas with the fundomcnie] poals =<t ool in 5046 9
Fhmdnsssors, 20201 Thercfors, the demund 1o superior-geal iy pomeng prosbects aml lemg
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lifespars - 15 ewwrmeus. Lopitech™ advpbem of a0 smalwpne macketing  oppreach,
tgehnalorical sdvimene, wnd mdustry sinndimds contnbates o iz acadamic discmess om
beond managensent in the digital econoany, In the eSponts sector, # drews attention to the
wider consequences of promotme susiamasility.

The Indonesion eSpons market brought in ahout $9.73 million b 20273, & significem
g over the 8562 mullien il brgught m e voar bebons (Nurhmati-WollT, 202461 Tes
coumenmic growrh re flects she efficiemt manapemss and apile griepics B hive cnabiled
e g5 s Sy o cuphalse o ieglusokopicil mlvencanens ond meoech new Beights,
The development af eSports aliges wath 200 9, fostering inclusive enviromments whese
conumumity members can actively participerie in competitive eSports Ivemamenis and
vimds. The success of the Ind onescian eSpors seamoal the 1and SEA (ames in May 2025
im Phasm Penh, where they secured shree galid and mwa silver madals, 15 & wstamear o
the irddusiry®s hility i promscde inclusvity and commssity engapement { Nurhayati-
Waoldf, 202de) These pohoevements mndersoone e imgonance of o nohust manogems
system in orgimiseg ond coondmating eSports evenls, tharehy contmbsting o achoramg
S0GW In adkdibom, the BD00Gs parinerehip sdo is th cosperation o prvermmental bodies,
spumts oo, and Tho oSporis seclor. Thesr ponershepe ame amed o pchiang
sestzinable development. A ceral historical wrmisg point for the business wis reached
i Muret 020 when the Indonesian Minisiry of Youth ond Sports fonsally secogmised
ehports e 2 legitimade spon (Rursayali=Walfl, 224k, This alficial ackniwledeemes
b orpenead dhe desr 1o mnure esperstion sl esisss, beilinting e eiablislmmat of
whobes] staiinds-coisplion ) mmspenia svsiems snd helpling 10 siiieve e 806G

Wamenngs seliolars ave suidicd sports o] Bands i e pa@gly vears (Akoghi s
Crehek, 200 Chumg and Welly Paachey. 2022; Cussia-Valido el ak, 2023; Conrdlee-
PMicmeno en al, I-I]'ﬂ'. and P 3021: Rincon et al., J02%; Papovid, 2025 Brend
Expenence manifesks g8 p conaemer's percephion whes miemcting with o bmand {Mysveen
amil Federaen, 20041, m this cise, o gammg product. Cofsumens’ gasning experience cm
infenee decigiong, nffesting oorsomer percsation, beliefs, pad futere oehong | Bee wnd
Kim, M5 B keads o Seaond T fromo dhe oompeny's  peripective &5 m
accompliskment m erealing & user experience thal resomanes with consmmers. Exishng
proadrts gre expected o mest miers’ seds, creabmp aceptance dwnag imdemnctions o
furter fulure cestemmar layally, Srowe! Depmly reprosams the bond batvween customun s
a beand. Iniense competiton in the peming indestry encorages consumers b2 chonse
devives that can support their sctivities and provide comfom in usisg the peodect (Cheang
el el, 224), In eddiica w brand develspment, compezies ol necd o venture v
el 0 increies e vakie of prsdect mles, Hewsver, o 13 asuflccnl fur a CEATIpERTY
woenpepe solely i slveniEing sciviies o enhasce priduct sales wolue, espodially
clisdderaeg he axwdcianad high osis Company owiens sl roscively ovest m
advertisizg thraugh additioral commmnication cfors o cioeeve sales velues semasang
advertising agremmenis’ oowl. Most importanthy, the smilarilies between the bromds
estahlizhed fonm the founchtion for balding 2 solid. brand image aad enbancing the
FANNNE expeTenes (HabRCIM el 2m4 )

I recent yeera, the paming mduitry hes wimeesed exponsatinl groesdh gldalhy, widh
Indenesie emerging ks o significasi market foelled by the incremsng popelanty of
ehports, For busmesses such = LERJech, it is critical lo comprebend the complis
imimpiay among Srand Experiawce, Browd Lavalen, and the mediating funstion of Brond
st in thie ever-changmp meskel. Furthemore, the officesy of Funcionm' Aaverfinag
i shapong consamer percepticns and behiviours withis the &-pports domzin pecrents on
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imfriguing avunue for imvesbigation. The purpoee of thie siudy = @ invesligae these
ceiumrances and provids maights ints how Lopsech sy best utiliss the mpdiafing pemcar
ol Brund Tt and the modentisg infhezee of Funcoaal Adveriisimg B ity mirketing
tacties o srengihen Jrecd GZiy omeng Indoncsien gamess. Throegh as in-depth
unalysis, this reseach secks o comtribuie 1o bothy themetical achancements in brand
mampeno ol prsdicd beplietions foe sumpenics opomngg o e gy
peripherals indusary

Previo: siules exanined te posiive comebiton Betsess Armd Sxperis @
Hrawd Lenamldy, which wes medited by Srawd Trvst {Akeglu .'.nﬂflzbnl:. 20z2; Fhuamg,
390T; Sahin et al, 20001 Akogls and Oxbek (20220 amd Sahin et al. (20011 tesind the
direct relatinnship besween Bromd Exporience sl S Losaity, while (Huang. 2117)
i nod ieet i This research estended tae (rmenoek (Akogln and (ehelk, 2007; Sahin &
al, 2001 ) by ad ding the mindermting venalle of Fasctinad ddveisleg & o research gap.
Thes resenrch sxplores Seeed Evperience and e mnpect an eomsuneer trust ond lovaliy
torwarils relatud beumcls, This rescarch investigates the brand relatio@hip brtween pipons
and adverhang Bom o Seand Erpereocs perapechive. Dews Beand. TaofGhos o
mexkmnting wlfect sm Frand Lawly tlrough Fanciieeal Adveriiniog, s dovs it modemie
the link Between Rreed Erpesiesce and Srand Leyaln? [n other words, this ssudy sheds
Light e inbers b with and without advertisiag.

2 LEsrniare review

28 Braad experience throwgh beaad rruse aud broag favaloe

I M E Eing. gaming pressocte can develo o Aresd Exparamee based on iseir gamang
experences imed product mage. The significence of This cxpimenee comol b anderstaled,
#8 1 srrves a5 @ referenos poisd that aids other custiomers in makmg decisions wopanding
the paming prochicss ey wish o purchase; In practice, cofers Bave wirying levds of
existing information seuess through which ey can foeen Seard Loy due to positive
preduct experiences {Akegly ond Clzhel, 2007, Hence. their resesnch nleo asseris thet mm
imdlividuel's Brond wsepe cxpetience oonstiuics the primary soures of bemnd knowledge.
My specilicully, these caporenss orie from cues susomens eecounder during ameng
achivitics, which cim vary depomling an the comicad. Therelone, companie musl deliver
e is that yichd ceccllont momng expericnccs 10 ostablish o rotmst Srord Expenivace
IDechawatanapaisal 2{H&, Cusemar expevience s crucial for developing b
cuﬂ.n:-.a' commzeiiins especially in establishing Srand Trsr (Akaglu wed Orehed, 2003
BChen et al. 20300 Afostod and Kasimani. 2000: Sahic etal., 2001 Shukla and §fhur,
2070 amd Frovnd Lovalee (Akophs and Oebek, 2022 R and Kim, 2003, Khan & al,
2076 Sakin el al, 20015 Acconding w Makel of gl (2004), CuSI0MEr SAfTIENCSE G
derermine whether the fegmres and perdormance hat @ company prodmises shrosgh
advertisiag match what customers expect. Consequently. custemers refationships with
Brard Erperence must be sertamed and developed pracluadly, Building upan dhs. the
s Formulated the @ilemang hypotheses

i Brand Expesionce tnpret o Beand Lojelrg.
N2 iveand Evperivacr tmpaect on Seand Trust
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Brawel Trwrt pluys a enbicnl mobke in ssablishing loog-teom reltionships betusen
sustemors ad providors of poods'serviewm, and it carries substantial risks {Oedemirat al,
Dby Specifically, Seaed Traar is mstrumsental in fostering cusboimer commitment o
beand. thereby [boilinbng vestomer boyalty, Atiordion fo vorkas aspects and vanichles
bokiering frand T = @Rediaio beiwees wer evperience s loyaliy is essential
I Akogha and Ok, 1022, Suhin o al, ZO111 Thas ressarch ohserveld thal Froa T
pesiiively medisted bevscss Srand Evperionce 8 Bromd Lava iy [Akogli aisd bk,
2002 dowlkar, 020 Cuesg, 20206, 20200 Bie of ol 2001; Kwos o 6l 20210 Mpuven
el gl, 2023; Sakin et al. 201); Samarah g al, 2022; Tiep Le et al. 2025, with partial
mediation mesults. Srved Expencace coukd postively influence Arawd Lovaedie with or
withaut mediation by Hroms Truck In alipnment with this reatarch, it slso comtencls that
Aeawed Tt dimectly influgncess consmer Arawd Lapaiy rﬁ“’ﬂ the eampany and o3
poducs: (Anslar, MO0 It prowides emgirical esidence for the eoasertion hetueen
Hegaed Lovalne ond Srewed Frua in the panting produces secior. As o resolt, te reseanchr

prwts forih the abeepant theomes
H3: Frand Lapaliy and Srand Trow

i The selavowslip betveen Brawd Lol amd Brand Eipevienee b anadivied by
Hared Truar.

22 The moderatiag afive of fimorieran] mdverndsing oo domad fovalty

The ovemll impact of Srawd Experience on gaming products s not the seke dewermingen,
M i= excmplificd by the rale of ather varishles that cen cxen mifuewe, considerme s
o igmrts and peming pctivitics sxtomd beyomd individual peming cupricnos (hmg o al,
2017k The poning cavirommmenl also  sigmilcanly  isfhecses  playens,  hwlisSang
funcliosal prodfects imroduced during eSpons soivities or Iowmimmems. Fancriome)
Acverttvag i varioes nrlabed activities.can sway consasmer parchasing decistors (Krey o
al., 2009; Esang etal. 2006, especinlly regarcing posct knomlecles and advaniages. kn
i CoMeet, PApoms v ai A lomma ol pdveniking eRColmps pEmers B abedve
gameplny of wabkthroughs md  femilirse ercches with paming anmbiies end
e

Furthenmome, an efective aifvertisme process o enlumee tee desired repoation,
mativating consmmers o bocome koval [MoAlister o al, 200060, encompasang pradus
=g expen ences and conssner rust The crarackers anil values assscnbed with g bramd
play o more significent mole than the values md bresding esablished by the respective
conpany or other functionol aspects {Bapat, 2020), Thenefore, the reseanchers conclude
thar costex sl Ectors of ganning aclivities, sech as Fvoctionn Adiertising or suppon for
clporie everds, son mosleonde dhe relative ompemamce of vanous Baaml alsdules or
e preshects. Cossapsotly, the aottws Emolaies hypotiescs melagd o the
medermiing vantalile ps lloas

Wi e wmsechaion herneen Seond Lovodne and Thasr & mcdesaied b Funchioml
Aafverdlaiag.

HG The arsackar enveey Sromed Erperivce ond Sromd Lovalty o saderomsed by

Functiamnd Adverfising 23

The teoretical frseaork s shoam i Figaes 1 el iz bascd sm all e lvpaibese that
v boaw develogsl.
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Figure | Concepiual medel
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The lirerasure review reveals that Brand Egierencs 18 0 crinca) deemminant of Brand
Lopelny pnd Tnsa pmong, gaming proshect osers. B demonstmies that oosiomers”
imemetions with ganxing geodects significontg) shape their perceptica ond decision-
vaking. Brewd Trust = highlighied as 2 emtical medistor tiat strengihens the relstionshap
batwmom Brend. Expenicoce and  Logably, suppesting i impotance ber long-iemm
gustomer relatsnstaps, Furhormors, Fuactional difvertisimg iz shown jo modarass thase
reletionsiips. panticularly within eSparts coptents, by influencing comsumer purchasing
cheices and reinforc@hresd repusstion. The reviewed studies culminmie in a concepiual
meche] that miaps can e divect ad mediatsd influences of S Sxperience and Toest on
Loocalty, with Fvecviooa Acveriising as g pgmilcant imsdorabmg Tador

3 Mlethidolagy

A Dala eodierifos and sompds

fin this reseanch, the stady populabem fomsisted of useny of Lapaeoch G who hed dmea
Famung experience mmd spectaters of eSpons activines in Sumsaya. The standerd semple
for thvis research wis drowa from the fomseleted poeulonion, speeifienlly comgnsing users
of gaming device products whi hnd dicdgBraming experiesee and speeinior of efgons
aetivigics pged butween 14 mmd 35 veors. The simpling method cosployed in this nassarch
1 pn-probabilily mﬁ:'lirg. l:mhiurm.nwriw.' fjudpemmeni ) mampling tochmiguaes with
the anuwhall wchniges 10 sgvent b sanple siee, This sty vecs e individusl
respondent as the unit of anelysis. Because the popolotios size is wneertuin, the sample
sire’ was pstimeted using a hewristic Based on the mmximom wester of struciorel
patvaiys fir tee dependent variable {@vand Lot nuehiplicd by 10 (1 Bir eral 20210
The eighest mmter of anrows drceald @ the dependan varabls & four, =0 e mni s
rdit@le Al calaaileion s 40 siisples. Google Fanms wii desd o digiibige the [Liken
sCale questioanaines, rAasging from | e 5,
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6 Edperariomnd deffnd o of variables

The comcepiual mesde] For this shedy i= displaed m Figune | Each varighle and indicotor
bas the following explanation @B the vontest of gaing products, Fraxd Experience (BE)
i the independdesd vanable, Baand Prar (BT) b5 the medisting vanohle, and Brand
Loyalty (BLY is the depesdent varisble. Moreever. the moderator vaniahle s eSporis”
Flose tieaial Adfestinbyg (M),

Hrawe! Expenence rafors [BE] to cedomans” lasting impeession of a brand sfter wwing or
cognmicrigs o ospesilic product or sorvice, This capernee shapes s beheviour
and choioes |Akoglo ond Cighek, 2022 Chumg ond Welty Peachey, 2022; Mosiafn end
Easemeni, 20210 Saond Egerierce primarily ocwses ca behavioural csstimmers, widh
several vilml indicssors (Chung and Welly Peschey, 2022 ax fiollows,

o pood exparience Wikl the prodects used (THEL)

o satisfaction wish the products el while gaming (REZ)

= profound familisngy with the proeduc aitibades (HED

o ahikity o condrod inerections with ganes rough the producs eed | 3E4)
®  pibrpetion o wse s pnslecl (BES)

= caplivoios ol wer imons) hecuh preghet mnovation (BESG).

Striewed Tise (BT is o sentimest woted i the pesception tha te o is trusicd end
comemiited 1o safpoanding consesers” iwerests and well-being (Akogh aad febek,
DY Khan et al, 20200, From the perspective of gaming prochices, as cited befiore,
Feeaed Trant B evalisned thodg®h severnl K&y indicptors oy lnlloas

& [ heheve Teaa Rally e ilic braisd (BT

#  the hramsd demonsimies comumiimsen by cifering servioss gineoics I cansummers as a
fnundation for servioesproduct development (BT2)

o Hhe bromd implemests oestrinehle senueespeoduct updaies (B3]
s the hraed priorilises corsumer needs (BT4).

Srawel Lovaloe [BL) A8 a strimg Ik behwoun consumers. mnd 8 brimd that mfluenoes their
prarchusing ducisions and deters them from swischong W competing brands [Akogle gl
Crehck, 1022, Dae and B 2023; Chucnbas b al, 20210 As cied m the rescanch,
consumers who exhibit Tovalty 1o o brand, especially fiom a gaming product perspective
{Akoghs and ek 2022 Mostal and Basemani, 2021 Onudubay ssd Ok, 20204,
exhibit the fedlowing indicalors.

w  fecking better when wsing the prodoect (BL1)

s feeling more excibed oromgared oo ssmg oter bramds (BL25

*  plwinys choosing $hat brand's prodoct (BL3 )

= becomug the sop chows when purchasing o gaeming deview prodduct | BLA)

w  [heve a strong desire to conbinue using produces from tht brond (BLS)

o reoonmersd the product io dhe otheas (BLGL
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Fierctional Aoveriodeg [FA) 12 3 baminese commumicabion simivgy compmics use
gnhimsa hramd recognitem and improve Wer coporads image (Keey o ol 2009
Zhang ef aol, 200E). Corcful planning is csentiel w0 nchieving compezy gosls m
advertising cvenes. Fesctionn! Adveriimg in eSpors s msessed through vasioss
ireclicabors {Zhang et al., 20065 as fodloas.

®  pSpons advertsing emphasises the zaming device prodects’ supenionty (FAL

n pSpars sdvertiing provides comgpaehersive information sho is preduct attnbmes
(FAlh

& phpeats adveTeng eliied posinve responzes |FAS)
#  phpeats sdvestsing highlights the enhencement of gomisg prodocs (FAd)

#  elrons wivertsing highlights the convineing compeicncies of goming producis
(Fash

23 Data ol pr fecidpue
.

Tiw rescarvh eogploved onalyienl weehnbgecs, specifically deseriptive ansabyily s
il apEthon sl (REMY Dscigrive analvels povidal an overvies’ of thie
rescarcs mespendenis. IF abko colouloied the mess asd damdord devioboms for the
imelicabors of each rescarch varighle. SEM & a rultvariate analysis method this blesds
regression imd fackor anelysis. Testing the meletionships between vasiahles in o mocded =
its primary goal (Har et sl, 20200, SEM incluides esing the @B onahips heroeen
imdlivaters, their comesponding consiructs, asd hetoveen concinicte. This reseanch ised the
partinl kst sdEe-structnl sgustion model (PLS-SEM) anolysis method io nnelyse wnd
eviluzte the celer and inner modele The ouler model cvabsatom focusad on the
messuremesd mmdel s validry and rehabality. emuring the accemecy of the indicstor used
b seaenire thy resarch vanohles, The questionnaimg it e bestod Gor both convd@
and discriminant valadity. The crterie for determvining convergent validify erc ouber
Iu:ﬁ'lg = (708 and Average Yoriemce Extracted (AVES = 05, while the critena for
dmcriminant validity are the Femell.Locker criteriz. Reliability is tested ssing Compesine
Relishiliny (CRE where valum > L6 imsdicale mhabsiloy, 5 indicaloes do nol msl these
criteria the indigmor with the lowesa ouer logding & el and seresied.

Furthermsre, fnner mssi] evolumios wsied the meecirch Gamework’s collinsanty,
peedictkm accuracy, predictive rekvance, and path coefficiom (Haie et zl. 20210
Colbneariny assseanem sequires varianee inflation factor (VIF) valees =<5 bksdel
prechictive severey @Y eermimad by &, where higher vahies inficate beller aceuracy,
picalty ineerpressd ag subemnial {173, modersss (61300, or weak (0.25) in conimer
behurviour sudies. Predictive relevance is gauged by {F, wissre valves =0 indicate the
wignificosee of independent vorabbes ia predicting depesdent onee. The path eeefticisat
wvnluates the mpod of mdepeodent vaniahles oo dependent omes, with vahies rangmg
from —1 e L In addition, the =udy employed differant threshokls 0 nsmses the
sipnificime g u[uhmﬂs.dupnﬂmgm the pomtidimog level, e,

I Bl confidmeee, rvafve exceading 168 and povaine below 0.1
1 % oonlidence, geenitie evceeding 138 or poyuitar belaw 0,01
3 bl onee, e crsoadme 186 and psufie leas than 00E




Umacbing gawrer laaihe (]
4 Data analysls

The mescarch employed the Soowball Technigee for questioméine distribation via o
Google Form link. Inmially, |18 resporeses wene gathered, wih © 8 respondems. negueimng
further screeming b mest the sl criterin. Comsegeently, daln Fom 100 acceptod
reEpmndants who w0 Criefin were inclwdel Toble 1 dsplays the pspondests”
demagmph e prafl ke Men corsgssd 80 of she sampie, while womes compnsed 215,
Moal respondents, geoanunting for FA%, wens anidents, Alipning wils the ape proam
primariiy Galling betwzen 1525 yeam old

Tahle | Demnogmphio pecfile
Foarainie Dl FPremvvivd (5]
Creanksi LT E 1
Winnzan | ]
Age <15 1
18- 1H H
113 o
hL | ‘a4
el k]
Pl i Fredkinee 4
Farpicwen i |
Bludeal LL:
Seli=mgyheyrd k]
Oty k]
Lopmech 0wl Huzsprhe i b d s 13
Keysonnd H
Belonps T
Wrpagul 1%
Cizmung Char 1
Logsoch & wape dussien Lazs= thim s1n munihs ¥
fi- 12 maonihs 13
Froun vac o Seee o 45
Sdore dhan 1hree venrs 13
Plaiform Caumiig Subnle 5
[hzkiip T4
Averags wpinidisg on Logitoek (G Lised (Ban IR 208,000 i
Bevwwen 10 2000000 apd 500106 i
Heiween HHE S0 g 100000 i
Mure Som imie i lion R H

Pegarding giming produdis. mos respondents indicited nsng o Logilech mouss ax their
primmry chmce on fhe destiop paming plaform: Notably, some respomklests whilice o
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combmation of producis such as kevhords. momspads, hemdsets, or ppmimgz chairs. In
oddition, mospendent= fimd be have varying deprees of ax porienacs with Logibech products,
Thee majority hove bezn Logitech cusbomers for one (o thees years while o merarity s
relegively now wsers, having wsed Logitech products for bess them sin imeaths. &
sigmificami poetion of respondents. approx imistely 7d%%, pdotify s desciop gamers, while
the memainimg respondcnts promam by osc modle geming plaiforme, Reparding spoadag
leabiis, 1meoal pespondests fall within IR 2000000 10 IDR PG00 when purchesng
Loghech G, Fewer pespondeats reponied sgeinding iwe dus DR 1000000 s Lagiiech
i s,

First, the frameweork's puter model nas psesed ioiest the constmect’'s validily and
relishilay. The evalustion of comverpem validity booked 21 AVE, outer kadings, and
dscrminant validizy, Tabie 1 dsplays the AVE al varabde vabees and the outer Lol
walicatinn hased on the eaneemes ol compuiaticns perfarmed with SmanPLS. The AVE
walues of gl the venables mre pwore then 05, o general, the valees of all noter boading
imdhes varisbles exceed 0UT0E, Ax an exception, the BES s outer leading = merely 0692,
Howaven, i the AVE walues satisfy the stmchards, outer e vahies betwesn 040 and
D8 ane atill schmosible im socml sciency stusdics (Hoor ot ol 20210 Tabk 2
demosstrar s that the vanohles ore dependable smce the CR volues are kigher than 0.7, n
nddition, zach meon indicstion has a range of 328423 Table 1 displays the
discriminant wolue mesults. According o the evelestion nesuits, the AYE salution for
every voribk 15 luzher then the comslabem with olwr fachors, Ascording o B 1gsts
abuve, ol he variahles ased indbemors were valid aind reliable in sewinng 13 lnked
warishilis.

Secomd, the ey mede] for bvpothesis esting was evalwted nilisng PLS-SEM
caloulased for collmeasity assessamesd thmoupk VIF, coefficient of  determi mtian,
predichve rebevance, and path coelicion. All the VIF valees, which fell betweos 1548
amd 4 705, were less than 5, indicaf the lack of malicollinzanity. The VIF of FA4 was
the greatest. Apcending o the £, Bred Experience and Srond’ The predicied Brand
Lovwelny with a mederste nocwmey of 01.5% (moderate)) facbvs st included i thes
shuldy™s anasbysiz. sccomm for the remaining 38.2%. In addiioa, Srand Experivrce
preclicted Brend Trust sccurcy by 574% (moderate ], with the mummg mlTurmcel by
umenimimed vanohles (52,655, Based on Q"", Srand Truwt and Seand Experivaco
predicted Bramd Lesalre at 45% and Browd Experience predicted Brawed Trosr st 389 (F
was meore signeflcant thas mena, indicating that the independest voriskles were relesant m
predicting the dependent variohle. The ermor tosts demonstrated that Seand’ Expesience,
Hrawed Trast, Brawed Lonam'ty, and Fawctemal dohveriivmeg woe silable for pphestion

Fiukally: the results in Table 4 poesent the assessae of paty cosicients. A pesalne
ol MRETT srongly sujpodts the Klea e Broved Erperiogor sEnilieiuly infosmness Brod
Lovely, indicalizg that higher levels of pogtive fand Evperiesce coerclate with
ircreased frend Loyalt among comsmers. Positve Smnd Experf§3es ame also strongly
ol stabstinlly  significantly  comeladed with  Snond Traed, 5 ovidemeed by the
remerkahly low gl af I0HI, wikich shouws hiow crucial posiE) Seaed Egneriones
are i hutkling pomsuser mmast Addinonally, te ssabysie reveak @ sigmilicant ingpact of
Breawd frewss on Brsd Lopalte |pvole =0L004%), indicming that higher levels of
customer trwsd in the bramd am linksd with greater hoalt@Ad o 908 combidence luvel and
povalne af D711, Froeerional ddveriving modemies the relabionchip betoeen Frmnd
Experience mmid Frand Lovalee, mdicoting that Funciiome) Advertizimg senpthans thy
Link betwesn e tooe However, Fraretional ddoniaig does nat affeet the relstionsgp




Umfacking gawrer foalhe

btz Brosad Traer and Brawed Loyadny, Thise findinges offer velusble insphis for brend
rremsipers gl mmaskiter: oo comgrehinsd and enhimes the mincal dynomics. among
beonding. cusmtomer trest, and custeener hoyalty,

Table 2 Nescrpbyve il izl medd of btcod venshlos
e Crumbach '
Viiriwhis haloers  Heaw S dnaslings a o AFH
nq.n.h.-mfi:'- ) o i1 5| nRD DA
BEI 4.16 [ i.79h
BF: 417 7S LEG
HES 4.2 FHE ILESS
BEA 15 g 737
HES P50 1] LR
BEs .00 791 i1, BiH}
Bl s OREy 303 i1, T
BTI 4.1% [T k50
BT2 41 GAE iEiS
(21 1] 406 [ 2 3 1LEYS
HT4 1.0 &7 TR
Brand kyaly ouxy 3 ILT35
BL1 a7 1 H nEI7
Bl LR I H 0,730
B 544 Hl T
BL4 i L2k LR
B 535 121 .50
= 18] LR 1L.3E 0,732
Fusiticaial alvemiziog ooy 23l 730
Fil 144 [ RS nEN7
Fald EE T kA
FAd T 10 LE17
Fad LR | 1 e
FAS 371 102 .E48
Tahle 3 [iscrimimmni validey
iE &E & [
LE Tt
L {1 R nASE
BT (] 1M BLHAT
F& {1 e DANT AR nAs4i
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Tahle 4 Direei ofles vakie
2

Vargulic cenffctem I=rerlar vl Remidr
H1. Baured Expesience. — Baund Lovawy nasTe 2.30d7 DL 7o Suppomed
HI Beard Pagsrienicd — Heind Tl 0 TR 13X AHITY®  Rayppced el
H3 B Teus -~ Brasdl Lisalry n23n3 2T D.OLg**  Ruppomed
HE Beand Bepemrnée = Fonclinel i &4l | Wk [[RIEN R Sappcedal
Adiverhsing — Bramd Lovaby
Hf: Bond Trug = Fencaonal I ] 1t 11913 i Mo
A simg = Hrand Loyaky Sypponed

et ngban < 000, " pevalun < DA, " povalue < 00

Avconfing o the mensuremest remshs, o variznce thal exploined the  value of (573
sherwed that Sramd Trere rediated bath Brand’ Expeneece ond Sroed Lonaaity, This salue
fell wishin e rempe of 0.2-0E @)iFvimg panial medaton. In this contest, Frand
Frpyrderee con k] directly mitence SBrnd Logealte or throegh the eediabion of e R
TFrusd with B psode of 00164, & shown in Tohle 5. The frust consamers place m
Lisgitech prechicts can enhssce cosamer kivalty based on their sxperiences widh
Logrech presfects. The expenences conssmers gam an foster mest, ultimately imcreasang

limaity tewamls Logrech products,

Tahle 5 Irsimee elbact valoe

Fawdaii Pardy ooeifioresy e peabie  Rowi

4 Bmnd Esperience — Bmnd 1w 1 AN (A= Saporieid
Tresl —+ Bied Loydaly

el = U0

5 Discussisn

Resgarcl sappeort e inchwion al” keiagss el 15-17 @ sl alasel gaisng
behivinur, ax they are kighly engaged in gaming sctiviiies and mnmbote spnificasily o
waming cubure (Anderson and TRl 20000 Cisidfithe, 20000 Thew shufies Bave
consrstently . showm that imdivicdoaks m shis age group pasticpate inoaline gammg 5
develnp social comnechons and explore digital esviremments, making them aa esential
demaygraphic for understimding gesning behmiour and peodiel loyoly. Addionaedly,
{&jiblean and Haman, 20017) highlighted how peenger umers are inereasizgly involved
gaming and related eonient, furiher emghasizing the imponance of isclading this
damaogmphi i paming resosrch, Based om Statist Consemer [nspghts Globol {Statista,
20 respoadents who use home estertnsmesd oy Indoassn wire 24.6% aged FE-24
v, il Ui liphed age pemenlupe was 35006 spal 25-34 v, In iles sbedy, the ape
romge aof respondents was 18- 50 years, 26%
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FA o The fnflwence of braod expertence and bowad dovaln

The positve emotional mmpect and cvemall pleasont gaming  experivnos wnoourage
conaemers o bned and lopalty, mating the product their primany chaice ahan plagng
ganmes | Xie el Lew, 2004), The two most descnptive mdicators of Seand Expestoace,
custamer sattsfaction during goming (HE2) ond prodect familianty (BE3) effectively
ceptune e user cupericnos with Lagitoch O, emphasising the importance of sxperseitizl
foctoms im alriving Srmrd Lopwlty. Th pessitree emotenal impact asd overall satisfachon
derivesl [rom the geming cxpoienes greatly miluaos coneumes (o sleut thess prechets
us e primary £hoice (Akoply mesd Ij.r:hrk. MZ2 tor pumimg (BLY) Mercover, os the
primary choice of goming, consesers end o ocontinee usiag Logiech in dhe  (uvere,
coniribating to S 9 by fosering technokogiced innovation and  infrasecise
development (BLS). This finding oligns with the nesearch that demongried that the
Brwad Eeriercy reosveal By cukinmerns n"ilrl'-'tl_'.' alTeds Srond Logadty (akogln pad
Cizhek, 2027 Bae and Kim, 2023; Khas g8l 2020; Sahin el ok, 28075 Throagh iie
findmpe of this snuly, i Beeomes evident thar the #rnd Erpesdoee that Lagitech
peodict meers gain, in lerms of usebility, features, and user-fiendhizess, altmds intere
and exfuices Srawd! Lopalty toward Logitech G, In lise with thes research, they also
stated that Srowdd Evperieece dinccily allwences E.rﬂ.ud'.t.nml'l:rﬂ'lmluﬁ amed Boiisimmam,
2021y Comeunsers are drawn do Logitech produscts beepuse they offer o comndariable user
experise and fessore sets that suppen gansing activitizs. 11 implies tat consuners with
pesilive expericeees with Logitech products will likely exhibit grester Brand Lovalte,

5.2 The iafluence of hrand experience and brarad fasr

T vy et |isgertan] welicas o Brang Erpesicure sneoniposs e asc™s e nhe
pniiecy deign and fmctionolity. Tor instance, the Logissch bramd encompesses gammng
serics, keyhoasd sets, anid prosduct perfonrance o @bsfRoion denng gaming (BED) amd
pevtuct Gumiliarity (BE3). This experiesce mn impasc the garming product market 2mud
inthence consumeer rust iy she Lagiech brasd (Akrowr end Magy. ZIHE)L Findisgs
relsaad 1o the Wighest indicoor n Areed Tise clarity they Wy iresting Logisch™s gaming
prodiscs, consuwers sl i gawing preducts o Legoeeh [BT2) and oomtinases
pevihel updates (HT30. With o peosd gaming expenience, conamiers can sely oa Logibkech
proddusts bor all ther gamming nses
Suppose they kmow the preduct’s wility and perceived bonefiix: I thm case,
vonsumers will send 1o lood fooword o mew producis thst will ke relswsed, contribating o
the stvanoemsent of SO0 9. Moréover, the indicaters of consemer trust in Logioch and
the company's commilieent 4o ongaing product improvements motivae oIsumers
clis: Bisgtesh O as dheir primary dhoive i paiming. fstermg sedamsbls axsamphsm
terns- Following ihe Andies of thir recuch, they bane wlfiomsed (s rrsdivG
ultoale g betwesn Frand Expeedvace and Brand oo (Akagh and (lch, 20037 Bhan
el al, 2062d; Mesmih and Kasamuni, 20021 Sahin gt &l 200 L Skaklo and Maibar, 2020
It underseores the idea Bal te cxperiences comeeames gain foom a brand play a pivedzl
role in shaping thar cunfidence m wing Lopilech prodecis, therchy coninbating s
wesinimanle urban Hilesiyles. In gmmisg products, paricularty the Logiieoh hrand, e ey
experencs, vimal appenl, and prodict perlonmancs ang e pomany fectons influencing
consuner st in the Logitech brasd, aligning with the geals af SO0 @ by promaoting
astaingble corsumplion and produchion prmctices
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F.1 The dnflwence of braod esr an bm&bfﬂl’ﬂ'

The hypothesis testime results indicasad thet the melaiosship beiween Bremd Froed and
Heaed Lol was datshically significant wish pamise= 00EIS. || amphasses haw
gl Sraud Lovady is shaped by consumer rust in the coapeny, sspeciolly regeniang
sastminshility. EBusinesses may greatly nid in nckieving setamable development goals,
wach & incheive, sofe. and sustainable urban and setlement develoganem, by oehivating
consumer bust and luyalty, mainky themgh sustainable practices 506G 9, Thereforc§3)
weppeart efborta towimds mere inclusive mmd =afe sstneble dovelopment aml czeare the
bimp-torin suvesss o pincsees o besbn's coffEetitive landseupe. svadomics sl
rlusiry practitioners mus? thoroughly underdzesd te relaioaship betwezn setainahiliny
(BTY) aad loyalty {BES). This resuli 'u&uﬁdni. with i Akeoelu and irbek, M2:
Apulicer, 2020; Cuong, 20200, 2000h; Kim stal., 2021: Kwon q.u].. 202 |: Wpoven et al..
200 Fahvin elal., 201 1 Semadal &al, 202E Tiep Lecral, 2003,

sl %Mrﬂfﬂ-uﬂ'bﬂdm

Thoougdy the Andimgs of e sedy, vsers can dowclop @ aomse of inpd when gsmg
Longhechy prosdots, [n gl o 1 e proshuct s sanom g nepusation, the Srascd Trasr dieagh
conswmers’ nsl m Logisech G (BT2) el conti@@us product upilites (0711 s bolsered
by o pesitive gaming eapericnoe relnled o Seond Expesieeor sad Aromd Loyalty,
contribating Iy the advancement of S0 2. Conaemer st in the Logiech brasd grons
ae ey poin experence with Loghech products, leading w mereased Brawd Lavalf. 0
the pawming product marked, especially. wah e Leanech bremd, vieml apges,
performance, st wser experizace; which penemie satiefaction in gaming (HEDZ) end
peuduct farmilianty (BE3 ) dnr the peimary Bctore thinl banld consmmer st Az 2 resul,
consammer b inthe Logitech brand signiticamtly contnbates 1o fostonng Frana Losalt,
incimding primary choice for poming (BLI ) end vontivs@fiee of Logtoch it futuyg
(HLAL 1t = consstent with wodies o0 umi.u]:i.m besbween  Hremd Egwerioeer wnd
Hreawd - Trusr, o5 well as the funcion that Srard Feast plegs as 0 medaor in the
imfemetion betwess Brmd Evpericice pd Beawd Lopelty {Akogly and Oebel 2003,
Sakrin cf wl., 20FE).

I this Bmml-sgnirk: approsch, the prodects offerald by Logdech, mehshing gammg
serfes and kevioend sers, play a shesdlbcan role, g5 S0 thedr overall perlinmancs e
gesthetics, A brand thet instills strang trust in consumeers would kely foster Srau
Lopalte, The st thal consumers develop afler experionciag Logiech’s procducis cim
enhimce consumer loyuliy w0 the Logitech brand. In paming prodects, especially withm
the Lopiiecs brend, wser expenence, viEngl appesl, iad perfommnes are e key Tcars
thal meassre consumesr et i oihe Logiech Baand, Therclime, oomsumer mesd in ihe
Logrech brand sigmificantly comtrivodes i the lwmanen of consumer Leyabty, Thes
mmmch  demomctrabes - thal experionoe ix - pivolal i paming producs, influmamg
consumeer bresl and lopalty, Besed on them reulis the siody c@lwded thal Frand
Experience dincctly mlhemced Sramad Truse for the Logitech bramd. Srapd Trasd in um,
mediated the relatomship between Brawd Eopesfease and Bramd Lovaley for products
beznnmg the Logatech brazed
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F ALY Ve mderaning ronle of feocriosn] adveenising i eBpors

The befier the Bromd Exprresce seEumss a'l.':iw:. ihe more liksly they will remam
beand Toyal {Aakogly amd Ok, 2022 Sahin et al., 201 1. Hewewer, the sigmwilicanoe of
the melaticeship between Sraod Expedowe o Srord Lopafiy deceased  when
modemuim] by Funebioeal Advertsimg. I omeam that Funciiems! Adoriising was
Pt il aol ivsee bnpoiteal Tiv e connel tﬂn.ll.‘l'i'llull By Funpdivang! Adainieing,
ade highiighting gaming procuct enhancensent play o crucisl mile i srengihening the
reletinmsaip bemwesen prolicund frand Eyaeionees aad Aresed Lopalty. The crocdy resuls
lipmeed with fhe research that achvertising: couldd influenoe conssmers” emations megandng
a particular prodist (Han e al, 20HY) These ooulld metivide wsers b enhance their
gamimg epenienoe, miluding discosering prestons by wrknown featenes (B agalueto of al.,
006y Funord! Advertisng suggested that edffsctive advertising could be o fecter m
reinforeisg the relatkmzhip berween Srand Experdence omd consemer loyalty hehoviowr,
whizh contritanés o noldeving S0 9,

Fapetinged Acvertizing alffored thoremgh mbermation and slisited frvourble rections
that could drastically chagee the proviousty negstive redatimship botwean e Ly
amd trusl. Faocgomm' Adverazirg suzpesis bl alfhough corsumer st in e hrassd miy
ierease, il impact on loyalty may deorease due o the domisan mileence of Funciomed
Advrtsing. This modertion ako affected comswiner perceptions of the beand, even if
trued in dhe hrand was highe If achvertisemests are ineffoctive, consemers may reduce heir
Irpadiy, Fosorkoniayd -'llfl1'l'a:'|'].: preanly slfeced coissenes percepaions asd Srpng’ Losediy,
ai evidenesd hy s strong negaive modermingERIruence an e ek betwean Seaind Trs)
il Brand Lenaine. This findisg aligred witk Menictjel et 2 (2017 ) wha sisted thar the
relstinmsiip between tresd and legally became meggaibicaint afler moderation.

533 Ceneraliving brand dhrarmuics hevored eSports

Althaugh the foces of this mesewch @ oo eSporis the fndings re@nling the
e nnserisdnss of Rrand Experiesce, Trvd, s Loyl (Aapl anl Gedek, 2003,
Sabin gr pl, 200010 pre peminent oo wide rengs of eeciors ino which consumer
cngapemsat & vl s mdssmies whene product design, funcoesal iy, and innowitien ane
of the wimost importmee. such as relinl. kesspitalidy, smel conswmer electronics, the sthdy's

matntal principles can guide custoomer relenbon siratepies, orsever, the mediabon
e of Brond Frust highbehts the cross-secior sipmalicmee of @ repuivhly band m
fortering consemes loyalty, which applics o indsstries rangng Fom fisee 10 Fsdon
(Dessveaud et al, 2024). The multifaeted function of Suncnome ddverliegy underseons
the significerce of marketing strategics thal -szinu late corsumer imerest and knewledge
hi|.'J1 Dgtidting: the practicahity and advaniages of tae prodiscl, The information prosentsd
m thiz sy provides & vahsbds emesmk for bramd stmlcpists moking e stromgihon
gurbomer wnnsctions mil atten 9 compatibye adviniags neoss vanous inda ey, @
wmtlinves o st spproach o improwing cossumer loyvalty and relationslips. Lagibech
can refing i eSports sty W meel brosder husiness goals by performing seoun
unalysis o grasy Logilech % plobal murket rencks, evaluate indusiry mals, consider
el ny iepoeis, sy worldwids codeamer habis, and pinpedm  poreiitkal somiegic
nlkaees. The alm 15 10 sustals Logiech’s poeiios as fhe o camer i gaming prodic
revenes wotldwaoe frnm 2008 w2000 {Statiea, 2008
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6 Copclistons and recommenclatiogs

1

The mescarch findings -.hlmrulrih:!- frumd Ceperiewce drecil @BMuences Brond
Lovele and Mvond Tee in Logitech brand producs, b imglies thai the beter the
pxpirionee cossumers receive, the higher (2eir mtetion 0 st and remain kyal s
Logiechy brand pooducts. Addimionally, S8«iwd Towar dirgely iallesice Fooed LovelTy
amd serves wEoa edaring varable for Logisech brasd poodiszs. 10 indcmes. thai the
Togihier rhe Bvgig TRV avamnp conssmens, e preater ey bdesd o remim layvel w0
Logaech products. Legitech’s efforts s inseyrie {3 aisability prmcples in sppont agile
aystems amd management (3040 % an fnher sirengthen the comnection between the
bennd, comsumer trust and lovelty,

o als leoles st the sodemiing (acter, mseweing how Fusctionm’ Advessising
affecis the relutionin between Brand Doperlorce and Beawd Lovaly and Bresd e
and Braind Lapady in eSports, which oligrs with agile systems mnd manopemend.
ramnd  findmgs  roveal thet Femovesal  Adverdimag on obports mederaied  the
relstionship botween Brosd Experience wd  Frod Lopally, Hivaever, Fonciivmed
Aifversirmg cSports did nol mexlomie e redationship beiween Sraued Trusr apld Freoed
Lowalne. 1 suggests thal corsumer trust in festenizg lovally vo Logitech prodects rammins
coisizent, even in the presence of Punciened Advemising.

The lpmtstions of this ressanch are seociabed with the respondenix, who comprise
Loghech binnd wsers prinsarily focused on gaming actisltiss o Surabava, the seeond
bippes ciny in sdoresa Logmech hrasd producis are uitlised Tor pespnp amd daily s
predessicial aenvitkes The chaice of Logiech ond the respandent from Surabays may
mmpact the overadl validity of fimdings regcding eSports in Indomesi Adiditinnally,
socielal chages amd developments may mpact vanous aspects of consemers. polenbathy
wxpimdmy the dimemsions of frand Experiamee, From o gaming perspoctioe, oompamies
cen priorise prodect guality i enhomes the ser’s paming experence. Comaaniss com
alee emphasize the precticality of their peodscts. further instilling confidence m
conswmers” product choices in andem with o positive ganing expenienos

Sume recommondationm for gammg product devolopment businesses ginsarge Bom the
sudy’s smalvais and resposd e CRRTEIONEITs, Eﬁp|m|| respondmi’s ope, brnd, sl
demmgaphie mngs 0 cmphasise inchsiaty mel doseir, 1 ends somese significas

comtribiiions and geserelisability of rescarch findizgs aorces mailiple cites or
countrigs. The findings reveal severul factors thas drive o product’s populerity amscng
consumers, inchsfing the gquelity of the paming experience, st i dhe brand, the
prerceived anbiny of e produ, atd aomiinuous ssarion, Companics shold pricinlse
perodiEet Gualiny s enhnnes the faming expericne e, ensiring isers ve o posiive playing
gxperieniie, This gpqmeach fosters ouss snd kwalyy amosg osers, making whe preiict (heir
prefermed choice for gammp. Companies should contmuously ismovate their procducts,
peowiding updaies $o kvep weers enpoped and meel evolvmpe paming nesdc Fram o
Fivwotionm Advertiring pemspective, compimies van omphasse the practical uilite af ther
proimaded prosdects, Bmnd repatsion, sed brand commamicabion. Morssver, miding
gpalitative ingighie with guantittive data in eSpoats: Brewd Lopally reseerch enriches
umaderstnnding of consuwmner peychology and behaviow, enhascisg coimprehension of
Begwed Lespmhy shengmies,




Umtacbing gowwer tmalh 17

References

Abogln HE and (behek, (b 20237 "The. effect of brand experiences on brand krvplty thrnagh
perceived quality and Brand met o dadi on gons consomsen”, i Baele owmad of
Ko Bordag sl Legpiaticy, Wil 34, Bo. 1L pp 2] 50-THE

Ao, M. e Wegy, G 200K "Tresi and commmirmens wittan o vimml Beend crommemiy: ke
nediadsg ale of sl relasinship gualo”, dowatioe wal Weaogenor, Yol 535, No 8,
915 0ES,

Adlen, O Metomeb, 0. sod Wadmom, T, (2050 'lminal pogsess = ssplementing ihe
sriainable dovclopmenn goals (500s]: o woview of evidince From couranios”, Sieasabilln
Setomee, Val. 13, pp 4551447

Ardersen, T, and D6ll, EE. (30004 *Video games ared apgressive sheughts, feclings. mad
beharvion in dhee laheeramry enid in e’ Soveasd o Peesosling and Saoind Bovcleeing, Yol T,
Pk 4 TTL

AduBker, & (W B=and ined anal Beend lovalty = mal shopperd’, Lorbatimg MrelDpemce gl
Mharinieg, Vol 34 Mo 5 pp 330 ST

Rawd, BH. nd Eim, 5-F, (300 3) *Elfec] o bend ispeiresoes o b st medsstel By braml
lows the medesod mgdition mele of brand s’ Ane Fpoie Jarogy of Mordeyag e’
Loplovce, Yol 3% Mo, 10 pp2d| I-2430,

Bapet, [r (20000 “Esmmnng B aniecodents mid cossapoemes of brand cemmmics dimensmns:
implicamens far branding stratepy’, Jowrwad' af Aoy Sesiness Bafios, Vol 14, Ma, 4,
ppiis A1

Chang, K, Lee, HW. and Bl {0 (104} ‘Demersen 2 oasd mllinsa] cigands pamers’
perceivil bl ek and pewe bl loyally: msdkmsad medaton elkels of bl
ident Beation, sel FeTeacy, ad sappoit om gime and’, Yoang Consaers, Val 25 Mo |,
ppaE-44

Chimntom, I, Sormeseulil. Ioand Pesded, 1 0202105 ' How Braid aiblude, brand qual iy, sl bl
value effeot thai canmed e comsanmer bromal lowakn ™, WMefivoe, Vel T, 86 L pp -0

Chimg, ME amid Welry Peackey, 1 (20122 "The mllaence ol brasl experaooe e st e,
upceriinty sl brad lnuiy: o Guom om B goll clab oubsiey’, Spart, Sanneme sl
Mumegenesd: Ao Patermedvned Soarned, Vol 12, Na I opo 15 170

Cuests-Vald, P, Gesemee-Rslgues, Po ool Losacs-Valle, C, (22T “Sponiorsd g mmge ol
waliie ereatam in E<porty’, fovranl nf Ravmers Revearch, Vol 145, ppol iS-HEL

Curmg, (T (20 'The effect of brand st fiepison and brand st on beand eomessinneni sl
bzl loneadty ol shoppeg malk”, Intovetene) fowme! of dofesond Stmer and Tochnesage,
Vol 39, Mo T, ppies-Tn

Cupsgg, (LT, ¢ 30200 “The mileznce of brasd sastncbom bmed ns, boed prefermoe on il
lorvally w lapiog hresds™, Feseiain Bowiens (s Plosaiscr, Vol DL Mo L], ppa®-Bir

Dischwwananepaisal, 11 CHELR) ' Exemining e relstonsips botwern HE praciices. omgan cationa|
jul @mbeddedees. job smisfeobon, amild guil Ueembca: edvddence fom Bl goooamams’,
dvice-Puciic Keowal' of Buriwers dvhodvineuinor, Vel 10, Noa 2-3, pp. 30148,

Diesveasd Ko Mpndler, T and Eieasd, M 220240 ' A mets-moike] of cusioaes bessl lovnky md iis
e s af Basivess Besoarod, Yol 176 i 14589,

Conzfikoe-Momae, 5L, Pabma-Rmie LY. md Caro-Lages, LE (202 "Marksting. =irsbeg s (o
cepome”, Sroents el she Moota, Roatledge, Mow York: ppod2-6K

ChrilMithe, WL (20100 “The sole ol donkenl moonliog gandag ¢ odew aied whlictmn. simw s slely
evidence”, Inkerranomal Sovemar of Sleowka! Maan'$h oot Addictom, Vil B ppl MI-115,

Flubachi, 5., Malale, L el Palas-Saeicl], B (2024) " Gassi iy, enpage, Badd lovalty, capl o il
hencls ol g fal cxpen fier | ded apiwris s, Javewal of Prodic? ond Bread
fefpreszemewy, Vol 11, b 1, pp §7-7%




1% 8T Faliowen of ml

Hair Jr. JLF. Huli, GTMM_ Bingle. UM, Sacoedt M. Dosks, NP owid Bes, 5 0031 An
frhcten e Seucung Egaaann Madehse, Pimal Least Sguanes Srucnml Egasian
Mol By (PLE-SEM) Uiy B & Wiekbook, Sprasger Malure, Bwitercisal,

Elan, H. MNpayen, HM. Soeg, H. Lee, 5. aed Clea, B-L (1019} " Impact of Tuscnonadicogninye
ml cmiolimml Elvedbemot on uneps and cpundasd slodion’, Suoead of Mgl
Marivtiay saod Maaagemont, Wol. 26, N 4, ppodds- 471

By, T 2007} The impacis of brasd mperenoss onbrind lovaliy: neidiaioes of brasd love
i s’ Mesagenesr Decoio, Vol 55, Mo 5, pp03s.934

Endcoior, B D0G, (2030} Serairm e Devpdopmenn Gan'n, UN, Avpilabls Ondine: hmpsansuis,
unong'sd g ind sa

Jommgy, WW L Byong KUK, Eakee IEL ToA aned Teap, Y. (20201 Mahilmg o Moot of eqposti con kil
live sirsaming o the relstonstp betusen ceports meorostioni ] gemeplem mil ssposte svent
hmadciss, Npar, Basiees and Afansgemenr An fanmains) Sowed, Val. 11, Moo 1,
Pp AR 1 0E.

Barslmbr, HL, Manmekka, 1 md Sadmi, MO0 a1 "Hivw: o hees] penarmlive, idemiliciion, sl
ru'lllumh; lim gt by i Dol iy i sponms? el " Seretice Phioony and Proctie, Vol 36,
ko Lpp

Bhem., L. flllleh:'d:. L.LI-.. Fatma, 1., Usbom, JU, mnd Bafurmn, £ 030200 "Broasd o gegomoi sl
emperines in anline pevices |, Sosevad of Sorvies Makersg, Vol 34, Mo 2 ppIal |75

Bim 5=H., Eme ¥ Hollied 5 ol Towenond, KM | 2020 “Conmaner dused boaml ml.hltnll:ll:f
sl hanid s i Bred leyally m e Konvas colTies duig miarket ™, Sourwed o Mo iy ond
Fowron Besecrert, Wl 45 N 1, pp 421446

Erey, M, Chush, 5, H-W., Ramegahb, T, and Ravecheodad, PoA. (2010} “Hivw Taretioes] sl
ety b dnee drarwalch adoption; B psodam g, wle ol Gors g i hvimes. il
exinmwmsion', fdrrver Mesewecke Yol 29, Mo 3, pp 876002

Eamm LH. Jmg 5-H., Chal, H, and Kam, 1 (2023 "Anecokal Bones thel affeo resaman
brsessd trustand Brams bevally: FKI.HIIEIJ:ILE sl Kivrean edesaners”, o of Prodfied sl
S Ainesgement, Vol 50, Mo, T, pp i 1015,

Mlakw, 31, Kelles, K1, Dunhis, F., Veochi M. Freeman, 1, Eins, :H.E_. Birylomad, E. mul
Blriiersan TOL (20245 "The Tend sl bovemipe cues in digial . sz l: ral
n:nmmnmm of sncial modip, patey, el livesirsinmey envinonimeniy Flr Tl rrurtl.isiu
m ening bekevior nosearch’, Fromiders i Mrbdon, Vol 10, p 1325365

MoAlragn L, Snmusan, B, hedel, M pnd Cinmella, A8, E306) “Advorhang elfcavines:
il meabensing offecd of e sroiepy’, dmrng! of Wordedsg Rosesa, Vol 53 Ho, 2
a2,

Blemidpel, C., Beoubalb, A aad Bilgibes, A (201 7) “Exersimsg (b staodembiog edde ol persimlity
Irits in B relationabag between Brand s sl bl doyaliy®. st of Prodved andd Bl
Moevgeroewd, W0l Ta, o b pn bR 549

Mlisiafa, BH. sl Eremeed, T, (20207 “Beed capivienice asd besal kyally: s il 8 madler of
emoliesT"| Ao Fecafie bt of Wereketivg sod Logomtes, Vol, 1, Moo 4, pa 0331050,

Mguven, T, Le, BDHA, Troeng, LG Troong, WG med Yo, ¥V, (2020 "The affei o
L Boramicon¥ s penosaions of hrand sorivism on beeand loow: svdsoe Bom Viesam, Asin
Pancd Fee Sodraan! o) Aarkietial eaie Logiiwics, Wail, 35, No. 6, i 14941311,

Barhayanl- Wol D EL 2004 Awber af el orts Avahate o e fdoseiian Teae o Gomes, Sid
2023t g, baipeswemw slatEln ooy sl sl o' 13 TO00 A4 Bl ol e - nisnher oo
itilalssem- gemiei-by fvpe’

Mmhavai-Wolll, [L (302400 Member o Profeoionsd eSeves Mereee fadmen J00 20027,
DR e i B ool s et ' 137 1731 md e umbe s -o Fpr ol s oe - posts- plary oz’

erhaysi-WollT, W (20241 Fevewie o rhe Espore fwheer v Swfoweshy 050028,
hipes ooy sttects ¢ o forocaete ! | 3120 Tomdonesd o-eepim s- v e

Myeveen, 1 snd Pedeesne FE (3040 ‘Influences of covenion on brand oepemimce’
fararaniosanl dovemnl af Marker Bessarcl, Yol 56 Na, &, ppanT. £33,




Umtacbing gowwer tmalh L

Cirarkahag, Eoand ik, 10 (909205 " Hemed kaliisinmn migen menmaniyet deermadeki clbass:
hois oteler Baerioe bar uygulsma, et D e Seesd sk s Dol Yol 1,
M. 3, pp 756 TES.

Cledemr, 5., e, 5. Ciupm, Soand BeBel 43 c200F The elfeos of mes aed pecr infduenoe on
corpmra ke bewnid- dmisanes rebalisnghijs aed consanc Byaly". Fairnad of Seoilves Rckcasdh,
Vol 117, pp.T91-BikE

Pan. P-L. ared Pliva, ) (2021 ) 'Commocting speonsor braneds throegh sporis comgotinees: an slostity
apperaech 0 brand tness ped brend loyalty ™. Saore Buelsers osd Manegodasew da farempsicnad
Kowrwat, Vol D] Mo 2 o 01 64

Papmad, L, 3T} Egnaree or 0 Phapowpan of dew Trende (v Touren: 4 Gaasy Evparioocs
mroapk Sdnne! and Live Evende hlser Thesis Universine of Zegrebe Famaloy of Ecoaomics
mil Boeunes, Majen Magaierkl Enformmncs, hupedrsskhnmlieira oo el 1 530
labsed e g POE San load

Bieohn, A, Barhosd, BOL.C., Matcus, MUA ad Seivadm, MO (20231 *Symbolic Comedimpiien
o sr-tradiboes] prodictor of lmand kivally =il spects dslestsy . Exnthall 2lub acpress’,
Helpwe, Vol W Ne 4 pp i-130

Sahim, A_ Zehir, C. and Kinpq. Ho i 30100 ' The effecs of beand ex perieaces. wus ond satstician
nn haikdng. brand |ovaky. oa empanoal eeemch on gobal bonds’, Pacelle-Sockil san
Bl Sodeinm, Wil 24, ppi2EE- | 301

Samarsh, T. Baymam, P, Alihmans WY, md Elcbal H. (2022 The role of brad miemoaviny
and Tivohemon ko deiving social media cossdmer heisal esgepement daed beand loval: e
ndialiag el of Brand lwat’, Fewened of Bessarvh i inteocinee Mavkenng, Vol 1R Mo 4,
pradE-hEd,

Shokla, P& and Mashee, B, (20200 "Conceplmaliemg the rode of dwis anahatcs md fodhnokogy in
egrrermimn: an Enghtl’, bermabivanl fowenol of Bunsess deafisee, Val. 7, 8o T e 1-12,
hlpes o o) D00 PR han, TN ATH

Spthimm, M. e Haman. L (200 T3 "8 hy dn peaple waich oihers plaoy viden games? an empmcal
sl o e meadvalins of wilkh een’. Conpasve o Floene Bedendoe, Vol 75,
P JER-00,

Bratiad o 203 Revvaiet o Lo d fidema S okl Froie Faed! Feae 2000 m 2825 iy
Fepenenr, BpsCvow woslafale connddatlmiey T3 oprech sovenme-hy-scpmead

Saiisa (20240 Mowe Evterinivarnd, Soaiisia Coresamer Insighis Olobal, bapesCwows-sian sis-
pamarprany. dewoy petmiacd: 2449 Vol eo b dmc sma m -hone S m -t mm ot
irkon s it o rana o

Tiep Lec T Mego, W and Aurobisno-falve, Lo (20257 "Conmbuotioa of comporee social
responsitd ey on S8 Ec’ peformance o6 on emerging msrkel-fe medming roks of hrad
e and bemad loyaky', dwersanosand Soarna) o Enecmeg Meckes, Vol 1E Moo 8.
prpcl Ress 1391

Mg, O amd Lo, C (20243 ) sl Ik ovwereg i oxplorimg @e amcondens off peyclological
onmen®ip and #B mpaot an bend boyvaley i digied comiont makoting”, St af Sievonee
Adverdstag Vol 24, Ko, 1, ppds . A8

Zhare Ho. Liang. X and Wang 5, (3010 "Custrener vebes miicipaiion, prode inrsvsd voness,
mid cusiomes Bfeime value: e moderaiing roke of udvernang simiogy’, Senal of Baicss
Reowarck. Vol i, Mo, %, ppaTIS-3750.




Unlocking gamer loyalty: the power of Logitech’s brand

experience, trust, and eSports advertising

ORIGINALITY REPORT

11. 9. 8 A

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

www.diva-portal.org

Internet Source

(K

www.studocu.com

Internet Source

(K

Bethan Alexander. "Customer Experience in
Fashion Retailing - Merging Theory and
Practice", Routledge, 2024

Publication

<1%

Nguyen Thi Hong Nguyet, Tran Van Dung.
"Exploring the factors influencing brand
loyalty for the online food ordering sector in
Vietnam", International Journal of ADVANCED
AND APPLIED SCIENCES, 2024

Publication

<1%

e

dspace.univ-tlemcen.dz

Internet Source

<1%

Submitted to University of Leeds

Student Paper

<1%

Submitted to University of Durham



Student Paper

<1

E Hung-Tai Tsou, Mukti Trio Putra. "How <1 y
gamification elements benefitbrand love: the ’
moderating effect of immersion", Marketing
Intelligence & Planning, 2023
Publication

n Submitted to 84629 <1
Student Paper %

Jisun Lee, Lana Chung. "Effects of perceived <1 o
brand authenticity in health functional food ’
consumers", British Food Journal, 2019
Publication
core.ac.uk

Internet Source <1 %
derqgipark.orqg.tr

Intern?t Sr.z)urce g <1 %
jurnal.ugm.ac.id

%nternet Sour?e <1 %
Submitted to Kenyatta Universit

Student Paper y y <1 %
Submitted to Universitas Diponegoro

Student Paper p g <1 %
Submitted to American Public Universit

g <1

System

Student Paper



SSti?nir;;EEred to Coventry University <1 o
iit)nrtr;ﬁred to Girne American University <1 o
Suouarer <1
uaippw-com <1y
ot <Tw
Egggi;citoe: (tI?E')Fhe Independent Institute of <1 o
Student Paper
ii?nmlggred to Turiba University <1 o
Sstit)nirlllggred to University of Glamorgan <1 o
Akhmad Syarif Sinaga, Arlina Nurbaity Lubis, <1 0%

Beby Karina Fawzeea Sembiring. "The
Influence of Brand Image, Product Quality
and Price on Samsung Smartphone Product
Purchase Decisions (Case Study on
Employees of PT Angkasa Pura Aviasi

Kualanamu International Airport)", Al Qalam:



Jurnal IlImiah Keagamaan dan
Kemasyarakatan, 2023

Publication

Submitted to Eastern Institute of Technolo

Student Paper gy <1 %
c.coek.info

Internet Source <1 %

journal.stimykpn.ac.id <1 )
Internet Source Y%
www.infomatives.com

Internet Source <1 %

Mangirdas Morkdnas, Marija Kotryna <1 y
Gridmanauskaite’. "What Really Drives Loyalty ’
in the Fast-Moving Consumer Goods
Market?", IIM Kozhikode Society &
Management Review, 2023
Publication

Submitted to Suan Sunandha Rajabhat <1 o
University ’
Student Paper

Yuhong Peng, Yedi Wang, Jingpeng Li, Qiang <1 o

0

Yang. "Impact of Al-Oriented Live-Streaming
E-Commerce Service Failures on Consumer
Disengagement—Empirical Evidence from
China", Journal of Theoretical and Applied
Electronic Commerce Research, 2024

Publication




ejournal.unsrat.ac.id
InJcernet Source <1 %
repository.msa.edu.e
Inte&et Sourc!y g <1 %
WWW.revistas.usp.br
Internet Source p <1 %
journal.formosapublisher.or
{nternet Source p g <1 %
ltu.diva-portal.or
Internet SourcE g <1 %
www.frontiersin.or
Internet Source g <1 %
www.sbp-journal.com <1
Internet Source %
Jaime SC Amor, Mario Alguacil, Josep Crespo- <1
, . . %
Hervas, Ferran Calabuig. "Uncovering
Differences: A Study on Loyalty in Esports
Mobile Apps by Gender", Physical Culture and
Sport. Studies and Research, 2024
Publication
Nguyen Quoc Cuong, Tran Thu Thao, Nguyen <1 o

Thi Hoang Anh. "Chapter 17 Factors Affecting
Brand Loyalty of the Co.opmart Supermarket
in Vietnam: The Mediating Effect of Brand
Trust and Customer Satisfaction", Springer
Science and Business Media LLC, 2023



Publication

Saurabh Kumar Dixit. "The Routledge <1
. . %

Handbook of Tourism Experience
Management and Marketing", Routledge,
2020
Publication

Wei Liu, Kaiying Guo, Bo Wendy Gao. "The <1 o
impact of point policies on hotel “sleeping” ’
guests: awakening model construction”,
Journal of Hospitality and Tourism Insights,
2024
Publication
econeurasia.com

Internet Source <1 %
fslmjournals.taylors.edu.m

Interne{ Source y y <1 %

emawiralodra.unwir.ac.id

Ignternet Source <1 %
internationalrasd.or

Internet Source g <1 %
journals.ama.or

%nternet Source g <1 %
kiet.edu.pk

Internet Sourcep <1 %

koreascience.or.kr <1
Internet Source %




repository.petra.ac.id

InteE:]et Sourct;y p <1 %
www.growingscience.com

Internet S?urce g <1 %
www.irmust.ac.u

Internet Source g <1 %

Daniela Menezes Garzaro, Luis Fernando <1 o
Varotto, Samara de Carvalho Pedro. "Internet ’
and mobile banking: the role of engagement
and experience on satisfaction and loyalty",
International Journal of Bank Marketing, 2020
Publication

Francis Vaughan. "Information Science and <1 o
Sustainable Development", Elsevier BV, 2024 ’
Publication

Juhee Kang, Aikaterini Manthiou, Norzuwana <1 o
Sumarjan, Liang (Rebecca) Tang. "An ’
Investigation of Brand Experience on Brand
Attachment, Knowledge, and Trust in the
Lodging Industry", Journal of Hospitality
Marketing & Management, 2016
Publication

Muhsina Jannat, Md. Mahmudul Haque, <1 o

0

Mohammad Ashraful Ferdous Chowdhury.
"Does Trust Mediate in Corporate Social
Responsibility (CSR) and Brand Equity Nexus?



Empirical Evidence from the Banking Sector”,
FIIB Business Review, 2022

Publication

Subarna Nandy, Neena Sondhi, Himanshu <1 o
Joshi. "Antecedents and outcomes of brand °
pride: moderating role of narcissism", Spanish
Journal of Marketing - ESIC, 2023

Publication

Faruk Anil Konuk. "Trustworthy brand signals,

e . <l
price fairness and organic food restaurant
brand loyalty", Management Decision, 2023

Publication

Exclude quotes On Exclude matches <5 words

Exclude bibliography On



