BAB V

PENUTUP

Pada bab ini, memuat uraian terkait rangkuman temuan penelitian yang
telah dilaksanakan serta menyampaikan implikasi manajerial yang dapat diperoleh
dari hasil penelitian tersebut. Peneliti juga akan mengulas mengenai keterbatasan
penelitian yang mungkin ditemui serta memberikan saran yang dapat menjadi

panduan bagi peneliti lain dalam mengembangkan penelitian di masa mendatang.

5.1. Kesimpulan

Studi ini berfokus pada analisis pengaruh pengalaman merek dan loyalitas
merek Gen Z, dan dimediasi melalui peran persepsi kualitas dan kepercayaan merek
Aerostreet. Penelitian in1 dikumpulkan melalui platform Google Form yang disebar
secara online dan telah melibatkan partisipasi sebanyak 265 responden. Responden
yang mengisi kuesioner merupakan masyarakat yang bertempat tinggal di Indonesia
dan pernah melakukan pembelian produk dari merek Aerostreet setidaknya dua kali
dalam satu tahun terakhir. Analisis yang dilakukan memanfaatkan teknik Structural
Equation Modelling (SEM) dengan perangkat SmartPLS memberikan hasil data
yang baik. Setelah melalui seluruh rangkaian penelitian, mulai dari pengumpulan
data, pengolahan data, hingga analisis data, maka kesimpulannya secara
keseluruhan penelitian ini memiliki hasil yang baik.

Pada penelitian ini, terdapat tujuh hipotesis yang digunakan sebagai dasar

analisis. Di bawah ini adalah hasil dari pengolahan data yang diperoleh:
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. Pengujian hipotesis pertama menunjukkan bahwa pengalaman merek
berpengaruh terhadap loyalitas merek (H1 diterima). Temuan ini
mengindikasikan bahwa pengalaman merek turut berkontribusi langsung
terhadap peningkatan loyalitas konsumen terhadap suatu merek.

. Pengujian hipotesis kedua menunjukkan bahwa pengalaman merek
berpengaruh terhadap persepsi kualitas (H2 diterima). Artinya, pengalaman
positif yang dialami konsumen dapat berdampak pada persepsi konsumen
terhadap kualitas merek tersebut.

. Pengujian hipotesis ketiga mengungkapkan bahwa pengalaman merek
berpengaruh terhadap kepercayaan merek (H3 diterima). Ini berarti bahwa
pengalaman merek yang tinggi dapat meningkatkan rasa percaya konsumen
terhadap merek tersebut.

. Pengujian hipotesis keempat menunjukkan bahwa persepsi kualitas
berpengaruh terhadap loyalitas merek (H4 diterima). Artinya, persepsi positif
terhadap suatu merek dapat memberikan dampak pada peningkatan loyalitas
terhadap suatu merek.

. Pengujian hipotesis kelima menyimpulkan bahwa kepercayaan pada merek
berpengaruh terhadap loyalitas merek (HS diterima). Temuan ini
mengindikasikan bahwa kepercayaan yang tinggi akan merek, hal ini dapat
memberikan efek terhadap tingkat loyalitas konsumen terhadap merek tersebut.
. Pengujian hipotesis keenam, persepsi akan kualitas memediasi hubungan antara
pengalaman merek dan loyalitas merek yang bersifat mediasi komplementer

(complementary) (H6 diterima). Hal ini berarti bahwa persepsi pada kualitas
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menjadi perantara dari pengalaman merek dan loyalitas merek. Selain itu,
pengalaman merek yang positif akan meningkatkan persepsi kualitas konsumen
terhadap merek, yang kemudian dapat mendorong peningkatan loyalitas
konsumen.

Pengujian hipotesis ketujuh, kepercayaan pada merek memediasi hubungan
antara pengalaman merek dan loyalitas merek yang bersifat mediasi
komplementer (complementary) (H7 diterima). Hal ini berarti kepercayaan
menjadi perantara atas hubungan pengalaman merek dan loyalitas merek.
Kemudian, pengalaman merek yang positif dapat menumbuhkan kepercayaan
konsumen terhadap merek, yang akhirnya dapat memperkuat loyalitas

konsumen terhadap suatu merek.

5.2. Implikasi Manajerial

Mengacu pada temuan studi, menghasilkan implikasi manajerial yang dapat

disampaikan sebagai berikut:

1.

Pada penelitian ini ditemukan bahwa indikator kedua dengan nilai mean
tertinggi pada variabel pengalaman merek adalah pernyataan “Saya merasa
merek Aerostreet menarik secara visual”. Hal ini menunjukkan bahwa aspek
visual sangat berperan membentuk pengalaman merek. Oleh karena itu,
Aerostreet dapat memperkuat elemen visual merek, seperti kemasan, konten
digital, serta tampilan platform e-commerce. Selain itu, Aerostreet juga perlu
mengembangkan desain-desain produk dengan tujuan untuk menciptakan

kesan positif dan mendalam di benak konsumen.

93



2. Ditemukan bahwa variabel persepsi kualitas memiliki indikator pertama
dengan nilai mean tertinggi pada pernyataan “Menurut saya, merek Aerostreet
dapat diandalkan (seperti kualitas produk, desain, kemasan, dll)”. Hal ini
menunjukkan bahwa konsumen menilai keandalan sebagai hal utama dari
persepsi kualitas terhadap merek Aerostreet. Oleh karena itu, Aerostreet perlu
untuk tetap menjaga konsistensi kualitas produknya baik dari segi bahan
maupun kenyamananya. Selain itu, merek juga dapat memperkuat persepsi
konsumen melalui ulasan dan review orang lain terhadap produknya.

3. Pengaruh terbesar ketiga pada penelitian ini adalah variabel loyalitas merek
yang terletak pada indikator keenam dengan nilai mean tertinggi pada
pernyataan “Saya akan terus menggunakan produk dari merek Aerostreet di
masa mendatang”. Hal ini menunjukkan adanya niat yang kuat dari mayoritas
konsumen untuk tetap menggunakan merek Aerostreet. Pernyataan ini juga
diperkuat oleh indikator pertama pada variabel kepercayaan merek yaitu “Saya
percaya pada merek Aerostreet”. Oleh karena itu, Aerostreet perlu
mempertahankan kepercayaan konsumen melalui layanan dan produknya,
sehingga dapat memenuhi harapan konsumen yang kemudian berkontribusi

pada pembentukan loyalitas jangka panjang terhadap merek tersebut.

5.3. Keterbatasan Penelitian
Pada penelitian ini, terdapat beberapa kelemahan yang perlu diperhatikan.
Salah satunya adalah fokus penelitian ini hanya mencakup empat variabel utama,

yaitu pengalaman merek, persepsi kualitas, kepercayaan merek, dan loyalitas
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merek. Meskipun keempat variabel ini telah terbukti saling berpengaruh
membentuk loyalitas merek, loyalitas merek tidak hanya dibentuk oleh pengalaman
merek, persepsi kualitas dan kepercayaan merek, tetapi juga dapat dipengaruhi oleh
variabel lain, seperti citra merek dan kepuasan konsumen. Terdapat beberapa
variabel lain yang tidak diteliti, pemahaman tentang hal yang membuat konsumen
menjadi setia pada merek tidak sepenuhnya lengkap. Oleh karena itu, penelitian ini
belum memastikan hal lain di luar variabel yang berpotensi berpengaruh terhadap
loyalitas merek.

Sementara itu, sebagian besar responden yang terlibat pada penelitian ini
merupakan kalangan pelajar atau mahasiswa, sedangkan pandangan dari responden
yang berasal dari profesi lain belum terwakili dengan baik. Hal ini dapat
mempengaruhi hasil penelitian, karena responden memiliki perspektif yang
beragam. Perbedaan sudut pandang ini dapat menciptakan variasi yang signifikan
terhadap cara konsumen menilai pengalaman merek, persepsi kualitas,

kepercayaan, serta loyalitas terhadap merek.

5.4. Saran untuk Peneliti Selanjutnya
Mengacu pada keterbatasan studi ini, maka peneliti mengutarakan beberapa
saran sebagai berikut:
1. Penelitian berikutnya disarankan agar mempertimbangkan perluasan model
penelitian dengan menambahkan variabel-variabel lain seperti citra merek dan
kepuasan konsumen agar analisis yang dihasilkan dapat memberikan gambaran

yang lebih komprehensif mengenai faktor-faktor yang membentuk loyalitas

95



konsumen terhadap suatu merek, khususnya di industri fesyen lokal seperti
Aecrostreet. Maka, dengan menambahkan variabel-variabel tersebut, peneliti
selanjutnya dapat memperoleh pemahaman yang lebih menyeluruh tentang
faktor-faktor yang membentuk loyalitas konsumen terhadap suatu merek.

. Penelitian ini hanya mencakup merek Aerostreet. Pada penelitian selanjutnya,
disarankan untuk melakukan studi yang membandingkan beberapa merek lokal
atau internasional dengan karakteristik produk yang berbeda untuk melihat
perbedaan pengaruh pengalaman merek dan loyalitas merek. Adanya
melakukan perbandingan merek, peneliti dapat mengidentifikasi faktor-faktor

yang lebih universal atau unik ketika menciptakan loyalitas merek.
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LAMPIRAN
Lampiran 1. Kuesioner Google Formulir

AERO
STREET

Pengalaman Merek dan Loyalitas Merek
Gen Z: Peran Persepsi Kualitas dan
Kepercayaan Merek Aerostreet

Halo semuanya!

Perkenalkan saya Anastasia Silvia Fernanda, mahasiswi Program Studi Manajemen,
Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta. Saat ini saya sedang
melakukan penelitian skripsi dengan judul "Pengalaman Merek dan Loyalitas Merek Gen
Z: Peran Persepsi Kualitas dan Kepercayaan Merek Aerostreet".

Pada penelitian ini saya membutuhkan responden dengan kriteria:

1.GenZ

2. Pernah membeli produk dari merek Aerostreet setidaknya 2 kali dalam 1 tahun
terakhir

Apabila saudara/i memenuhi kriteria tersebut, saya mohon kesediaanya untuk mengisi
kuesioner berikut. Terima kasih atas perhatian serta partisipasinya dalam pengisian
kuesioner penelitian saya.

Kuesioner ini akan mengajukan pernyataan kepada Anda mengenai pengalaman Anda
menjadi konsumen merek Aerostreet. Anda akan diminta untuk menjawab setiap
pernyataan dengan menggunakan skala Likert berikut:

Skala Likert 1-5:

1: Sangat Tidak Setuju

2 : Tidak Setuju

3 : Netral

4: Setuju

5: Sangat Setuju

Tuhan memberkati.
Anastasia Silvia Fernanda.

Apakah Anda pernah membeli produk dari merek Aerostreet? (setidaknya 2 kali ~ *
dalam 1 tahun terakhir).

O Ya
O Tidak
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Pengalaman merek terbentuk dari bagaimana konsumen merasakan, berpikir, dan
bereaksi saat berinteraksi dengan suatu merek. Hal ini mencerminkan kesan yang
ditinggalkan merek pada konsumen, baik secara sensorik, afektif, perilaku, dan
intelektual.

Saya merasa merek Aerostreet memberi pengaruh kuat pada cara pandang saya *
terhadap merek.

Sangat Tidak Setuju O O O O O Sangat Setuju
Saya merasa merek Aerostreet menarik secara visual. *
Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, merek Aerostreet menarik di hati. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa terkoneksi dengan merek Aerostreet. *
Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa terkoneksi dengan kuat secara emosional pada merek Aerostreet. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya merasa Aerostreet memberikan kesan mendalam secara emosional bagi  *
saya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya terlibat secara langsung dalam menggunakan merek Aerostreet (seperti *
menggunakannya untuk aktivitas sehari-hari).

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, merek Aerostreet nyaman untuk digunakan. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya memutuskan untuk menggunakan merek Aerostreet. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya seringkali memikirkan merek Aerostreet saat dihadapkan pada beberapa *
pilihan merek.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya selalu memikirkan merek Aerostreet. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya tertarik untuk mencari informasi terbaru tentang merek Aerostreet.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Persepsi kualitas terbentuk dari bagaimana konsumen menilai kualitas suatu merek
berdasarkan pengalaman, informasi, dan reputasi. Hal ini mencerminkan keyakinan
konsumen terhadap keunggulan merek tersebut.

Menurut saya, merek Aerostreet dapat diandalkan (seperti kualitas produk, *
desain, kemasan, dll).

Sangat Tidak Setuju O O O O O Sangat Setuju
Merek Aerostreet memiliki kualitas yang baik. *
Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, merek Aerostreet memenuhi harapan saya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, merek Aerostreet tahan lama dan awet. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Menurut saya, merek Aerostreet memenuhi kebutuhan saya. *
Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, merek Aerostreet lebih baik daripada merek lainnya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Kepercayaan merek terbentuk dari bagaimana konsumen merasa yakin pada suatu merek
dapat diandalkan. Hal ini mencerminkan keyakinan konsumen pada merek tersebut
dalam memberikan kualitas terbaik.

Saya percaya pada merek Aerostreet. *

Sangat Tidak Setuju O O O O O Sangat Setuju
Saya mengandalkan merek Aerostreet. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya yakin merek Aerostreet adalah merek yang jujur. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya percaya bahwa merek Aerostreet memuaskan saya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Loyalitas merek terbentuk dari bagaimana konsumen secara konsisten memilih dan
menggunakan suatu merek karena merasa puas dan percaya pada merek tersebut. Hal ini
mencerminkan komitmen konsumen untuk tetap menggunakan merek tersebut walaupun
dihadapkan dengan banyak pilihan merek lain.

Saya merasa lebih baik ketika menggunakan merek Aerostreet. *

Sangat Tidak Setuju O O O O O Sangat Setuju
Saya puas menggunakan merek Aerostreet daripada merek lain. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan selalu menggunakan merek Aerostreet sebagai pilihan utama. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa merek Aerostreet selalu menarik perhatian saya. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya akan tetap memilih merek Aerostreet walaupun mendapatkan penawaran ~ *
dari merek lainnya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan terus menggunakan produk dari merek Aerostreet di masa *
mendatang.

Sangat Tidak Setuju O O O O O Sangat Setuju

Pada bagian ini, responden diminta untuk mengisi beberapa poin terkait profil responden.
Informasi terkait responden akan dijaga kerahasiaannya dan hanya digunakan untuk
kepentingan akademik secara bertanggungjawab.

Jenis Kelamin *

O Lakilaki

(O Perempuan

Usia *

O 13-17tahun
O 18-22tahun

(O 23-28tahun
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Profesi *

(O Pelajar/Mahasiswa
(O Pegawai Negeri
(O Pegawai Swasta

O Lainnya

Pendidikan Terakhir *

O smA/sMK

(O D1/D2/D3/D4/S1
O =2

O s3

Rata-rata Penghasilan per Bulan *

(O <Rp1.000.000,00
(O Rp1.000.001,00 - Rp 3.000.000,00
(O Rp3.000.001,00 - Rp 5.000.000,00

(O >Rp5.000.000,00

Rata-rata Pengeluaran per Bulan *

(O <Rp1.000.000,00
(O Rp1.000.001,00 - Rp 3.000.000,00
(O Rp3.000.001,00 - Rp 5.000.000,00

(O >Rp5.000.000,00

Berapa kali Anda membeli produk dari merek Aerostreet dalam 1 tahun terakhir? *

O <3kali
O 3-5kali
O >5kali
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Produk dari merek Aerostreet yang pernah saya beli dalam 1 tahun terakhir (dapat *
memilih lebih dari 1):

(O] Parfum

T-shirt

O

Kemeja

Hoodie

Polo Shirt
Chinos & Cargo
Jeans

Sepatu

Sandal

Kaos Kaki

00000000

Patch (Aksesori Sandal)

Saya membeli produk dari merek Aerostreet di (dapat memilih lebih dari 1): *

D Pop-Up Store (Mall, Pameran)
D E-commerce (TikTok Shop, Shopee, Tokopedia, Lazada, Blibli)

D Social Media (Instagram, WhatsApp)

Kembali Kosongkan formulir
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Lampiran 2. Penyebaran Kuesioner

Media Sosial Instagram Story

Hai semua!

Saya Anastasia Silvia Fernanda sedang
melakukan penelitian dan membutuhkan
bantuan kalian untuk dapat meluangkan waktu
mengisi Kuesioner Skripsi.

al

AS
ALAMAN MEREK DAI? LOYAUT
pene MEREK GENZ: o
ERAN PERSEPS! KUAL\TQ .
i KEPEQCAYAAN MER

K
peli produ!
Knya 2 kalt

1 tahun terakhi®

pernah mem'

Aerostreet setida

dalam
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Media Sosial WhatsApp

{7

& %
\_/

KKN 42 Atam Yajaj x %

Wed, 19 Mar

Pengalaman Merek dan
Loyalitas Merek Gen Z: Peran
Persepsi Kualitas dan Keper...

Halo semuanya!

Perkenalkan saya Anastasia Silvia
Fernanda, mahasiswi Program
Studi Manajemen, Fakultas Bisnis
dan Ekonomika, Universitas Atma
Jaya Yogyakarta. Saat ini saya
sedang melakukan penelitian
skripsi dengan judul “Pengalaman
Merek dan Loyalitas Merek Gen Z:
Peran Persepsi Kualitas dan
Kepercayaan Merek Aerostreet"

Pada penelitian ini saya
membutuhkan responden
dengan kriteria:

1.Gen Z

2. Pernah membeli produk dari
merek Aerostreet setidaknya 2
kali dalam 1 tahun terakhir.

Apabila saudara/i memenuhi
kriteria tersebut, saya mohon
kesediaanya untuk mengisi
kuesioner berikut. Terima kasih
atas perhatian serta partisipasinya
dalam pengisian kuesioner
penelitian saya.

Tuhan memberkati.
Anastasia Silvia Fernanda. 5 o5

‘AA

119



Lampiran 3. Data Responden dan Jawabannya

18 -

Pop-Up Store

(Mall, Pameran),

E-commerce

3/19/2025 . . <Rp <Rp Sepatu, .
2:50-11 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 | 1.000.000,00 5 | Sandal (TikTok Shop,
tahun kali Shopee,
Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp . .
18 - T-shirt, (TikTok Shop,
3/91%2(1)4215 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.005).;;(;)1 ;00 1'009'1231’00 k<a 31i Polo Shopee,
o tahun Shirt Tokopedia,
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
Rp Rp .
18 - (TikTok Shop,
3/19/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 1.000.001,00 <3. Sepatu Shopee,
9:35:29 tahun ~Rp ~Rp kali Tokopedia
5.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
1s- Rp Rp Kemejn, | | E-commerce
3/19/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. Polo (TikTok Shop,
10:17:35 tahun ~Rp ~Rp Kali | gpirg Shopee
3.000.000,00 | 3.000.000,00 ’ pee,
Sepatu Tokopedia,

Lazada, Blibli)
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13 -

3/19/2025 . . <Rp <Rp <3 Sepatu, Pop-Up Store
1:1:03 | Yo | Perempuan | |7 PelajarMahasiswa | SMASME 1 000,000,00 | 1.000.000,00 | kali | Sandal | (Mall, Pameran)
13 -
3/19/2025 . . <Rp <Rp <3 Pop-Up Store
11:11:06 | 1@ | Perempuan tagm Pelajar/Mahasiswa | SMA/SMK 11 550.000,00 | 1.000.000,00 | kali | S%P3™ | (Mall, Pameran)
Pop-Up Store
18- Rp Rp 3- M ecommerce”
3/19/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 5 T-shirt, (TikTok Shop,
11:21:03 tahun -Rp -Rp Kali Sandal Shopee
3.000.000,00 | 3.000.000,00 pee,
Tokopedia,
Lazada, Blibli)
E-commerce
13 - (TikTok Shop
3/19/2025 . ) <Rp <Rp <3 ’
11:22:15 Ya | Perempuan | 17 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | Kali Sepatu Shopee.,
tahun Tokopedia,
Lazada, Blibli)
Pop-Up Store
oo - | s, |
3/19/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 3.000.001,00 5 Sepatu, (TikTok Shop,
11:42:01 tah —Rp —Rp Kali Sandal Sh
ahun 5.000.000,00 | 5.000.000,00 | <" opee,
Tokopedia,
Lazada, Blibli)
Rp Rp
18 - . E-commerce
S9RO2S | Lakiclaki | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/s1 | 1:000-001,0011.000.001,00 1 <3 - T-shirt, - ppp ) gy
11:42:35 tahun —Rp —Rp kali | Sepatu Shopee
" 3.000.000,00 | 3.000.000,00 pee,
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Tokopedia,
Lazada, Blibli)

Rp Kemeja, E-commerce
18 - 3 - | Chinos & | (TikTok Shop,
SM9R2025 1 vy | Lakiclaki | 22 | Pelajar/Mahasiswa | DI/D2/D3/D4/s1 | SRP - 1.000.00L00 1“5 ) o Shopee,
11:43:48 1.000.000,00 -Rp . .
tahun 3.000.000.00 kali | Sepatu, Tokopedia,
T Sandal Lazada, Blibli)
18 -
3/19/2025 : . <Rp <Rp <3 . Pop-Up Store
11:44:3] | Y@ | Perempuan taﬁ N Pelajar/Mahasiswa | DI/D2/D3/D4/S1 | 1 466 000,00 | 1.000.000,00 | kali | €S™¥2 | (Mall, Pameran)
18 Rp
3/19/2025 — ) : . <Rp 1.000.001,00 | <3 T-shirt, Pop-Up Store
12:02:07 | Y2 | Rl 22 PelajarMahasiswa | SMASSMK - 000.00000 | ~Rp | kali | Sepaw | (Mall, Pameran)
anun 3.000.000,00
18 - Rp Rp 3-
3/19/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 5 T_Shlr.t’ Pop-Up Store
12:04:24 tahun - Rp —Rp Kali Kemeja | (Mall, Pameran)
Y 3.000.000,00 | 3.000.000,00
Rp E-commerce
18 - Sepatu, (TikTok Shop,
3/19/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK < Rp 1.000.001,00 <3. Kaos Shopee,
12:17:18 1.000.000,00 -Rp kali . ;
tahun 3.000.000.00 Kaki Tokopedia,
T Lazada, Blibli)
Rp Pop-Up Store
18 - . (Mall, Pameran),
3/19/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 < Rp <3. T-shirt, E-commerce
12:53:58 tahun —Rp 1.000.000,00 | kali | Sepatu (TikTok Sho
3.000.000,00 P
Shopee,

122




Tokopedia,
Lazada, Blibli)

E-commerce

Rp Rp .
3/19/2025 18 - . . 1.000.001,00 | 1.000.001,00 | <3 | Farfum, | (TikTok Shop,
em. Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK . | Kemeja, Shopee,
12:57:53 tahun —~Rp ~Rp kali Sepatu Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
T-shirt, (Mall, Pameran),
18 - 3- | Kemeja E-commerce
3/19/2025 . >Rp >Rp ) .
17-07-04 Ya | Perempuan | 22 Lainnya SMA/SMK 5.000.000,00 | 5.000.000,00 5 ‘ Hoodie, (TikTok Shop,
tahun kali | Sepatu, Shopee,
Sandal Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
23 - (TikTok Shop,
31/ é.g(g_olzss Ya | Perempuan | 28 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1'00?'12(1))1’00 1'009'12(;1’00 k<a :ii Sepatu Shopee,
o tahun Tokopedia,
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Rp Rp .
18 - 3- T-shirt,
3/19/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 5 Kemeja, Pop-Up Store
20:52:46 tahun —Rp —Rp Kali Jeans (Mall, Pameran)
3.000.000,00 | 3.000.000,00
18 Rp Rp
3/19/2025 i . . 1.000.001,00 | 1.000.001,00 | <3 | T-shirt, Pop-Up Store
21-04:58 Ya | Perempuan taii i Pelajar/Mahasiswa | D1/D2/D3/D4/S1 _Rp “Rp kali | Sandal (Mall, Pameran)
3.000.000,00 | 3.000.000,00
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Pop-Up Store

(Mall, Pameran),

18 - . E-commerce
3/19/2025 . : <Rp <Rp <3 | T-shirt, .
21:39:12 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 | 1.000.000,00 | kali | Kemeja (TikTok Shop,
tahun Shopee,
Tokopedia,
Lazada, Blibli)
E-commerce
18 - (TikTok Shop
3/20/2025 : . <Rp <Rp <3 . ’
1-44:27 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Kemeja Shopee.,
tahun Tokopedia,
Lazada, Blibli)
Rp E-commerce
23 - (TikTok Shop
3/20/2025 o . . 3.000.001,00 <Rp <3 ’
10:31:11 Ya | Laki-laki 28 | Pelajar/Mahasiswa SMA/SMK “Rp 1.000.000,00 | Kali Sepatu Shopee.,
tahun 5.000.000.00 Tokopedia,
ST Lazada, Blibli)
E-commerce
Rp Rp .
3/20/2025 23 - . 1.000.001,00 | 1.000.001,00 | <3 | Parfum, | (TikTokShop,
Ya | Perempuan | 28 Lainnya D1/D2/D3/D4/S1 . Shopee,
11:02:21 tahun -Rp -Rp kali | Sepatu Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
15- Rp Rp " Ecommerce
31/ %p(ﬁpszf Ya | Perempuan | 22 Lainnya D1/D2/D3/D4/S1 3'000'12?)1’00 1.000.}(;(1))1,00 k<a 31i Sepatu (TikTok Shop,
tahun 5.000.000,00 | 3.000.000,00 Shopee,
Tokopedia,

Lazada, Blibli)
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Pop-Up Store
(Mall, Pameran),

18 - Rp Rp T-shirt, E-commerce
3/29/2925 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. Sepatu, (TikTok Shop,
11:30:44 tah —Rp —Rp kali Kaos Sh
ahun 3.000.000,00 | 3.000.000,00 Kaki opee,
Tokopedia,
Lazada, Blibli)
Pop-Up Store
SO g
32020251 o | Lakidaki | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/s1 | >-000-001.001:3.000.001,00 1 <3 - T-shirt, -} pyy gy gy
12:20:01 tahun —Rp —Rp kali | Kemeja Shopee
5.000.000,00 | 5.000.000,00 pee,
Tokopedia,
Lazada, Blibli)
Pop-Up Store
23 Rp Rp OB commerce
31/ 59(4592215 Ya | Laki-laki 28 Pegawai Swasta | D1/D2/D3/D4/S1 1'00?'12(1))1’00 1'009'1231’00 k<a 31i T-shirt (TikTok Shop,
tahun 3.000.000,00 | 3.000.000,00 Shopee,
Tokopedia,
Lazada, Blibli)
Rp E-commerce
18 - (TikTok Shop
3/20/2025 . : <Rp 1.000.001,00 | <3 . ’
13:42:51 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 _Rp Kali T-shirt Shopee.,
tahun 3.000.000.00 Tokopedia,
RS Lazada, Blibli)
18 - . Pop-Up Store
3/20/2025 g . . Rp Rp <3 | T-shirt,
13:56:27 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 1.000.001,00 | kali Sepatu (Mall, Pameran),
tahun E-commerce
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—Rp —Rp (TikTok Shop,
5.000.000,00 | 3.000.000,00 Shopee,
Tokopedia,
Lazada, Blibli)
E-commerce
18 - (TikTok Shop,
31/ §f)s/§f)3245 Ya | Lakidaki | 22 |PelajarMahasiswa | SMA/SMK | oof).lggo,oo . oo?)ggo,oo kfjl Sepatu Shopee,
tahun Tokopedia,
Lazada, Blibli)
18 Rp (TikTok Shor
- ikTok Shop,
31/421:()(%:05225 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1 00;.1380’00 1'00?'1231’00 k<a 31i Sepatu Shopee?
tahun 3.000.000.00 Tokopedl.a,.
o Lazada, Blibli)
E-commerce
T-shirt, (TikTok Shop,
18 - Rp Rp Kemeja, Shopee,
<
31/421:03/%:05295 Ya | Perempuan ?12 Pelajar/Mahasiswa SMA/SMK 1'00?'12(1))1’00 1'009'1231’00 ka31i Hl(;giige, Lazzlgg}ogliilgii),
tahun 3.000.000,00 | 3.000.000,00 Shirt, Social Media
Sepatu (Instagram,
WhatsApp)
R R
3/20/2025 o 18 . . 1.000.001,00 | 1.000.001,00 | <3 |  Pach Pop-Up Store
Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK N T . | (Aksesori
16:29:20 tahun —Rp —Rp kali Sandal) (Mall, Pameran)
3.000.000,00 | 3.000.000,00
18 - E-commerce
31/ %?2%?2285 Ya | Perempuan | 22 Lainnya D1/D2/D3/D4/S1 1 OOOI.%)OI,OO 1 OOT)E(F))O,OO k<a 31i Sepatu (TikTok Shop,
tahun Shopee,
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—Rp Tokopedia,
3.000.000,00 Lazada, Blibli)
E-commerce
Rp Rp .

23 - 3- . (TikTok Shop,
3/2_0/2_025 Ya | Perempuan | 28 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00  1.000.001,00 5 T-shirt, Shopee,
21:05:38 tahun ~Rp ~Rp kali Sepatu Tokopedia

3.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
Rp Rp .

23 - 3- . (TikTok Shop,
3/20/2025 Ya | Laki-laki 28 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 5 Chinos & Shopee,
22:08:35 tahun ~Rp ~Rp kali | C2&° Tokopedia

3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Rp E-commerce

18 - 3- (TikTok Shop,
3/2.1 /2_025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 < Rp 5 Sepatu Shopee,
19:25:31 -Rp 1.000.000,00 . ;

tahun 3.000.000.00 kali Tokopedia,
T Lazada, Blibli)
Rp Rp Parfum, . .

18 - . Social Media
3/21/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 1 1.000.001,00 <3. T_Shuft’ (Instagram,
19:38:03 tahun —Rp —Rp kali | Kemeja, WhatsApp)

3.000.000,00 | 3.000.000,00 Hoodie PP
Pop-Up Store
Rp (Mall, Pameran),

18 - 3- T-shirt, E-commerce
3/2172025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK < Rp 1.000.001,00 5 Kemeja, (TikTok Shop,
19:38:04 1.000.000,00 -Rp . g

tahun kali | Hoodie Shopee,
3.000.000,00 ;
Tokopedia,

Lazada, Blibli)
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Rp

Polo
Shirt,

E-commerce

18 - (TikTok Shop
3/21/2025 . : 1.000.001,00 <Rp <3 Sepatu, ’
20-01:32 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK _Rp 1.000.000,00 | kali | Sandal, Shopee?
tahun Tokopedia,
3.000.000,00 Kaos o
. Lazada, Blibli)
Kaki
E-commerce
18 - . (TikTok Shop
3/21/2025 . . <Rp <Rp <3 | Hoodie, ’
20:21:49 | Y2 | Perempuan | 22 | Pelajar/Mahasiswa | SMA/SMK |, 46 600,00 | 1.000.000,00 | kali | Jeans Shopee,
tahun Tokopedia,
Lazada, Blibli)
Pop-Up Store
23 Rp Ro |5 | Tt | Ecommerce
3/2.1/2.025 Ya | Perempuan | 28 Pegawai Swasta | D1/D2/D3/D4/S1 3.000.001,00 | 1.000.001,00 5 Kemeja, (TikTok Shop,
20:30:25 tahun —Rp ~RD - jali | Sepat Sh
4 5.000.000,00 | 3.000.000,00 epat, opee,
Sandal Tokopedia,
Lazada, Blibli)
E-commerce
(TikTok Shop,
13 - Rp Rp 3. Shopee,
3120251 vy | Lakiclaki | 22 | Pelajar/Mahasiswa | sMA/SMK | 3-000-001.00 | 3.000.001001 75 g, Tokopedia,
20:39:30 tahun —Rp —Rp Kali Lazada, Blibl1),
5.000.000,00 | 5.000.000,00 Social Media
(Instagram,
WhatsApp)
23 - E-commerce
3/22/2025 g . ) <Rp <Rp <3 .
0-34:54 Ya | Laki-laki taiin Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Sepatu (les"fl(élgihop,
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Tokopedia,
Lazada, Blibli),

Social Media
(Instagram,
WhatsApp)
E-commerce
(TikTok Shop,
18 Shopee,
3/22/2025 D ) . . <Rp <Rp <3 T-shirt, Tokopedia,
9:30:39 | Y& | Laki-laki | 22 | Pelajar/Mahasiswa | DI/D2/DIDAST 1 460 000,00 | 1.000.000,00 | kali | Sepatu | Lazada, Blibli),
tahun . .
Social Media
(Instagram,
WhatsApp)
E-commerce
Rp Rp .
18 - (TikTok Shop,
3/92§/72(1)§5 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1'00?'12(1))1’00 1'009'1231’00 k<a 31i Sepatu Shopee,
T tahun Tokopedia,
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
Rp Rp .
23 - 3- (TikTok Shop,
3/2.2/2.025 Ya | Perempuan | 28 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 3.000.001,00 5 Parfum, Shopee,
10:33:13 tahun ~Rp ~Rp kali T-shirt Tokopedia
3.000.000,00 | 5.000.000,00 Lazada, Blibli)
S i,
3/22/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 <3. Hoodie, E-commerce
12:07:29 tahun -Rp —-Rp kali | Sepatu (TikTok Sho
3.000.000,00 | 3.000.000,00 P,
Shopee,
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Tokopedia,
Lazada, Blibli)

Pop-Up Store

Chinos & | (Mall, Pameran),
23 - Rp Rp 3- Cargo E-commerce
3/22/2025 Ya | Laki-laki 28 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 5 Jeans, (TikTok Shop,
12:13:15 tahun ~Rp ~Rp kali | Sepatu Shopee
3.000.000,00 | 3.000.000,00 Sandal Tokopedia,
Lazada, Blibli)
18 - Rp Rp 3-
3/22/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 5 T-shirt, Pop-Up Store
12:13:33 tahun —Rp —Rp Kali Sandal (Mall, Pameran)
3.000.000,00 | 3.000.000,00
E-commerce
18 - (TikTok Shop
3/22/2025 . . <Rp <Rp <3 ’
13:17:56 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | Kali Sepatu Shopee.,
tahun Tokopedia,
Lazada, Blibli)
Rp E-commerce
18 - (TikTok Shop
3/22/2025 . . 1.000.001,00 <Rp <3 ’
13:41:51 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 “Rp 1.000.000,00 | Kali Sepatu Shopee.,
tahun 3.000.000.00 Tokopedia,
S Lazada, Blibli)
E-commerce
18 - (TikTok Shop
3/22/2025 . ) <Rp <Rp <3 Sepatu, ’
14:01:04 | Y8 | Perempuan | 22 | Pelajar’Mahasiswa | - SMA/SMK |} 450 000,00 | 1.000.000,00 | kali | Sandal Shopee,
tahun Tokopedia,

Lazada, Blibli)
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Rp Rp
18 - 3-
3/2_3/2_025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 5 T-shirt Pop-Up Store
14:10:01 tah —Rp —Rp Kali (Mall, Pameran)
anun 3.000.000,00 | 3.000.000,00 | “*"
E-commerce
Rp Rp .
18 - (TikTok Shop,
3/2?/2.025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 <3. T-shirt Shopee,
14:17:06 tahun —Rp —Rp kali Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
Rp Rp .
3/23/2025 18 - . . 1.000.001,00 | 1.000.001,00 | 3.7 | T-shirt, | (TikTok Shop,
Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 5 ) Shopee,
14:56:02 tahun ~Rp ~Rp kati | Hoodie Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
Rp Rp .
3/23/2025 - . 1.000.001,00 | 1.000.001,00 | <3 | T-shirt, | (TIKTok Shop.
. Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK . Shopee,
15:45:21 tahun -Rp -Rp kali | Sepatu Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
18 - 3- . (TikTok Shop
3/23/2025 . . <Rp <Rp T-shirt, ’
16:13:19 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 | 1.000.000,00 5 | Hoodie Shopee.,
tahun kali Tokopedia,
Lazada, Blibli)
E-commerce
18 - (TikTok Shop
3/23/2025 . : <Rp <Rp <3 ’
16:57-36 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 | 1.000.000,00 | kali Sepatu Shopee.,
tahun Tokopedia,

Lazada, Blibli)
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E-commerce

18 - (TikTok Shop
3/23/2025 . . <Rp <Rp <3 ’
2920:50 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Sepatu Shopee?
tahun Tokopedia,
Lazada, Blibli)
Pop-Up Store
(Mall, Pameran),
18 - Rp E-commerce
3/24/2025 . . <Rp 1.000.001,00 | <3 T-shirt, .
20:03:33 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 _Rp kali | Sepatu (TikTok Shop,
tahun Shopee,
3.000.000,00 ;
Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
18 - . (TikTok Shop,
3242025 | | [akidlaki | 22 | PelajarMahasiswa | SMA/SMK | 1:000-001,00 11.000.001,00 | <3 | T-shirt, Shopee,
20:41:17 tahun -Rp -Rp kali | Sandal Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Polo E-commerce
18 - Rp Rp Shirt, 1 TikTok Shop
325025 | | akidlaki | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/s1 | 1:000-001,00 11.000.001,00 | <3 -} Chinos & Shopee,
11:04:54 tahun - Rp —Rp kali | Cargo, Tokopedia
3.000.000,00 | 3.000.000,00 Sepatu, peaia,
Lazada, Blibli)
Sandal
T-shirt, Pop-Up Store
73 Rp Rp Kemeja, | (Mall, Pameran),
3/25/2025 C ) . ) 1.000.001,00 | 1.000.001,00 | <3 Hoodie, E-commerce
11:50:25 Ya | Laki-laki taiin Pelajar/Mahasiswa | D1/D2/D3/D4/S1 _Rp _Rp Kali Polo (TikTok Shop.,
3.000.000,00 | 3.000.000,00 Shirt, Shopee,
Sepatu Tokopedia,

132




Lazada, Blibli),
Social Media
(Instagram,
WhatsApp)

3/26/2025
11:02:12

Ya

Laki-laki

18 -
22
tahun

Pelajar/Mahasiswa

SMA/SMK

<Rp

1.000.000,00

<Rp

1.000.000,00

T-shirt,
Sepatu

E-commerce
(TikTok Shop,
Shopee,
Tokopedia,
Lazada, Blibli)

3/26/2025
14:04:11

Ya

Laki-laki

18 -
22
tahun

Pelajar/Mahasiswa

D1/D2/D3/D4/S1

Rp

3.000.001,00

_ Rp

5.000.000,00

Rp

1.000.001,00

_ Rp

3.000.000,00

Hoodie,
Sepatu,
Sandal

E-commerce
(TikTok Shop,
Shopee,
Tokopedia,
Lazada, Blibli)

3/26/2025
16:43:01

Ya

Perempuan

18 -
22
tahun

Pelajar/Mahasiswa

SMA/SMK

Rp

1.000.001,00

_ Rp

3.000.000,00

Rp

1.000.001,00

_ Rp

3.000.000,00

kali

T-shirt,
Chinos &
Cargo,
Jeans

E-commerce
(TikTok Shop,
Shopee,
Tokopedia,
Lazada, Blibli),
Social Media
(Instagram,
WhatsApp)

3/27/2025
10:10:43

Ya

Laki-laki

18 -
22
tahun

Pelajar/Mahasiswa

SMA/SMK

<Rp

1.000.000,00

<Rp

1.000.000,00

<3
kali

Parfum,
T-shirt,
Sepatu

Pop-Up Store
(Mall, Pameran),
E-commerce
(TikTok Shop,
Shopee,
Tokopedia,
Lazada, Blibli)

133




E-commerce

Rp ;
18 - . (TikTok Shop
3/27/2025 A . . 1.000.001,00 <Rp <3 T-shirt, ’
13:51:56 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK _Rp 1.000.000,00 | kali | Sepatu Shopee?
tahun 3.000.000.00 Tokopedia,
T Lazada, Blibli)
3/27/2025 18- <R 1 oooR(?m 00| 37| T-shirt Social Media
Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK P U 5 ~ShiTS, (Instagram,
17:43:35 tahun 1.000.000,00 —Rp Kali Sandal WhatsApp)
a 3.000.000,00 | <% stsfpp
Parfum,
T-shirt, Pop-Up Store
ool | 5 | o | OB
32/%74{%90275 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.00?.1(;(;)1,00 1'00?'1231’00 5 Polo (TikTok Shop,
T tahun kali Shirt, Shopee,
3.000.000,00 | 3.000.000,00 Chinos & Tokopedia,
Cargo, Lazada, Blibli)
Jeans
Pop-Up Store
T-shirt, (Mall, Pameran),
23 - Rp Kemeja E-commerce
3/27/2025 N . >Rp 1.000.001,00 | <3 ) .
29:05-45 Ya | Laki-laki 28 Pegawai Swasta | D1/D2/D3/D4/S1 5.000.000,00 “Rp Kali Hoodie, (TikTok Shop,
tahun 3.000.000.00 Jeans, Shopee,
R Sepatu Tokopedia,
Lazada, Blibli)
Rp Rp
18 - E-commerce
3/28/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1:000.001,00 1 1.000.001,00 <3. Sepatu (TikTok Shop,
12:47:13 tahun —Rp —Rp kali Shopee
3.000.000,00 | 3.000.000,00 pee,
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Tokopedia,
Lazada, Blibli)

Pop-Up Store
(Mall, Pameran),

Rp
18 - . E-commerce
3/28/2025 C . : 1.000.001,00 <Rp <3 | T-shirt, .
18:50-48 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK “Rp 1.000.000,00 | Kali | Sepatu (TikTok Shop,
tahun Shopee,
3.000.000,00 ;
Tokopedia,
Lazada, Blibli)
E-commerce
23 - 3- | Parfum (TikTok Shop
3/28/2025 C . . <Rp <Rp L ’
23:01:52 Ya | Laki-laki 28 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 5 . Kemeja, Shopee?
tahun kali | Sepatu Tokopedia,
Lazada, Blibli)
Rp E-commerce
23 - (TikTok Shop
3/29/2025 A . . >Rp 3.000.001,00 | <3 ’
15:03:58 Ya | Laki-laki 28 | Pelajar/Mahasiswa SMA/SMK 5.000.000,00 “Rp Kali Sepatu Shopee.,
tahun 5.000.000.00 Tokopedia,
S Lazada, Blibli)
Pop-Up Store
v T, | Ol P
3300251 o | Lakiclaki | 22 | Pelajar/Mahasiswa | SMa/sMK | 1:000-001,0011.000.001,00 1 <3 " Sepatu, | p ) gpon
11:27:21 tahun —Rp —Rp kali Kaos Sh
4 3.000.000,00 | 3.000.000,00 Kaki opee,
Tokopedia,
Lazada, Blibli)
18 - T-shirt Pop-Up Store
3/30/2025 g . ) Rp <Rp <3 ’
12:02:03 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.000,00 | kali Sepatu, (Mall, Pameran),
tahun Sandal E-commerce
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—Rp (TikTok Shop,
3.000.000,00 Shopee,
Tokopedia,
Lazada, Blibli)
18 Rp (TikTok Shor
- . ikTo op,
31/ :3;?(;421;02215 Ya | Lakilaki | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1'00?'12(;1’00 . oo?)ggo,oo o IEZESEE Shopee,
tahun 3.000.000.00 Tokopedl.a,.
T Lazada, Blibli)
Pop-Up Store
(Mall, Pameran),
Parfum, E-commerce
3. Rp Rp 3. T-Shil"t, (TikTok Shop,
3020251 vy | Lakiclaki | 28 | Pelajar/Mahasiswa | D1/D2/D3/Da/s1 | 3-000-001.00 | 3.000.001,001 75} Hoodie, Shope,
13:26:14 tahun —Rp —Rp Kali Polo Tokopedia,
5.000.000,00 | 5.000.000,00 Shirt, Lazada, Blibli),
Sepatu Social Media
(Instagram,
WhatsApp)
Pop-Up Store
(Mall, Pameran),
3/30/2025 | 18- | . <Rp <Rp <3 | Sepaw, | E-commerce
14:29:12 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Ka0§ (TikTok Shop,
tahun Kaki Shopee,
Tokopedia,
Lazada, Blibli)
23 - 3- Pop-Up Store
31/‘31?5%?3275 Ya | Laki-laki 28 Lainnya D1/D2/D3/D4/S1 5. OOT).IO{(I))O,OO 5 OOT).lg(F))O,OO 5 ‘ l?r:}?irrnt’ (Mall, Pameran),
tahun kali E-commerce

136




(TikTok Shop,
Shopee,
Tokopedia,
Lazada, Blibli)

Pop-Up Store
(Mall, Pameran),

Rp Rp
18 - E-commerce
3/30722025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. T-shirt (TikTok Shop,
14:59:00 tah —Rp —Rp kali Sh
ahun 3.000.000,00 | 3.000.000,00 opee,
Tokopedia,
Lazada, Blibli)
Rp E-commerce
18 - (TikTok Shop
3/30/2025 N . . <Rp 1.000.001,00 | <3 Polo ’
15:00:09 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 “Rp Kali Shirt Shopee?
tahun 3.000.000.00 Tokopedia,
T Lazada, Blibli)
Pop-Up Store
(Mall, Pameran),
23 . E-commerce
3/30/2025 A . >Rp >Rp <3 | T-shirt, .
15:03:43 Ya | Laki-laki 28 Pegawai Swasta | D1/D2/D3/D4/S1 5.000.000,00 | 5.000.000,00 | Kali | Sepatu (TikTok Shop,
tahun Shopee,
Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
18 - Polo (TikTok Shop,
3/30/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 <3. Shirt, Shopee,
19:42:46 tahun —~Rp —~Rp kali | g opatu Tokopedia
" 3.000.000,00 | 3.000.000,00 P pedid:

Lazada, Blibli)
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Pop-Up Store

Parfurp, (Mall, Pameran),
23 - Rp 3- Kemeja, E-commerce
3/30/2025 g . : >Rp 3.000.001,00 Hoodie, .
20-46:54 Ya | Laki-laki 28 Pegawai Negeri | D1/D2/D3/D4/S1 5.000.000,00 “Rp 5 | Chinos & (TikTok Shop,
tahun kali Shopee,
5.000.000,00 Cargo, ;
Sandal Tokopedia,
Lazada, Blibli)
Pop-Up Store
(Mall, Pameran),
3/30/2025 18- 1 oooR(l)Dm 00 | 1 oooR(?m 00| 5 | [I-shirt, | E-commerce
232451 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 | ™ —.Rp ’ ' —.Rp ’ Kali Hoodie, (TikTok Shop,
tahun 3.000.000,00 | 3.000.000,00 Jeans Shopee,
Tokopedia,
Lazada, Blibli)
Pop-Up Store
R R Kemeja, | (Mall, Pameran),
3/31/2025 18- 3.000.001,00 | 100000100 | <3 | Chinos & | E-commerce
R:17-24 Ya | Laki-laki 22 Pegawai Swasta | D1/D2/D3/D4/S1 | ™ —‘Rp ’ ' —.Rp ’ Kali Cargo, (TikTok Shop,
T tahun Kaos Shopee,
5.000.000,00 | 3.000.000,00 Kaki Tokopedia,
Lazada, Blibli)
Pop-Up Store
Rp Parfum (Mall, Pameran),
18 - 3- . E-commerce
3/31/2025 A . . 1.000.001,00 <Rp T-shirt, .
12:27-48 Ya | Laki-laki taii i Pelajar/Mahasiswa SMA/SMK “Rp 1.000.000,00 kih Kemeja, (les{l(())kihop,
3.000.000,00 Sepatu pee,
Tokopedia,

Lazada, Blibli)
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E-commerce

Rp Rp T-shirt .
18 - ’ (TikTok Shop,
3/31/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 1.000.001,00 <3. Sandal, Shopee,
12:44:18 tahun -Rp -Rp kali Kaos Tokopedia
5.000.000,00 | 3.000.000,00 Kaki Lazada. Blibli)
Rp E-commerce
23 - (TikTok Shop
3/31/2025 Do . >Rp 3.000.001,00 | <3 | Parfum, ’
18:02:58 Ya | Laki-laki 28 Pegawai Swasta | D1/D2/D3/D4/S1 5.000.000,00 “Rp kali | Kemeja Shopee?
tahun 5.000.000.00 Tokopedia,
T Lazada, Blibli)
Pop-Up Store
13 5 | Partum, | O e
3/31/2025 - i . . <Rp <Rp " | Kemeja, .
20:1535 Ya | Laki-laki 17 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 5 | Sepatu, (TikTok Shop,
tahun kali Shopee,
Sandal ;
Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
18 - (TikTok Shop,
3/31/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 1 1.000.001,00 <3. Sandal Shopee,
23:41:43 tahun -Rp -Rp kali Tokopedia
5.000.000,00 | 3.000.000,00 Lazada, Blibli)
18 - Rp 3- | Hoodie
4/1/2025 D . . <Rp 1.000.001,00 ’ Pop-Up Store
4:18:23 Ya | Laki-laki taii i Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 _Rp kili él Zazf{l (Mall, Pameran)
3.000.000,00 P
18 - E-commerce
4/1/2025 _— . . <Rp <Rp >5 Sepatu, .
8:32:33 | Yo | Laki-laki taﬁ N Pelajar’Mahasiswa | - SMASSMK |} 45 000,00 | 1.000.000,00 | kali | Patch (Tﬂ‘s{l‘(’};eih"p’
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(Aksesori

Tokopedia,

Sandal) Lazada, Blibli)
E-commerce
18 - (TikTok Shop,
41‘/71/3230‘212 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.00?).%(1)30,00 1.0031;(1))0,00 k<a ?;i SSZ% 2:;;11’ Shopee.,
tahun Tokopedia,
Lazada, Blibli)
E-commerce
(TikTok Shop,
18 - Rp 3. T-shirt, Shopee?
1202 | Ya | Lakilaki 22 | PelajaMahasiswa | DI/D2IDIDAISI 1.000.000.00 1'009'1231’00 5 Sepa. LaTZZng’pgliifii)’
tahun 3.000.000,00 | “*" | Kaki Social Media
(Instagram,
WhatsApp)
. o e |
- - -shirt, ikTok Shop,
4/1,/2925 Ya | Laki-laki 28 Pegawai Swasta | D1/D2/D3/D4/S1 > Rp 1.000.001,00 5 Sepatu, Shopee, ’
19:35:20 5.000.000,00 —Rp . .
tahun 3.000.000.00 kali | Sandal Tokopedl.a,.
T Lazada, Blibli)
18 Rp (TikTok Shor
- ikTok Shop,
‘2”21:2200:(2)2 Ya | Laki-laki | 22 |Pelajar/Mahasiswa | SMA/SMK 1-009-1‘;‘;1")0 1-003_10{50’00 o :; PT"‘rsfl‘l‘E“t Shopee,
tahun 3.000.000.00 Tokopedia,
T Lazada, Blibli)
13 - Rp Rp Pop-Up Store
4/.2/2‘025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 1.000.001,00 <3‘ T-Shll“t, (Mall, Pameran),
1:08:31 tahun -Rp -Rp kali | Kemeja E-commerce
5.000.000,00 | 3.000.000,00 (TikTok Shop,

140




Shopee,
Tokopedia,
Lazada, Blibli)

Rp

Rp

18 - Sepatu,
4/2/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. Kaos Pop-Up Store
4:43:28 tahun —Rp —Rp kali Kaki (Mall, Pameran)
" 3.000.000,00 | 3.000.000,00
Rp E-commerce
4/2/2025 N . > Rp 3.000.001,00 | >~ | [T-shirt, | (TikTok Shop,
Ya | Laki-laki 28 Pegawai Swasta SMA/SMK 5 Kemeja, Shopee,
10:29:06 5.000.000,00 —Rp . .
tahun 5.000.000.00 kali | Sepatu Tokopedia,
o Lazada, Blibli)
Rp Rp E-commerce
18 - 3- | Parfum, (TikTok Shop,
411/122210?2 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 3'00?'12(1))1’00 1'009'12?)1’00 5 T-shirt, Shopee,
o tahun kali | Sandal Tokopedia,
5.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
Rp Rp .
4/2/2025 | 18 . 1.000.001,00 | 1.000.001,00 | <3 | Toshirt, | (THKTokShop,
Ya | Laki-laki 22 Lainnya SMA/SMK . Shopee,
12:49:14 tahun -Rp -Rp kali | Sepatu Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Rp Rp E-commerce
18 - 3- T-shirt, (TikTok Shop,
12202 | Ya | Lakidaki | 22 | Pelajar/Mahasiswa | SMA/SMK 3'000'12?)1’00 3 .ooo.g(;l,oo 5 | Hoodie, Shopee,
tahun 5.000.000,00 | 5.000.000,00 | <@ | Sepatu Tokopedia,

Lazada, Blibli)
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E-commerce

Rp ;

18 - Sepatu, (TikTok Shop,
4/2/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 < Rp <3. Kaos Shopee,
14:17:59 —Rp 1.000.000,00 | kali . ;

tahun 3.000.000.00 Kaki Tokopedia,
T Lazada, Blibli)
. E-commerce
Rp T-shirt .

23 - ’ (TikTok Shop
4/2/2025 . 3.000.001,00 <Rp <3 Jeans, ’
142233 Ya | Perempuan | 28 Pegawai Swasta | D1/D2/D3/D4/S1 “Rp 1.000.000,00 | kali Kaos Shopee?

tahun 5.000.000.00 Kaki Tokopedia,
DA axl Lazada, Blibli)
E-commerce
Rp Rp .

18 - 3- (TikTok Shop,
4/2./20_25 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 5 Parfum, Shopee,
14:34:03 tahun ~Rp ~Rp kali Kemeja Tokopedia

3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Rp E-commerce

23 - (TikTok Shop
4/2/2025 . >Rp 3.000.001,00 | <3 ’
15:00-04 Ya | Perempuan | 28 Pegawai Swasta | D1/D2/D3/D4/S1 5.000.000,00 “Rp Kali Sepatu Shopee3

tahun 5.000.000.00 Tokopedia,
T Lazada, Blibli)

18 Rp
4/2/2025 D ) : ) <Rp 1.000.001,00 | <3 T-shirt, Pop-Up Store
19:45:30 | Y2 | Laki-laki taﬁ i PelajarMahasiswa | SMASMK | 56000000 |  —Rp | kali | Sepatu | (Mall, Pameran)

3.000.000,00
Rp Jeans E-commerce

18 - 3- ’ (TikTok Shop,
4272025 | | [ okidaki | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/s1 | 1000-001,00 < Rp s | Sepaw, Shopee,
19:49:01 tahun —Rp 1.000.000,00 rali Kaos Tokonedia

3.000.000,00 Kaki peea,

Lazada, Blibli)
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E-commerce

Rp Rp .
18 - (TikTok Shop,
4212025 1 o | Lakidlaki | 22 | Pelajar/Mahasiswa | DI/D2/D3/D4/s1 | 1:000-001,00 |1.000.001,00 | <3 *} Parfum, Shopee,
20:20:23 tahun —Rp —Rp kali | T-shirt Tokopedia
3.000.000,00 | 3.000.000,00 Lazada. Blibli)
E-commerce
18 - (TikTok Shop
4/2/2025 D . . <Rp <Rp <3 ’
20-29:50 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | Kali Sepatu Shopee?
tahun Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
4212025 18 - | . 1.000.001,00 | 1.000.001,00 | <3 | Sepatu, | (1ikTok Shop,
Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK . Shopee,
20:49:42 tahun —Rp —Rp kali | Sandal Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
(Mall, Pameran),
18 - 3- T-shirt E-commerce
4/2/2025 - : . <Rp <Rp . .
21:33:32 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 | 1.000.000,00 5 ‘ Kemeja, (TikTok Shop,
tahun kali Jeans Shopee,
Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
18 - (TikTok Shop,
4/2/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 <3. Sepatu Shopee,
23:32:49 tah —Rp —Rp kali Tokonedia
ahun 3.000.000,00 | 3.000.000,00 peria,

Lazada, Blibli)
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Pop-Up Store
(Mall, Pameran),

18 - Rp Rp 3- | Parfum E-commerce
V32025 1 vy | Lakidaki | 22 | PelajarMahasiswa | sMa/sMk | 1000-00100 1 1.00000T00 | T5 o i " | (TikTok Shop,
8:39:34 tahun ~Rp ~Rp kali | Hoodie Shopee
3.000.000,00 | 3.000.000,00 pee,
Tokopedia,
Lazada, Blibli)
18 -
4/3/2025 . . <Rp <Rp <3 Sepatu, Pop-Up Store
0:45:59 | Y& | Perempuan taffm Pelajar/Mahasiswa | DI/D2/DI/DAST 4 166 000,00 | 1.000.000,00 | kali | Sandal | (Mall, Pameran)
18 - Rp Rp 3. Sepatu,
4/3/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 5 Sandal, Pop-Up Store
10:04:49 tahun -Rp -Rp Kali Kaos (Mall, Pameran)
3.000.000,00 | 3.000.000,00 Kaki
Pop-Up Store
(Mall, Pameran),
E-commerce
. Parti | (TikTok Shop.
4/3/2025 . . >Rp >Rp >5 L Shopee,
14:28:01 | Y@ | Perempuan | 22 | Pelajar/Mahasiswa 52 5.000.000,00 | 5.000.000,00 | kali | Fo0die, Tokopedia,
tahun Polo o
Shirt Lazada, Blibl1),
Social Media
(Instagram,
WhatsApp)
E-commerce
Rp Rp .
18 - (TikTok Shop,
4/3./2925 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. Sepatu Shopee,
22:24:00 tahun —Rp —Rp kali Tokonedia
3.000.000,00 | 3.000.000,00 pecia,

Lazada, Blibli)

144




E-commerce

Rp Rp .
23 - (TikTok Shop,
4/3/2025 Ya | Laki-laki 28 Pegawai Swasta | D1/D2/D3/D4/S1 3.000.001,00 | 3.000.001,00 <3. Sepatu Shopee,
23:03:54 tahun —Rp —Rp kali Tokopedia
5.000.000,00 | 5.000.000,00 Lazada. Blibli)
E-commerce
Rp Rp .
18 - 3- . (TikTok Shop,
4/4/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 5 Hoodie, Shopee,
>:16:11 tahun ~Rp ~Rp kali Sepatu Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
18 - Rp Rp 3 - | Hoodie (h%%lg;iaglneirca: *
4/4/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 5 Jeans, (TikTok Shop,
10:14:24 tahun —Rp —Rp Kali Sepatu Sh
anu 3.000.000,00 | 3.000.000,00 | % pa opee,
Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
18 - (TikTok Shop,
‘1‘64/2200(2)§ Ya | Lakilaki | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1'00?'12?)1’00 1'009'1221’00 3| Sepat Shopee,
o tahun Tokopedia,
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
Rp Rp .
18 - (TikTok Shop,
4/%/2925 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. Sepatu Shopee,
13:32:39 tahun —Rp —Rp kali Tokonedia
3.000.000,00 | 3.000.000,00 pecia,

Lazada, Blibli)
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E-commerce

Rp ;
18 - (TikTok Shop
4/4/2025 o . . >Rp 3.000.001,00 | <3 ’
15:14:16 Ya | Laki-laki 22 Pegawai Negeri SMA/SMK 5.000.000,00 _Rp Kali Sepatu Shopee?
tabun 5.000.000,00 Tokopedia,
IR Lazada, Blibli)
I;ZH;?[?’ Pop-Up Store
Rp Rp Sag dalj (Mall, Pameran),
4/4/2025 18- 3.000.001,00 | 1.000.001,00 | 3 | Kaos | E-commerce
Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK NG T 5 . (TikTok Shop,
17:48:23 tahun -Rp -Rp Kali Kaki, Sh
an 5.000.000,00 | 3.000.000,00 | “** |  Patch opes,
(Aksesori Tokopedia,
Sandal) Lazada, Blibli)
Pop-Up Store
R (Mall, Pameran),
4/4/2025 18 - >Rp 1.000 (?01 00 3- T-shirt E-commerce
17:51-49 Ya | Perempuan | 22 Pegawai Swasta | D1/D2/D3/D4/S1 5.000.000,00 “Rp 5 | Hoodic (TikTok Shop,
tahun kali Shopee,
3.000.000,00 ;
Tokopedia,
Lazada, Blibli)
Pop-Up Store
Rp (Mall, Pameran),
18 - E-commerce
4/4/2025 C . ) <Rp 1.000.001,00 | <3 .
18:11:41 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 “Rp Kali Sepatu (TikTok Shop,
tahun Shopee,
3.000.000,00 ;
Tokopedia,

Lazada, Blibli)

146




E-commerce

Rp ;
18 - (TikTok Shop
4/4/2025 o . . 1.000.001,00 <Rp <3 Sepatu, ’
18:52:07 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK _Rp 1.000.000,00 | kali | Sandal Shopee?
tahun 3.000.000.00 Tokopedia,
T Lazada, Blibli)
E-commerce
18 - (TikTok Shop
4/4/2025 D . . <Rp <Rp <3 ’
19:00-18 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | Kali Sepatu Shopee?
tahun Tokopedia,
Lazada, Blibli)
18 Rp Rp
4/4/2025 ) : . 1.000.001,00 | 1.000.001,00 | <3 | Parfum, Pop-Up Store
19:20:43 Ya | Perempuan t i2n Pelajar/Mahasiswa | D1/D2/D3/D4/S1 _Rp _Rp kali | Kemeja | (Mall, Pameran)
an 3.000.000,00 | 3.000.000,00
E-commerce
Rp Rp . .
18 - T-shirt, (TikTok Shop,
4/4/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 <3. Sepatu, Shopee,
19:25:34 tahun ~Rp ~Rp kali Sandal Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
o |k | fchmss | Eme
Y42025 1 | pakidlaki | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/s1 | 1-000-001,00 | 1.000.001,00 | >3 - - Cargo, Shopee,
19:54:19 tahun —Rp —Rp kali | Sepatu, Tokopedia
3.000.000,00 | 3.000.000,00 Sandal Lazada, Blibli)
E-commerce
23 - (TikTok Shop
4/4/2025 - . >Rp > Rp <3 ’
20-08:50 Ya | Laki-laki 28 Pegawai Swasta | D1/D2/D3/D4/S1 5.000.000,00 | 5.000.000,00 | kali Jeans Shopee.,
tahun Tokopedia,

Lazada, Blibli)
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E-commerce

Rp ;

18 - (TikTok Shop
4/4/2025 o . . <Rp 1.000.001,00 | <3 ’
20:37-26 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 _Rp Kali Sepatu Shopee?

tabun 3.000.000,00 Tokopedia,
IR Lazada, Blibli)
Pop-Up Store
T-shirt (Mall, Pameran),

18 - 3- ’ E-commerce

4/5/2025 o . . <Rp <Rp Polo .
12:37:51 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 5 . Shirt, (TikTok Shop,
tahun kali Sepatu Shopee,
p Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .

18 - (TikTok Shop,
4/5./20_25 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. Sepatu Shopee,
15:24:44 tahun -Rp -Rp kali Tokopedia

3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
R (Mall, Pameran),
4/5/2025 8- Ry |3.000001,00| 3 | Sepaty, | JErcommeree
15:59:19 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 5.000.000,00 “Rp 5 ‘ Sandal (TikTok Shop,
tahun kali Shopee,
5.000.000,00 ;
Tokopedia,
Lazada, Blibli)
E-commerce

18 - (TikTok Shop
4/5/2025 . . <Rp <Rp <3 ’
16:27-00 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Sepatu Shopee.,

tahun Tokopedia,

Lazada, Blibli)
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Pop-Up Store
(Mall, Pameran),

18 - E-commerce
4/5/2025 - . . <Rp <Rp <3 .
17-48:03 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Sepatu (TikTok Shop,
tahun Shopee,
Tokopedia,
Lazada, Blibli)
Pop-Up Store
18- Rp Rp 3- M ecommerce
4/5/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 5 Kemeja, (TikTok Shop,
19:29:42 tahun —Rp —Rp Kali Sepatu Shopee
. 3.000.000,00 | 3.000.000,00 pee,
Tokopedia,
Lazada, Blibli)
E-commerce
Rp Parfum .
18 - ’ (TikTok Shop
4/5/2025 A . . 1.000.001,00 <Rp <3 Sepatu, ’
20:10:37 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 “Rp 1.000.000,00 | Kali Kaos Shopeej
tahun 3.000.000,00 Kaki Tokopedia,
S Lazada, Blibli)
Pop-Up Store
1s- Rp Rp " bcommerce
452025 | v | Lakidlaki | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/s1 | 3000-001,00 1 1.000.001.00 1 <3 - T-shirt, -y oy g o)
23:21:25 tahun —Rp —Rp kali | Sepatu Shopee
u 5.000.000,00 | 3.000.000,00 pee,
Tokopedia,
Lazada, Blibli)
18 - 3- E-commerce
4/6/2025 o . . Rp Rp .
0:54:18 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 5 ‘ Sepatu (TikTok Shop,
tahun kali Shopee,
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—Rp —Rp Tokopedia,
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
T-shu.*t, Pop-Up Store
Kemeja,
) (Mall, Pameran),
18 - Rp Hoodie, E-commerce
4/6/2025 C : . >Rp 1.000.001,00 | >5 Polo .
5-06:45 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 5.000.000,00 _Rp Kali Shirt, (TikTok Shop,
tahun Shopee,
3.000.000,00 Jeans, ;
Sepatu Tokopedia,
Sandal Lazada, Blibli)
T-shirt,
46205 | |\ | 6 | pegawai Swasta | DUDZIDYDASI | . 7P >Rp | <3 | EURAS | Pop-Up Store
8:42:00 | ‘% | “¥ ceawal swasta 5.000.000,00 | 5.000.000,00 | kali 00| (Mall, Pameran)
tahun Shirt,
Jeans
E-commerce
Rp Rp .
23 - (TikTok Shop,
46/2025 | o | akiclaki | 28 Lainnya D1/D2/D3/D4/s1 | 1:000-001,0011.000.001,00 1 <3 -}~ Sepatu, Shopee,
8:42:29 tahun —Rp —Rp kali | Sandal Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Rp Rp E-commerce
23 - 3- | Kemeja, (TikTok Shop,
411/1662804212 Ya | Laki-laki 28 | Pelajar/Mahasiswa SMA/SMK 3'00?'12(1))1’00 1'009'12?)1’00 5 Polo Shopee,
o tahun kali Shirt Tokopedia,
5.000.000,00 | 3.000.000,00 Lazada, Blibli)
Rp Rp
18 - E-commerce
462025 | v | Lakiclaki | 22 | Pelajar/Mahasiswa | SMA/SMK | 1000-001,00 1.000.001,00 1 <3 “ Sepatu, | oy g0k gp o
11:56:14 tahun —Rp —Rp kali | Sandal Shopee
3.000.000,00 | 3.000.000,00 pee,
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Tokopedia,
Lazada, Blibli)

E-commerce

18 - Sepatu (TikTok Shop
4/6/2025 o . . <Rp <Rp <3 ’ ’
14:56:34 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Ka0§ Shopee.,
tahun Kaki Tokopedia,
Lazada, Blibli)
Rp E-commerce
18 - 3- Sepatu, (TikTok Shop,
4/6/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK > Rp 1.000.001,00 5 Kaos Shopee,
15:04:27 5.000.000,00 —Rp . ) ;
tahun 3.000.000.00 kali Kaki Tokopedia,
o Lazada, Blibli)
E-commerce
18 - (TikTok Shop
4/6/2025 - . . <Rp <Rp <3 Sepatu, ’
15:34:44 | Y8 | Lakislaki | 22 - Pelajar/Mahasiswa | SMASMK 14 4454 600,00 | 1.000.000,00 | kali | Sandal Shopee,
tahun Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
18 - (TikTok Shop,
4/6/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. Sepatu Shopee,
16:38:03 tahun —Rp —Rp kali Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Rp E-commerce
18 - 3- T-shirt, (TikTok Shop,
4/6/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 < Rp 5 Kemeja, Shopee,
17:48:45 —Rp 1.000.000,00 . . ;
tahun 3.000.000.00 kali | Hoodie Tokopedia,

Lazada, Blibli)
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E-commerce

Rp Rp .
18 - TikTok Shop,
4/6/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 <3. T-shirt ( Shopee, b
19:20:17 tahun -Rp -Rp kali Tokopedia,
3.000.000,00 | 3.000.000,00 Lazada. Blibli)
E-commerce
T-shirt, (TikTok Shop,
18 - Rp 3. Kemeja, Shopee?
<
‘2‘66/3230ﬁ Ya | Lakilaki | 22 | PelajarMahasiswa | DI/D2DI/D4S! 1.00?.g(;)1,00 . ooo.lggo,oo 5 Hj‘éggée LaTZZEZ}’E?i‘Eii)’
tahun 3.000.000,00 A | Sepatu, | Social Media
Sandal (Instagram,
WhatsApp)
Rp E.—commerce
4/6/2025 Ya | Laki-laki 2238 Pegawai Swast S2 > Rp 3.000.001,00 | <3 T-shirt (Tﬂ(S};Ok oo
22:00:31 gawal Swasta 5.000.000,00 |  —Rp kali | M opee,
tahun 5.000.000.00 Tokopedl.a,.
S Lazada, Blibli)
E-commerce
18 - 3- (TikTok Shop,
‘2‘/26/123022 Ya | Laki-laki | 22 | Pelajar/Mahasiswa | SMA/SMK | | 00;‘1380’00 . 003_10{50,00 5 Ssiiiiﬁ Shopee,
tahun kali Tokopedia,
Lazada, Blibli)
18 Rp 3- | T-shi (?E%mlin sirlce
- - -shirt, ikTok Shop,
4/§/2925 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 < Rp 5 Jeans, Shopee, P
22:18:06 —Rp 1.000.000,00 . ;
tahun 3.000.000,00 kali Sepatu Tokopedia,

Lazada, Blibli)
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E-commerce

Rp ;
18 - (TikTok Shop
4/7/2025 o . . 1.000.001,00 <Rp <3 Sepatu, ’
7.97-40 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK _Rp 1.000.000,00 | kali | Sandal Shopee?
tahun 3.000.000.00 Tokopedia,
S Lazada, Blibli)
Pop-Up Store
(Mall, Pameran),
23 - Rp 3- E-commerce
4772025 Ya | Perempuan | 28 Pegawai Negeri | D1/D2/D3/D4/S1 > Rp 3.000.001,00 5 Sepatu (TikTok Shop,
10:18:22 5.000.000,00 —Rp .
tahun kali Shopee,
5.000.000,00 ;
Tokopedia,
Lazada, Blibli)
Pop-Up Store
v Tt | Ol P
47712025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. Sandal, (TikTok Shop,
11:57:02 tahun -Rp -Rp kali Kaos Shopee
an 3.000.000,00 | 3.000.000,00 Kaki pee,
Tokopedia,
Lazada, Blibli)
Pop-Up Store
(Mall, Pameran),
18 - E-commerce
4/7/2025 A : . <Rp <Rp <3 .
12:29-40 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 | 1.000.000,00 | kali Sepatu (TikTok Shop,
tahun Shopee,
Tokopedia,
Lazada, Blibli)
4/7/2025 18 - Rp <Rp 3~ | Hoodie E-commerce
12:39:57 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.000,00 5 | Sepatu (TikTok Shop,
tahun kali Shopee,
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—Rp Tokopedia,
3.000.000,00 Lazada, Blibli)
Rp E-commerce
18 - (TikTok Shop
4/7/2025 o . . 1.000.001,00 <Rp <3 . ’
14:17-46 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 _Rp 1.000.000,00 | kali T-shirt Shopee.,
tahun 3.000.000.00 Tokopedia,
ST Lazada, Blibli)
Rp E-commerce
18 - Polo (TikTok Shop,
4/7/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK ~Rp 1.000.001,00 <3. Shirt, Shopee,
14:19:07 1.000.000,00 —Rp kali .
tahun 3.000.000.00 Sepatu Tokopedia,
T Lazada, Blibli)
Kemeja, E-commerce
18 - 3- Polo (TikTok Shop
4/7/2025 . . <Rp <Rp . ’
18:23:19 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 5 ‘ Shirt, Shopee.,
tahun kali | Sepatu, Tokopedia,
Sandal Lazada, Blibli)
Rp E-commerce
18 - (TikTok Shop
4/7/2025 . . 1.000.001,00 <Rp <3 ’
20:19:07 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK “Rp 1.000.000,00 | kali Sepatu Shopee.,
tahun 3.000.000.00 Tokopedia,
Y Lazada, Blibli)
18 Rp
4/7/2025 i . . 1.000.001,00 <Rp <3 Pop-Up Store
20-48:34 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 _Rp 1.000.000,00 | kali Sepatu (Mall, Pameran)
tahun 3.000.000,00
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E-commerce

. (TikTok Shop,
Kemeja,
18 - Rp Rp 3- | Hoodie Shopee,
4/7_/2925 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 1 1.000.001,00 5 Sepatu, Tokoped} 2
21:07:12 tahun -Rp -Rp wali Kaos Lazada, Blibli),
3.000.000,00 | 3.000.000,00 . Social Media
Kaki
(Instagram,
WhatsApp)
. E-commerce
Rp T-shirt .
23 - 3- . (TikTok Shop
4/7/2025 . . >Rp 1.000.001,00 Kemeja, ’
1:09:09 Ya | Perempuan | 28 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 5.000.000,00 _Rp 5 | Hoodie, Shopee?
tahun 3.000.000.00 kali Sepatu Tokopedia,
IR, p Lazada, Blibli)
E-commerce
18 - (TikTok Shop
4/7/2025 . . <Rp <Rp <3 ’
21:27-45 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | Kali Sepatu Shopee.,
tahun Tokopedia,
Lazada, Blibli)
18 Rp Rp
4/7/2025 ) : . 1.000.001,00 | 1.000.001,00 | <3 T-shirt, Pop-Up Store
23:16:08 Ya | Perempuan tai?l i Pelajar/Mahasiswa SMA/SMK _Rp _Rp kali | Sepatu (Mall, Pameran)
3.000.000,00 | 3.000.000,00
E-commerce
18 - T-shirt (TikTok Shop
4/8/2025 S . . <Rp <Rp <3 .’ ’
3:39:50 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Kemeja, Shopee.,
tahun Sepatu Tokopedia,

Lazada, Blibli)
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Rp

18 - 3- | Parfum
4/8/2025 . 1.000.001,00 <Rp . Pop-Up Store
9:20:19 Ya | Perempuan t %12 Pegawai Swasta | D1/D2/D3/D4/S1 _Rp 1.000.000,00 k51' E;Shltr& (Mall, Pameran)
anun 3.000.000,00 o oo
E-commerce
Rp Rp .
4/8/2025 18 - | . 3.000.001,00 | 3.000.001,00 | <3 | T-shire, | (TiKTokShop,
P Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK . Shopee,
11:24:49 tahun —Rp —Rp kali | Sandal Tokopedia
5.000.000,00 | 5.000.000,00 Lazada, Blibli)
E-commerce
18 - (TikTok Shop
4/8/2025 . . <Rp <Rp <3 . ’
12:36:30 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 | 1.000.000,00 | Kali T-shirt Shopee?
tahun Tokopedia,
Lazada, Blibli)
E-commerce
(TikTok Shop,
Rp Rp . Shopee,
18 - 3 - | Hoodie, ;
4/8/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 5 Sepatu, Tokoped} a,
15:02:09 tahun -Rp -Rp ali | Sandal Lazada, Blibli),
3.000.000,00 | 3.000.000,00 Social Media
(Instagram,
WhatsApp)
o T om | | e
M8/2025 1 | Lakidlaki | 22 | Pelajar/Mahasiswa | SMA/SMK | >-000:001,00/1.000.001,00 | "5 | Kemeja, Shopee,
15:04:23 tahun ~Rp ~Rp kali Sepatu, Tokopedia
5.000.000,00 | 3.000.000,00 Sandal pecia,

Lazada, Blibli)
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13 Rp 3 T-shirt,
4/8/2025 i . 1.000.001,00 <Rp i Polo Pop-Up Store
15:37:34 | Y@ | Perempuan taﬁ N Pegawai Swasta SMA/SMK “Rp 1.000.000,00 kZh Shirt, | (Mall, Pameran)
3.000.000,00 Sepatu
Pop-Up Store
I8 N i
4/8/2025 i . <Rp <Rp "~ | T-shirt, -
15-48-14 Ya | Perempuan | 22 Lainnya D1/D2/D3/D4/S1 1.000.000,00 | 1.000.000,00 5 ' Polo (TikTok Shop,
tahun kali . Shopee,
Shirt ;
Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
18 - (TikTok Shop,
‘1‘/68/128022 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.00?.12(;)1,00 1'00?'1231’00 k<a 31i Sepatu Shopee,
o tahun Tokopedia,
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
18 - Rp Rp Sepatu (h%%lg;;éﬁlneerrca: ),
41‘/68/329%2 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1'00?'12(1))1’00 1'009'1231’00 k<a 31i Kaos (TikTok Shop,
tahun 3.000.000,00 | 3.000.000,00 Kaki Shopee,
Tokopedia,
Lazada, Blibli)
Rp Pop-Up Store
18 - 3- T-shirt, | (Mall, Pameran),
4/8/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 < Rp 5 Kemeja, E-commerce
17:28:51 tahun —~Rp 1000.000.00 14 2 | Hoodie | (TikTok Sho
3.000.000,00 P
Shopee,
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Tokopedia,
Lazada, Blibli)

Pop-Up Store
(Mall, Pameran),

Rp Rp .
18 - 3- T-shirt, E-commerce
4/8/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 11.000.001,00 5 Kemeja, (TikTok Shop,
17:46:22 tah -Rp -Rp tali Sepatu Sh
ahun 5.000.000,00 | 3.000.000,00 | < | >P? opee,
Tokopedia,
Lazada, Blibli)
Rp Rp T-shirt, E-commerce
18 - 3- Jeans, (TikTok Shop,
4/8/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 5 Sepatu, Shopee,
17:57:36 tahun ~Rp ~Rp kali | Kaos Tokopedia
3.000.000,00 | 3.000.000,00 Kaki Lazada, Blibli)
E-commerce
18 - (TikTok Shop
4/8/2025 - . . <Rp <Rp <3 Sepatu, ’
18:17:39 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.000,00 | 1.000.000,00 | kali | Sandal Shopeej
tahun Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
23 - 3- . (TikTok Shop,
4/8/2025 Ya | Laki-laki 28 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 1.000.001,00 5 T-shirt, Shopee,
19:31:44 tahun ~Rp ~Rp Kali | S°PatU Tokopedia
5.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
Rp Rp .
18 - 3- T-shirt, (Mall, Pameran),
4/3/2925 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1:000.001,00 1 1.000.001,00 5 Kemeja, E-commerce
19:50:49 tahun ~Rp ~Rp kali Jeans (TikTok Shop
3.000.000,00 | 3.000.000,00 ’
Shopee,
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Tokopedia,
Lazada, Blibli)

E-commerce

T-shirt .
18 - ’ (TikTok Shop
4/8/2025 o . . <Rp <Rp <3 Polo ’
20:29:34 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Shirt, Shopee.,
tahun Sepatu Tokopedia,
P Lazada, Blibli)
E-commerce
Rp Rp .
4/8/2025 B . 3.000.001,00 | 3.000.001,00 | . | Parfum, | (TiKTokShop,
Ya | Laki-laki 28 Pegawai Swasta SMA/SMK 5 . Shopee,
21:26:42 tahun ~Rp ~Rp kali | 1 -SHiTt Tokopedia
5.000.000,00 | 5.000.000,00 Lazada, Blibli)
Pop-Up Store
Rp (Mall, Pameran),
23 - T-shirt E-commerce
4/8/2025 C . >Rp 3.000.001,00 | <3 ’ .
21:27:36 Ya | Laki-laki 28 Pegawai Swasta | D1/D2/D3/D4/S1 5.000.000.00 “Rp Kali Sepatu, (TikTok Shop,
tahun Sandal Shopee,
5.000.000,00 .
Tokopedia,
Lazada, Blibli)
23 Rp Rp
4/8/2025 g i . 3.000.001,00 | 1.000.001,00 | <3 Pop-Up Store
27:16:35 Ya | Laki-laki ta%fm Lainnya SMA/SMK “Rp “Rp Kali Parfum (Mall, Pameran)
5.000.000,00 | 3.000.000,00
E-commerce
18 - Rp Rp 3. Kemeja, (TikTok Shop,
4/8/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 5 Chinos & Shopee',
23:03:47 tahun —Rp —Rp Kali Cargo, Tokopedia,
3.000.000,00 | 3.000.000,00 Sandal Lazada, Blibli),
Social Media
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(Instagram,
WhatsApp)

Pop-Up Store
(Mall, Pameran),
E-commerce

13 Kemeja, (TikTok Shop,
4/9/2025 S i : : <Rp <Rp <3 Polo Shopee,
23236 | Yo | Laki-laki taiz N Pelajar/Mahasiswa | DI/D2/D3/DAST 4 166 000,00 | 1.000.000,00 | kali | Shirt, Tokopedia,
u Sandal | Lazada, Blibli),
Social Media
(Instagram,
WhatsApp)
E-commerce
Rp Rp .
18 - 3- . (TikTok Shop,
4/?/2925 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 1.000.001,00 5 T-shirt, Shopee,
8:18:52 tahun ~Rp ~Rp kali Sepatu Tokopedia
5.000.000,00 | 3.000.000,00 Lazada, Blibli)
Parfum,
T-shu‘*t, Pop-Up Store
Kemeja,
(Mall, Pameran),
23 - Rp Rp 3- quo E-commerce
4/9/2025 Ya | Laki-laki 28 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 5 S.hlrt’ (TikTok Shop,
10:39:45 tahun -Rp —Rp Kali Chinos & Shopee
3.000.000,00 | 3.000.000,00 Cargo, pee,
Jeans Tokopedia,
’ Lazada, Blibli)
Sepatu,
Sandal
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E-commerce

Rp Kemeja .
23 - 3- L (TikTok Shop,
4/9/2025 Ya | Perempuan | 28 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 > Rp 3.000.001,00 5 Hoodie, Shopee,
11:15:22 5.000.000,00 -Rp : Kaos ;
tahun 5.000.000.00 kali Kaki Tokopedia,
OO, a Lazada, Blibli)
Pop-Up Store
Polo (Mall, Pameran),
23 - Shirt E-commerce
4/9/2025 Do . : >Rp >Rp <3 .7 .
11:19:17 Ya | Laki-laki 28 | Pelajar/Mahasiswa SMA/SMK 5.000.000,00 | 5.000.000,00 | kali Chinos & | (TikTok Shop,
tahun Cargo, Shopee,
Sepatu Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
4/9/2025 23 - | . 1.000.001,00 | 1.000.001,00 | > | Toshirt, | (TikTok Shop,
a. Ya | Perempuan | 28 | Pelajar/Mahasiswa SMA/SMK 5 . Shopee,
14:19:33 tahun ~Rp ~Rp kali Kemeja Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
18 - Rp Rp 3. | Kemep, (Nllzztlcléiﬁleer?en )’
4972025 | | Lakidlaki | 22 | Pegawai Swasta | DI/D2/D3/D4/s1 | 3:000-001,001 1.000.001,00 1 "5 | Sepatu, | o ok gp o
19:56:58 tahun —-Rp —Rp Kali Kaos Sh
" 5.000.000,00 | 3.000.000,00 Kaki opes,
Tokopedia,
Lazada, Blibli)
vk i | Fammee
4/1.3/2925 Ya | Perempuan | 28 Pegawai Swasta | D1/D2/D3/D4/S1 1.000.001,00 1 1.000.001,00 <3. PO.IO Shopee,
11:33:17 tahun —Rp —Rp kali Shirt, Tokonedia
4 3.000.000,00 | 3.000.000,00 Sandal okopecid,

Lazada, Blibli)
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Pop-Up Store

(Mall, Pameran),

18 - Rp Rp 3- E-commerce
M g.lz/gf)lzos Ya | Lakilaki | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1'009'1221’00 1.009.}2(;1,00 5 | Tohirt | (TikTok Shop,
tahun 3.000.000,00 | 3.000.000,00 | <& Shopee,
Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp .
18 - 3- . (TikTok Shop,
4/21/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 5 T—shqt, Shopee,
18:46:38 tahun ~Rp ~Rp kali Hoodie Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
18 - 3- (TikTok Shop
4/21/2025 . . <Rp <Rp Sepatu, ’
18:58:13 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 5 ‘ Sandal Shopee.,
tahun kali Tokopedia,
Lazada, Blibli)
E-commerce
18 - 3- . (TikTok Shop
4/21/2025 . . <Rp <Rp T-shirt, ’
19:16:51 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 5 | Sandal Shopee.,
tahun kali Tokopedia,
Lazada, Blibli)
E-commerce
Rp Rp . .
4/21/2025 18- . . 1.000.001,00 | 1.000.001,00 | >5 | 1-shirt, | (TikTok Shop,
Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK . | Kemeja, Shopee,
20:08:03 tahun ~Rp ~Rp kali | g onatu Tokopedia
3.000.000,00 | 3.000.000,00 P peria,

Lazada, Blibli)
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Pop-Up Store
(Mall, Pameran),

18 - Rp Rp T-shirt E-commerce
4/2.1/2925 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 3.000.001,00 <3. Kaos (TikTok Shop,
20:19:47 tah -Rp -Rp kali Kaki Sh
ahun 5.000.000,00 | 5.000.000,00 a opee,
Tokopedia,
Lazada, Blibli)
Rp Rp
13 - Sepatu,
412172025 Ya | Perempuan | 17 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 | 1.000.001,00 <3. Kaos Pop-Up Store
20:20:49 tah -Rp -Rp kali Kaki (Mall, Pameran)
anun 3.000.000,00 | 3.000.000,00 ax
18 -
4/21/2025 : . <Rp <Rp <3 Pop-Up Store
20:43:43 | Y@ | Perempuan taﬁ . Pelajar/Mahasiswa | SMA/SMK |} 64 600,00 | 1.000.000,00 | kali | 5P | (Mall, Pameran)
Rp Rp .
18 - 3- T-shirt,
4212025 | | Lakidlaki | 22 | Pelajar/Mahasiswa | SMA/SMK | 1:000-001,00 1.000.001,00 | "5 g o " | Pop-Up Store
23:27:57 tahun -Rp -Rp ali | Sandal (Mall, Pameran)
3.000.000,00 | 3.000.000,00
Pop-Up Store
Hoodie, | (Mall, Pameran),
23 - Rp Polo E-commerce
4/22/2025 C : . >Rp 3.000.001,00 | >5 : .
0-13:23 Ya | Laki-laki 28 Pegawai Negeri S2 5.000.000,00 “Rp Kali Shirt, (TikTok Shop,
tahun 5.000.000.00 Jeans, Shopee,
R Sepatu Tokopedia,
Lazada, Blibli)
18 - Rp Sepatu, Pop-Up Store
4/22/2025 . ) 1.000.001,00 <Rp <3 Sandal, | (Mall, Pameran),
6:01:58 Ya | Perempuan tai?m Pelajar/Mahasiswa SMA/SMK -Rp 1.000.000,00 | kali Kaos E-commerce
3.000.000,00 Kaki (TikTok Shop,
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Shopee,
Tokopedia,
Lazada, Blibli)

E-commerce

Rp Rp .
4/22/2025 18- . 1.000.001,00 | 1.000.001,00 | <3 | Chinos & | (T1KTok Shop,
Ya | Perempuan | 22 Lainnya SMA/SMK . Shopee,
7:20:35 tahun —Rp —Rp kali Cargo Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
vk Tain, | Feammee
4/2'2/2'025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 <3. quo Shopee,
8:15:49 tahun —Rp —Rp kali Shirt, Tokopedia
3.000.000,00 | 3.000.000,00 Sepatu Lazada, Blibli)
E-commerce
(TikTok Shop,
18 - Rp Rp Shopee,
4/22/2025 . . 3.000.001,00 | 1.000.001,00 | <3 | Parfum, Tokopedia,
9-4-44 Ya | Perempuan taii i Pelajar/Mahasiswa SMA/SMK “Rp “Rp kali | Sandal Lazada, Blibli),
5.000.000,00 | 3.000.000,00 Social Media
(Instagram,
WhatsApp)
Pop-Up Store
(Mall, Pameran),
18 - Rp E-commerce
4/22/2025 A . . 1.000.001,00 <Rp <3 T-shirt, .
18:33:17 Ya | Laki-laki 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 “Rp 1.000.000,00 | Kali | Sepatu (TikTok Shop,
tahun Shopee,
3.000.000,00 ;
Tokopedia,

Lazada, Blibli)
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E-commerce

Rp Rp .
18 - (TikTok Shop,
4/22/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 <3. Sepatu Shopee,
18:48:03 tahun —Rp —Rp kali Tokopedia
3.000.000,00 | 3.000.000,00 Lazada. Blibli)
E-commerce
18 - (TikTok Shop
4/22/2025 . . <Rp <Rp <3 ’
21:30:27 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | Kali Sepatu Shopee?
tahun Tokopedia,
Lazada, Blibli)
Pop-Up Store
(Mall, Pameran),
4/22/2025 Ya | Laki-laki 2238- Pegawai Swasta | D1/D2/D3/D4/S1 > Rp > Rp 35- T-shirt, ("lF:l-l((:"(l)"r:l?l sﬁe
22:56:47 & 5.000.000,00 | 5.000.000,00 | ,>. | Sepatu P
tahun kali Shopee,
Tokopedia,
Lazada, Blibli)
Pop-Up Store
23 - Rp Rp sepa, | e
4/2.2/2_025 Ya | Perempuan | 28 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 <3. Sandal, (TikTok Shop,
23:19:45 tah —Rp —Rp kali Kaos Sh
anun 3.000.000,00 | 3.000.000,00 Kaki opee,
Tokopedia,
Lazada, Blibli)
E-commerce
23 - Parfum (TikTok Shop
4/23/2025 C . >Rp <Rp <3 . ’
12:21:51 Ya | Laki-laki 28 Lainnya D1/D2/D3/D4/S1 5.000.000,00 | 1.000.000,00 | kali T-shirt, Shopee.,
tahun Sepatu Tokopedia,

Lazada, Blibli)
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E-commerce

Rp Rp .
18 - (TikTok Shop,
4/23/2025 Ya | Laki-laki 22 Pegawai Swasta SMA/SMK 3.000.001,00 1 1.000.001,00 <3. Sepatu Shopee,
13:02:41 tahun —Rp —Rp kali Tokopedia
5.000.000,00 | 3.000.000,00 Lazada. Blibli)
Pop-Up Store
R (Mall, Pameran),
4/23/2025 18 - 100000100  <Rp <3 | Parfum, | E-commerce
Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK T .| T-shirt, (TikTok Shop,
14:31:26 —Rp 1.000.000,00 | kali
tahun Sepatu Shopee,
3.000.000,00 ;
Tokopedia,
Lazada, Blibli)
Pop-Up Store
Kemeia (Mall, Pameran),
Se atJu ’ E-commerce
. Rp Kios > | (TikTok Shop,
4/23/2025 g . . 1.000.001,00 <Rp <3 . Shopee,
20-50:31 Ya | Laki-laki taii i Pelajar/Mahasiswa | D1/D2/D3/D4/S1 “Rp 1.000.000,00 | Kali g;lzz Tokopedia,
3.000.000,00 (Aksesori Lazada, Blibli),
Sandal) Social Media
(Instagram,
WhatsApp)
Pop-Up Store
Rp (Mall, Pameran),
18 - . E-commerce
4/23/2025 . . 1.000.001,00 <Rp <3 T-shirt, .
21:26:43 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK _Rp 1.000.000,00 | Kali | Sepatu (TikTok Shop,
tahun Shopee,
3.000.000,00 ;
Tokopedia,

Lazada, Blibli)
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E-commerce

Rp Rp .
18 - . (TikTok Shop,
4/24/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 1.000.001,00 <3. T-shirt, Shopee,
8:19:24 tahun —Rp —Rp kali | Sepatu Tokopedia
5.000.000,00 | 3.000.000,00 Lazada. Blibli)
Rp E-commerce
18 - Parfum (TikTok Shop
4/24/2025 . . 1.000.001,00 <Rp <3 . ’
10:33:07 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK “Rp 1.000.000,00 | kali T-shirt, Shopee?
tahun 3.000.000.00 Jeans Tokopedia,
T Lazada, Blibli)
E-commerce
Rp Rp .
18 - (TikTok Shop,
4/2%/2_025 Ya | Perempuan | 22 | Pelajar/Mahasiswa | D1/D2/D3/D4/S1 1.000.001,00 1 1.000.001,00 <3. Sepatu Shopee,
16:41:44 tahun —Rp —Rp kali Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
Rp E-commerce
13 - . (TikTok Shop
5/3/2025 . >Rp 3.000.001,00 | <3 T-shirt, ’
10:06:15 Ya | Perempuan | 17 Pegawai Swasta | D1/D2/D3/D4/S1 5.000.000,00 “Rp kali | Sepatu Shopee.,
tahun 5.000.000.00 Tokopedia,
T Lazada, Blibli)
Pop-Up Store
Rp (Mall, Pameran),
18 - T-shirt, E-commerce
3/3/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 < Rp <3. Kemeja, (TikTok Shop,
10:23:48 —Rp 1.000.000,00 | kali
tahun Sepatu Shopee,
3.000.000,00 ;
Tokopedia,

Lazada, Blibli)
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E-commerce

Rp Rp .
18 - (TikTok Shop,
3/3/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 1 1.000.001,00 <3. Sepatu Shopee,
10:39:50 tahun —Rp —Rp kali Tokopedia
5.000.000,00 | 3.000.000,00 Lazada. Blibli)
Pop-Up Store
18- Rp Rp s | Sepa, | (OO
31312025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 | 1.000.001,00 5 Sandal, (TikTok Shop,
16:15:57 tahun ~Rp ~Rp kali | 8808 Shopee
3.000.000,00 | 3.000.000,00 Kaki pee,
Tokopedia,
Lazada, Blibli)
Pop-Up Store
23 - Rp Rp 3. | Tty | Becommeree
3/4/2025 Ya | Perempuan | 28 Pegawai Swasta | D1/D2/D3/D4/S1 3.000.001,00 | 1.000.001,00 5 Jeans, (TikTok Shop,
6:24:55 tahun ~Rp ~Rp kali | Sepatu Sh
an 5.000.000,00 | 3.000.000,00 | °pd opee,
Tokopedia,
Lazada, Blibli)
. E-commerce
Rp T-shirt .
18 - ’ (TikTok Shop
5/4/2025 C . . >Rp 1.000.001,00 | <3 Polo ’
6:39:00 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 5.000.000,00 “Rp Kali Shirt, Shopee.,
tahun 3.000.000,00 Sepatu Tokopedia,
RN p Lazada, Blibli)
23 - Rp 3. | Parfum, (hl/)lgﬁ_ggrrsl::(r)arli)
SIA2025 | | pakidlaki | 28 | Pegawai Swasta | DI/D2/D3/D4/ST | R | 3:000.00100 1 Tg Toshirt, ) e e
16:34:30 tahun 5.000.000,00 —Rp Kali Kemeja, (TikTok Sho
5.000.000,00 Sepatu P,
Shopee,
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Tokopedia,
Lazada, Blibli)

Rp

E-commerce

18 - . (TikTok Shop
5/4/2025 C . . 1.000.001,00 <Rp <3 | T-shirt, ’
17-31:31 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK _Rp 1.000.000,00 | kali | Sepatu Shopee.,
tahun 3.000.000.00 Tokopedia,
S Lazada, Blibli)
Rp Parfum, E-commerce
18 - 3- Sandal, (TikTok Shop,
3/4/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 < Rp 5 Patch Shopee,
18:16:02 —Rp 1.000.000,00 . . .
tahun 3.000.000.00 kali | (Aksesori Tokopedia,
S Sandal) Lazada, Blibli)
E-commerce
13 - (TikTok Shop
5/4/2025 . . <Rp <Rp <3 ’
19:02:22 Ya | Perempuan | 17 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Sepatu Shopee.,
tahun Tokopedia,
Lazada, Blibli)
Pop-Up Store
23 - Rp Rp 3- | T-shirt (h/llizigs;ﬁleerza: *
SIA2025 1 | pakidlaki | 28 | Pegawai Swasta | D1/D2/D3/D4/s] | 5-000-001,00 1 1.000.001,00 1 Ty g | (TikTok Shop.
20:49:29 tahun ~Rp ~Rp kali | Sepatu Shopee
5.000.000,00 | 3.000.000,00 p pee,
Tokopedia,
Lazada, Blibli)
5/4/2025 18 - 1 OOOR(%DOI 00 <R 3- K;I;lli)ja’ (hl/)lgﬁ’_ggnsl:r);i)’
Ya | Laki-laki 22 Lainnya SMA/SMK IR P 5 . E-commerce
21:14:23 tahun —Rp 1.000.000,00 rali Shirt, (TikTok Sho
3.000.000,00 Sepatu P,
Shopee,
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Tokopedia,
Lazada, Blibli)

Rp

Rp

E-commerce

23 - (TikTok Shop,
5/%/2925 Ya | Perempuan | 28 Pegawai Swasta | D1/D2/D3/D4/S1 3.000.001,00 1 1.000.001,00 <3. Sepatu, Shopee,
21:33:06 tahun —Rp —Rp kali | Sandal Tokopedia
5.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
18 - Rp Rp Chinos & (NI[Ea—ICIZ)Ei;neerrca: )’
3/4/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 1.000.001,00 <3. Cargo, (TikTok Shop,
22:09:35 tahun ~Rp ~Rp kali Sepatu Shopee
5.000.000,00 | 3.000.000,00 p pee,
Tokopedia,
Lazada, Blibli)
Hoodie, Pop-Up Store
(Mall, Pameran),
Rp Sepatu,
5/4/2025 23 - >Rp  |3.000.001,00 | > | Sandal E-commerce
22:99:43 Ya | Perempuan t %1811 Pegawai Negeri | D1/D2/D3/D4/S1 5.000.000,00 “Rp kzli Patch (les"fl(())kesehop,
anu 5.000.000,00 (Aksesori pee,
Sandal) Tokopedia,
Lazada, Blibli)
Rp Rp E-commerce
18 - Parfum, (TikTok Shop,
3/3/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 <3. T-shirt, Shopee,
8:28:07 tahun —~Rp ~Rp kali Sepatu Tokopedia
3.000.000,00 | 3.000.000,00 Lazada, Blibli)
23 . E-commerce
5/5/2025 o . . >Rp Rp <3 | T-shirt, .
2:58:02 Ya | Laki-laki taiin Pegawai Negeri | D1/D2/D3/D4/S1 5.000.000,00 | 3.000.001,00 | kali | Sepatu (les"fl(élgihop,
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— Rp

Tokopedia,

5.000.000,00 Lazada, Blibli)
Rp E-commerce
18 - (TikTok Shop
5/5/2025 . : 1.000.001,00 <Rp <3 ’
9:56:35 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK _Rp 1.000.000,00 | kali Sepatu Shopee.,
tahun 3.000.000.00 Tokopedia,
ST Lazada, Blibli)
Pop-Up Store
23 - Rp Rp g | i | e
025 vy | Lakilaki | 28 Lainnya | DI/D2/D3/D4/s1 | 2000001001 100000100 " Kemeja, | qypig) gpop,
10:19:50 tahun -Rp -Rp Kali Hoodie, Shopee
5.000.000,00 | 3.000.000,00 Sepatu pee,
Tokopedia,
Lazada, Blibli)
Rp E-commerce
18 - (TikTok Shop
5/5/2025 . . 1.000.001,00 <Rp <3 | Parfum, ’
10:45:38 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK “Rp 1.000.000,00 | kali | Sepatu Shopee.,
tahun 3.000.000.00 Tokopedia,
ST Lazada, Blibli)
Pop-Up Store
18 Rp 3. | Parfum, (l\/}IEaICIZ)rP;lelrIrllleerzaerl )’
5/5/2025 i . . 1.000.001,00 <Rp "~ | T-shirt, -
10:59-04 Ya | Perempuan tai2n Pelajar/Mahasiswa SMA/SMK “Rp 1.000.000,00 kzh Jeans, (les"flok Shop,
u 3.000.000,00 Sepatu opee,
Tokopedia,
Lazada, Blibli)
23 . E-commerce
5/5/2025 . Rp Rp <3 Jeans, .
11:29:29 Ya | Perempuan taiin Pegawai Swasta | D1/D2/D3/D4/S1 3.000.001,00 | 1.000.001,00 | kali | Sepatu (les"fl(glgihop,
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—Rp —Rp Tokopedia,
5.000.000,00 | 3.000.000,00 Lazada, Blibli)
E-commerce
18 - (TikTok Shop
5/5/2025 o . . <Rp <Rp <3 ’
11:52:32 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 1.000.000,00 | 1.000.000,00 | kali Sepatu Shopee.,
tahun Tokopedia,
Lazada, Blibli)
Pop-Up Store
23 - Rp Rp 3. | Parfum, (Nllsa-lcléiﬁleirca; ’
3/5/2025 Ya | Perempuan | 28 Lainnya D1/D2/D3/D4/S1 3.000.001,00 | 1.000.001,00 5 T-shirt, (TikTok Shop,
12:42:37 tahun —Rp —Rp Kali Jeans, Shopee
5.000.000,00 | 3.000.000,00 Sepatu pee,
Tokopedia,
Lazada, Blibli)
Rp E-commerce
18 - (TikTok Shop
5/5/2025 A . . 1.000.001,00 <Rp <3 ’
13:41-43 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK “Rp 1.000.000,00 | Kali Sepatu Shopee.,
tahun 3.000.000.00 Tokopedia,
ST Lazada, Blibli)
Pop-Up Store
23 Rp 3. | Parfum, (l\/}IEaICIZ)rP;lelrIrllleerzaerl )’
5/5/2025 i . >Rp 3.000.001,00 "~ | T-shirt, -
15:06-44 Ya | Perempuan taiSH Pegawai Swasta | D1/D2/D3/D4/S1 5.000.000,00 “Rp kzh Jeans, (les"flok Shop,
u 5.000.000,00 Sepatu opee,
Tokopedia,
Lazada, Blibli)
18 - T-shirt E-commerce
5/5/2025 . ) Rp Rp <3 ’ .
15:26:14 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 | 1.000.001,00 | kali Ka0§ (TikTok Shop,
tahun Kaki Shopee,

172




—Rp —Rp Tokopedia,
5.000.000,00 | 3.000.000,00 Lazada, Blibli)
Pop-Up Store
18 - Rp Rp I;aﬁllrrltl (Nll«:ﬂ’oiagqneia; !
3/5/2025 Ya | Perempuan | 22 | Pelajar/Mahasiswa SMA/SMK 1.000.001,00 1 1.000.001,00 <3. Patch (TikTok Shop,
16:17:26 tahun ~Rp ~Rp kali (Aksesori Shopee
3.000.000,00 | 3.000.000,00 Sandal) Tokopedia,
Lazada, Blibli)
Rp E-commerce
23 - Polo (TikTok Shop,
3/5/2025 Ya | Perempuan | 28 Lainnya D1/D2/D3/D4/S1 1.000.001,00 < Rp <3. Shirt, Shopee,
16:57:53 —Rp 1.000.000,00 | kali ;
tahun 3.000.000.00 Sepatu Tokopedia,
oY Lazada, Blibli)
Pop-Up Store
Parfum, | (Mall, Pameran),
23 - Rp T-shirt E-commerce
3/5/2025 Ya | Laki-laki 28 Pegawai Swasta | D1/D2/D3/D4/S1 > Rp 3.000.001,00 >5. Kemeja, (TikTok Shop,
17:55:33 5.000.000,00 -Rp kali )
tahun 5.000.000.00 Hoodie, Shopee,
T Sepatu Tokopedia,
Lazada, Blibli)
Pop-Up Store
18 - Rp Rp 3- | T-shirt (N}[ig;iarrr?eerrca: )’
3/5/2025 Ya | Laki-laki 22 | Pelajar/Mahasiswa SMA/SMK 3.000.001,00 11.000.001,00 5 Hoodie, (TikTok Shop,
18:26:46 tahun ~Rp ~Rp kali | Sepatu Shopee
5.000.000,00 | 3.000.000,00 p pee,
Tokopedia,

Lazada, Blibli)
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Nilai Mean, Min, dan Max

Lampiran 4. Hasil Olah Data SMARTPLS

Indicator Data (Original)

| Matrix

KM1
KMm2
KM3
KM4
LM1
M2
LM3
LM4
LM5
LM6
PK1

PK2
PK3
PK4
PK5
PK6
PM1
PM10
PM11
PM12
PM2
PM3

PM4
PM5
PM6
PM7
PM8
PM9

Mean
4189
3.913
4.106
4.094
3.834
3.830
3.800
3.985
3.694
4.053
4.230

4.170
3.970
4.151
4117
3.592
3.887
3.902
3.528
3.977
4272
3.943

3.649
3.475
3.653
4.109
4.185
4113

| MV Descriptives

Median

4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000

4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000
5.000
4.000

4.000
4.000
4.000
4.000
4.000
4.000

Min
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000

1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000

1.000
1.000
1.000
1.000
1.000
1.000

Max Standard ...

5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000

5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000

5.000
5.000
5.000
5.000
5.000
5.000

0.798
0.954
0.969
0.980
1.007
0.950
1.068
1.002
1.017
0.889
0.909

0.946
0.990
0.952
0.918
1.092
0.857
1.052
1.116
1.067
1.040
0.998

1.010
1.028
1.102
1.046
0983
0.957

Excess Ku...
1777
1.623
1516
1.249
1.143
0.582

-0.011
1.118
0.008
1.607
2435

2.158
1.965
1.548
2.091
-0.083
1.865
0.558
-0.351
0.783
1.985
1.409

0.105
-0.431
-0.122

1.588

1.668

1.768

166

Skewness
-1.116
-1.191
-1.238
-1.206
-1.089
-0.795
-0.733
-1.147
-0.613
-1.077
-1.473

-1.447
-1.347
-1.284
-1.323
-0.605
-1.119
-0.975
-0.563
=135
-1.576
-1.213

-0.644
-0.363
-0.724
-1.375
-1.386
-1.294

Copy to Clipboard:

Number ...
265.000
265.000
265.000
265.000
265.000
265.000
265.000
265.000
265.000
265.000
265.000

265.000
265.000
265.000
265.000
265.000
265.000
265.000
265.000
265.000
265.000
265.000

265.000
265.000
265.000
265.000
265.000
265.000

Excel Format

R Format



Nilai Outer Loadings

Outer Loadings

= Matrix

Copy to Clipboard:

Excel Format R Format

Kepercayaan Merek

Loyalitas Merek Pengalaman Merek  Persepsi Kualitas

O 0.766

Km2
KM3
KM4
M1

M2
LM3
LM4
LM5
LM6
PK1

0.721
0.762
0.856

PK2
PK3
PK4
PKS
PK6
PM1
PM10
PM11
PM12
PM2
PM3

PM4
PM5
PM6E
PM7
PM8
PM9

Nilai R-Square

R Square

0.813
0.768
0.730
0.770
0.709
0.709
0.793

0.846
0.815
0.817
0.802
0.733

0.797

0.770

0.715

0.785

0.810

0.802

0.719
0.712
0.763
0.760
0.751
0.741

J Matrix R Square

R Square Adjusted

Copy to Clipboard:

Excel Format R Format

R Square R Square Adjusted
fKepercayaan Merek 0.700 0.699
Loyalitas Merek 0.736 0.733
Persepsi Kualitas 0.704 0.702
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Nilai f-Square

f Square
| Matrix 1% fSquare

Kepercayaan Merek

Loyalitas Merek Pengalaman Merek

Copy to Clipboard:

Persepsi Kualitas

Kepercayaan Merek 0.024

Loyalitas Merek

Pengalaman Merek 2.332 0.230 2.374
Persepsi Kualitas 0.047

Nilai Construct Reliability and Validity

Construct Reliability and Validity

ct... Copy to Clipboard:

~| Matrix ‘3% Cronbach's Alpha tho A |i2i Composite Reliability 3% Average Variance Extra
Cronbach's Alpha rtho_ A Composite Reliability ~ Average Variance Extracted (AVE)
Kepercayaan Merek 0.780 0.785 0.859 0.605 ;
Loyalitas Merek 0.846 0.856 0.886 0.564
Pengalaman Merek 0.934 0.935 0.943 0.579
Persepsi Kualitas 0.889 0.890 0.915 0.643

Nilai Discriminant Validity (Fornell-Larcker)

Discriminant Validity

| Fornell-Larcker Criter... | =] Cross Loadings

Kepercayaan Merek

| Heterotrait-Monotrait ... |1+ %

Loyalitas Merek

Heterotrait-Monotrait ...

Pengalaman Merek

Copy to Clipboard:

Persepsi Kualitas

{Kepercayaan Merek 0.778

Loyalitas Merek 0.782 0.751

Pengalaman Merek 0.837 0.838 0.761

Persepsi Kualitas 0.841 0.794 0.839 0.802
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Nilai Discriminant Validity (Cross-Loading)

Discriminant Validity

| Fornell-Larcker Criter... | -] Cross Loadings | [=-| Heterotrait-Monotrait ..

Kepercayaan Merek Loyalitas Merek  Pengalaman Merek

Persepsi Kualitas

KM1 0.766 0.572 0.570 0.605
KM2 0.721 0.622 0.595 0.558
KM3 0.762 0.620 0.690 0.679
KM4 0.856 0.617 0.731 0.758
LM1 0.684 0.813 0.728 0.711
LM2 0.580 0.768 0.662 0.671
LM3 0.530 0.730 0.531 0.482
M4 0678 0.770 0717 0.683
LM5 0.470 0.709 0.530 0.453
LM6 0.537 0.709 0.552 0.505
PK1 0.616 0.560 0.614 0.793
PK2 0.710 0.682 0.720 0.846
PK3 0.634 0.573 0.614 0.815
PK4 0.687 0.607 0.662 0.817
PK5 0.667 0.632 0.665 0.802
PKb 0.707 0.730 0.730 0.733
PM1 0.648 0.654 0.797 0.639
PM10 0.648 0.663 0.770 0.645
PM11 0.582 0.697 0.715 0.568
PM12 0.669 0.677 0.785 0.663
PM2 0.707 0.647 0.810 0.720
PM3 0.697 0.669 0.802 0.671
PM4 0.552 0.639 0.719 0.599
PM5 0.561 0.665 0.712 0.564
PM6 0.562 0.651 0.763 0.561
PM7 0.663 0.594 0.760 0.660
PM8 0.659 0.545 0.751 0.702
PM9 0.671 0.553 0.741 0.651

Nilai Path Coefficient

Path Coefficients

Heterotrait-Monotrait ...

Copy to Clipboard:

Excel Format R Format

| Mean, STDEV, T-Values, P-.. ||| Confidence Intervals | -] Confidence Intervals Bias ... ||| Samples Copy to Clipboard:  gycel Format R Format
Original Sample (O)  Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV]) P Values
Kepercayaan Merek -> Loyalitas Merek 0.165 0.170 0.082 2.005 0.046
Pengalaman Merek -> Kepercayaan Merek 0.837 0.839 0.020 42.647 0.000
Pengalaman Merek -> Loyalitas Merek 0.506 0.507 0.103 4922 0.000
Pengalaman Merek -> Persepsi Kualitas 0.839 0.840 0.029 28.916 0.000
Persepsi Kualitas -> Loyalitas Merek 0.231 0.227 0.113 2.051 0.041
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Nilai Specific Indirect Effect (Mediasi)

Specific Indirect Effects

Copy to Clipboard:  £ycel Format

Mean, STDEV, T-Values, P-... ‘ Confidence Intervals Confidence Intervals Bias ... ‘ Samples

| Original Sample (O) ‘ Sample Mean (M) ‘ Standard Deviation (STDEV) ‘ T Statistics ... ‘ P Values‘
‘Pengalaman Merek -> Kepercayaan Merek -> Loyalitas Merek 0.138 0.143 0.069 1.995 0.047;
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Lampiran 5. Struktur Kerangka PLS-SEM

Struktur Awal Penelitian

| PK1 | | PK2 ‘ ‘ PK3 | | PK4 | ‘ PK5 ‘ | PK6

PM1

PM10

PM11

[

=

= S
engalaman Loyalitas
Mé

Merek Merek

PM12

Persepsi

PM2 Kualitas

PM3

PM4

PM5

PM7

Kepgrcayaan
erek!

KM1 ‘ | Knm2 | ‘ KM3 ‘ | KmM4
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Struktur Calculation PLS Alogarithm

| PK1 | | PK2 ‘ ‘ PK3 | | PK4 | ‘ PK5

A 7

0793 0.846 0815 0817 ggp 0733

°

LMé

LM1
Persepsi
0.839 0.231
Kualitas LM2
LM3
0.506
LM4
0.709
Loyalitas LM5
0.837 0165 Merek
LM6
Kepercayaan
erek
0.766 0721 0762 0856
‘ KM1 H KM2 H KM3 H KM4
Struktur Calculation PLS Bootstrapping
| PK1 || PK2 H PK3 || PKA H PK5 H PK6 |
2632237919 28415 30.772 55063 o
X LM1
Persepsi
27.246 2.002
Kualitas 40878 M2
B we |
4939 ’
30576 M4
6.015
15.307
i LM5
37.790 1.969 Loyalitas =
Merek

Kepercayaan
erek’

19402 16799 29431 41.804

[

KM1

| KmM2 | ‘ KM3 ‘ | KM4
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The effect of brand experiences on

brand loyalty through perceived
quality and brand trust: a study on
sports consumers

1alkil Erdem Akoglu and Oguz Ozbek
Depaarimend of Sporls Monagemenl!, Ankara Unmwersily, Ankara, Turkey

Absiract

Porpse  Adopling he bramd resmomes apprsich, Uhis ressrch amed e revesl Lhe eflecd of emobimal
(peroemeed quakily) e ratomal frmd bred) Eedors: bebwessn brmid expenenos amd bamd koyalty.
Designimethodobg y/approach I'h':::'l.lcl:-mu:slh:l:ﬂ:ﬂrmmﬂ Loy ecumine Lhe abowve
menilsmaed relalneednp. The somphe of 1k isslesd ol 3ER sporis comeaumes elwesn Lheages: ol 14 and
5 yemrs. An ombme survey mmurmhhwwmqﬂlw Lo tspearlss cxeamers v socsl
methia. Usmg Smardl1S 30 soltware, o parts] lasl squares; stroctoral squation modeling: analyses wes
oemaducied m e sudy.
Findings  The resulls supporl. Lhe hypolhees: aml demomsimale e mmportamoe: of qualbily zmd sl o
mldng cuslomers koyally for compemes: m Lhe sports imchesry. Bramsd experience has o posibive dired ellecion
pereeved qpelity, bramd ot and bramd kiyly. 1 bees been revesibed (bl there s an impuorand mlermesdery
ez o, et wead quakily amed bl Enest thal marsgness e relabonship belween ozslomers” bramd experence:
anel brzmed heyally.
Practical implications T Imdmges: of tes dudy are ssentzl Gor brands: el weml by develop aml zme
mctuded m the sports modestry m e oobine shopypegy enviroomend, whach monesss: wilh e developmenl of
I.n:'l'll'mlum,I Loy cresibe loogr berm Boyalty s cosslomer s,

1L revesils bwo medhiabing roles m Lhe refabionesdipy bedween bramd experiencos amd bramd
loyally, namedy perceved guality and brand trusd, These resmirch resullis heby b umlerstad the proceses: of
sharpmy Lhe boyally of sporls comeammens lwands sporls brands, Unbke previoe: siodees;, il examines; s
rebaliomship in Lhe sports inchedry by adding: new medlor virmbles: and oontribuobes: o the developmenl of
the sl

HKeywords Branmd expenence, Bramsd koyalty, Perosved oqpmlity, Bramd brusl, Sporls oedumes
Pageer type Resemrch e

Introduction

With the moresse in the populanity of sports arganizations, the spread of participation in
sports and the diversification of advanced sparts prodocts accordingly, the sports industry is
expanding its place m the world economy. This indostry conssts of a combination of
mitanmble services (g sports organmations offering sports consultancy) and tangible
products {eg. sports manufacturers); some prodocers offer a combination of services and
products (&g sports stores) and mchide activities (Funk, 2008, The sports products market is
expanding with the growth of the trend of healthy and active iving, which = a trend that is

Dk aecninfably sbalement The data Ul support the Tndings of Lhis slsdy ae avabable rom e
corresgumn ding avthor wpon reasonable reguest

Prabfication ethies: In the writing process of the corrent sbudy, scientile, ethical and quotation nles
were: Follrwen] withan Use soope of Uhe “Higher Edocation Institulions Scienlific Ressarch and Publicaton
Eihacs Directive”. Mo Gusilication I':u.-: Eveseein el o Ul collesctend data and Lhis sdudy bes nol been senl o
any |:l]u:r aczidemic publication env i fior evahsyls

Fi slafermer: Mo ezl sopport was wsed for Uee resesanch

Comflict o imteres The sutbors declare oo coniBel of mlerest. This resesoch did ool receive any
speerifie graml from Tomding sgencies i public, commercial, or nol-for-prolil sedors.
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mﬂmmmmmwmﬂy Wlnll:gﬁimhm‘hfml'ﬂaﬂmblnd I:umt:mmadn Effect of I:n'zmd

products have become a popular category among ]:u:pll:mtmuhufraum
relaxed lifestyle with versatibty and comfort. 1‘Iﬁmhu'hfmhaﬁ|n'muptadrmnlﬁthms
such as Nike and Adsdas to expand their range of sports products to generate higher sales
wolumes. Acoording to the Digital A0 report, Torkey's popolation s 3358 million, and the
active soctal media user population is 54 million. In addition, it is stated m the report that $1%.
of social media users between the ages of 16 and 64 years search for products or sereces
onhne, while 63% of them shop online. According to the report, Mike came at third place in
Gl searches, while Adidas was at eighth place (Uigital Beport Turkey, 2060). Busmesses
that are aware of the importance of technological development m the field of marketing use
the advantages such as targeted customer base, taste trends, choices and preferences among
customers, and identification of potential custemers with these platforms, which provide
faster acoess to customers, to develop ther own potenhal (Sharma #f gl 200211
Companies need to oreate exobting brand experiences that persuade costomers to
t-l:l:ltll'l.ﬂ.“j' buysndsl:ckhﬂnhrand‘apmdmiamdﬁumbakﬂmnaahrmfﬂmﬂm

develop a perception toward a brand based on sensations, feelings, cognitions, and
betawinral responses. If this percepton is positive, the costome r remains boyal o the brand
and repurchasing behavior. The development of the consumer—brand relationship has been
the foous of branding theory m recent years,
Ihumﬁdﬂmmﬂwbﬂmndmmmmm
mmmmmmmmwwmﬁmm
ol MNE) I'ua‘emnmryﬁhldmﬂmtmﬁmlﬂatumnhmhetwam hrs:ﬂm:u‘tﬂxz
and brand kyalty with varous mediating varal
Thormas A8 Meetafs and Kecamam A In this study, the relationship between brand
experience and brand loyalty, which has been tested wath medmating variables in different
sectors by vanous researchers, was evaloated through brand trust and percetved quality
{Abtaf et ol ANT; Ding and Teeng, 2015 Naggar and Bendary, 4017 Sahin et al, 2011). There
are factors that make this study different from other stodies. The first of these = that the
brand resonance model chooses sports brands as context and the sample group inclodes
sports comsumers. The second 15 the direct and mdirect examination of the effect of brand
experience on brand loyalty through percetved quality and brand trust i this contest and
ﬁamplnl'“‘innllr the present article draws on The Brand Resonance Model to examine the
mentioned above. In this model, brand experience 1= assumed as “zalience”,
pﬂmvod:pﬂlﬂyandhmnjhu;tss“tﬂd:ﬂnnlmdmhuﬁlvanaﬂts Eln:lhandhyalt]rss
“resonance”.

Theoretical background

The brand resonance model

“The brand resonance model describes how to create mtense, active lovalty relationships with
customers for a brand (Keller, 20011, Brand resonance is at the top of the omstomer-based
brand equity (CBEE) model pyramid and it 15 a concept which characterzes brand
relationships. This mexdel is a measure of the extent to which acmamndwel‘msmmg
hehawioral, psychological and soctal bonds with the brands they consume

AN, Brand resonance model provides a guide for an assessment and research research
by which brands can evahmte therr progress in brand banlding efforts (Keller Y0004
There are many studies in the marketing literature using the brand resonance moded n
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chfferent sectors (lang ef ol SENE Mours ef of 2008 Bantef ol 2060 According to Keller
L2013, the brand resonance model 1= a flexdable model in terms of apphicability and can be
applied equally well to any type of brand and therefore to any type of entrty that can be
considered as a brand (person, place, efc).

Sports brands establish kng-term relationships in order to create brand boyalty in their
customers. Keller (4013 defined this long-term relationship with the brand resomance maodel.
The model that amms to buld fidelity m this kng-term relatonship suggests two ways,
rationally and emobonally. The ratonal path inchudes mportant components such as
performance: (eg. price, efficiency, durability, rciahlhtr_],}udmmﬂ{tg.quahty,rdﬂbﬂltﬂ,
while the emotional one inchudes imporiant components such as magmation and emotions

feg. fun, exctement) (Keller, #0133 With brand resonance, customers can recognize the
sahﬂrtmectnfahrmﬂ,putﬂvmmmmlwelufthtj' and ultimately show a high
degree of brand byalty (ong of o 414} In this shudy, percetved quality as the emotional
factor supported by the previous Iterature and brand trust as the rational factor were

selected zs the mediation variable.

Literature review amd research hypotheses

Hirand expertence

Suceessful brands form close bonds with their consumers, which inturn drives them away
from other competing brands. The first step in establishing these bonds = encountering and
mmgﬁehmdlhmdmﬂmanﬂxzptﬂmmmmmd bf_&hm;ﬂﬂﬂﬂ

GSchmitt ef al, 2014) sensations,
ematins, and cogmition) and behavioral responses of consume r associated with stimuoh that

area part of a brand's design, identity, packaging, commumnication, and environment (Bralme
g al, A0 Experiences ocour when shopping, buying, and consuming directly and
mHmmmmmmmxmmﬂﬂwﬂm

Drakus of gl @004} discuss brand experience in four dimensions: sensory, El.f'fu:lrm,
mtellectual (cogritive), and behavioral, Sensory brand experience expresses the experienoes
resulting from the visimal, suditory, olfactory, taste, and towch stimoli provided by the brand.
In contrast, the brand’s affective stimuol provide brand experience to consumers (Brals
ehal, 200, That 15, it inchdes the mood, emotion and feeling of comsome s (Ding and Tseng,
2151 Intellectual brand experience involves thinkmg differently and convergingly and
enables consumers to change their thinking about brand (Holt, 2011). Behavioral experience
mmwﬂmwmwmemﬂlmﬂm
bonyg-term behavioral patterns, or mteractions with other peopl

Researchers have asserted that experience with products and services 15 an essential
factor affecting consumers’ fiture behavioral and emobional intentions  (Mostafa and
Easamani, 20A0), Thus, true beand lovalty ocours when osstomers tend to bath affect the
emotional attachment factor and brand tnst (He of gl 2013) Generally, brands that provide
excellent brand experiences are differentiated from other brands and are more favored,
thereby buildng brand loyalty and promoting the spread of the brand (Lraloe of of SH0E)
Therefore, comsume s will be more likely to repurchase from these brands, recommend them
mdjﬂn,mmwmﬁmﬂwhmdmmﬁmm&gmdﬁﬁ:mm
have shown that there & a significant positive relationship between brand experience and
koyalty (Huang, 2017; mgzmr,zﬂl&&lmpmt A1) Therefore, the following hypothesis is
proposed:

H1. Brand experience has a positive impact on brand loyalty.
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Comsumers conscously and unconscosly experience products and services in different HHBr_'tnfl:rrand

environments, and then vanous perceptions are formed as a result of this expenence
and Carbone, #2007, Experience 5 an essential part of consumer leamning. The higher the
consumer’s use of 2 product, the more information that integrates with thear knowledge and
increases their perception of quality (Magwar and Bendarg 91117). In studies on electronic
industry and fast food industry consumers, it 15 thought that product performance 1=
necessary for quality perceptions ((hng and Tseng. 2015, Xicang ef al, 2016), As a result of
product performance, establishing a deep, lasting, sincere emotional connection with the
customer and the customer's developimg a special bond and trust in the brand develops a
holistic experience that ensures boyalty (Bapat and Thanigan, 2006). The hypothesis for this
investigation &

HZ  Drand experence has a positive impact on percetved quality.
Preseious research has sugpested that brand trost develops from past brand experience and
interaction (Delgado-lallester and Munoera-Aleman, 2006). In research on customers in
different sectors (hath soap and perfume, mobile handsets, ete ), sucoessful experiences with a
brand hawve been demonstrated that the brand offers quality produds or services and
positvely affects consumers' thoughts on honesty and trust (Frangsce-Maffeezolli of af,
20 4; Khan and Fatma, A017). Henee, the hypothess below emerges:

HZ Brand experience has a positive impact on brand trost.

irand lyally

Brand loyalty & one of the most cited concepts m marketing, with both scholars and
practrboners recogmnizing the diversity of benefits derteed from it {lelesizs of of _N111), Dack
and Basy (133) defined that loyalty to a brand should mchide posatiee buying behavior and
positive atttbude toward the brand. Brand loyvalty s a conditional reaction toa proeduct doe to
a pasitive perception about a brand (Chapdhun apd Holbrooks, A7) While previmes studies
on byalty focused on components such as percetved vahe, brand trust, and customer
satifaction, recent shadies on brand loyalty have increasingly adopted an integrated
wmmmvﬂqmﬁq,mmjwm_m

Percerved quakily
Percerved quality = defined as the consumer's Judgment about the supsriority or excellence of
a brand hased on subjective perceptions (Aaker and Jacobson, 196M; Zeithaml 1485 The
products of high-quality brands make the want to buy the products of the brand
and allow the brand to be differentiated from the rival brands. Perceived quality = not an
objective measure of the funchional or manufactorng quality of producs, but rather the
subjertive assessment of perceptions on products by consamers (L ef of, 20200 ftalso allows
mamblmldpﬂnmbmwhkmmﬂemmﬁrahghqushwm
Perceived quality, in relation to consumer brand boyalty, 5 essentially a
perception of the relisbility of a product mmmdmd{md?lnﬂadmmg
pmfcrcnu: satisfaction, and purchasing preferences (Mikhashern) and Valael, 2078)
Percerved quality 1= an important antecedent of emotional commitment to build brand
Invaltty and trust (Coplbo of af, 2008 [ thus hypaothesize that

H4. Percetved quality has a positive impact on brand boyalty.

lirand trust
Birand trust is expressed s a critical factor m commercial sucoess (Morgan and ot 1994,
Chaudhur and Holbrook (2001) define brand trust as “the desire of the average consumer to
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Figure 1.
theoretscl midd

trust a brand's abilty to fulfill its stated funchon.” Consamers who tely on a brand are mone
willmg to stay kyal to that brand, bary from new brands promoted under it, pay a premium
price for it, and share information about their tastes (dablchat of of 007) In contrast, an
micreased sense of risk and uncertamty impairs consumer confidence. Therefore, focusmg on
a great brand expenience will also reduce the likelhood of risk in the consumer's minds n
terms of finding the brand more reliable. This, in tumn, will affect therr loyalty toward the
brand, and therefore ther propensity to become brand advocates (loshi and Garg AE)
Researchers have shown that trust 15 ouoal in creating beand boyalty (Bermario ef of 9003
Mabbbhol ot af A7) Therefore, the follesing hypothesis s proposest:

Hi DBrand trust has a positive imgact on brand loyalty.

Medation effect of percesved qualify and brand frust

Zesthaml (1985 snggested that CBBE = another important and main butlding block called
“perceived quality” that affects consumers positively or negatively. Consumers develog
koyalty based on the perceived quakity of a hrand after their expenence with the produoct or
service. Consumers evahiate whether the ublitarian motive 15 obtamed during the
comsumpion of a service brand and form a quality perception about the brand. If the
quality of the experienced brand is perceived as high, the consumption target is achieved and
koyalty to the brand ocoars (0ing and Tseng, 2015). Eslami E0A) confirmed the mediating
effect of percetved quality on health msurance customers between brand experience and
brand kyalty. However, in the context of sports consumers and accordingly sports brands,
the following hyptrl:bes:m has been developed due to the lack of studies evaluatmg the
mediation effect in the model (guee 1)

Hi. Percerved quality has a mediating effect on the relationship between  brand
experience and brand loyalty.
Prevwous studies have measured the relationship between brand expenience and brand trust,

and the relationship betereen brand trust and brand loyalty (Atulkar, 20305 Basger of al, 2005
Hagrar and Bendnry 07 In additson, Husng (07 confirmed the mediating effect of beand
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frust between brand experience and brand loyalty in bis reseacch on mobile phone wers. Effect of brand

Based on the brand resonance moded, it & thought that brand trust has a mediating effect on
brand experience and brand loyalty. Therefore, the folloemg hypothesis = proposed:
H?7. Brand trust has a mediating effect on the relationship between brand experience and
brand kyalty.

Research method

This study aimed to measure the mediating effect of percerved quality and brand troust, which
are thought to affect loyalty formatson, to determime the brand kyalty that may oocur based
om the experience of sports consumers. with 3 brand. Previous research shows that brand
trust and loyalty result from customers” deep emotional commitment o the brand, which
changes customer attitude and purchasing behavior. The brand resomance model offers a
solid foundation for ths model (Keller, 20025, This model stresses that brand resonance are
formulated, started with brand sabence, and followed by two routes, Le, emotional and
rational. With thiz lngic, this study proposes that brand byalty is formulated via brand
trust). Therefore, struchures and visual elements have been derived from previous research,
as shown in Eigre 1, in develop the proposed research framewark.

Sample design and data collection

“The research sample consists of 385 sports consumers between the ages of 18 and 65. This
age proup was selected tn the “Digital 2030 Turkey™ report because it & the age proup that
uses social media the most in Turkey. Snowhall sampling and oriterion sampling method was
used in the study. The inchsion critermof the samphe in this study are to beinthe age range of
1845, o be a socal media user, and o have purchased sports products online at least
once. The data were collected online with Google Forms. The hnk of the online form has been
distnbuted m vanous ways (Facebook, Instagram, Whatsapp, e-Mal, etc). “What s your
favorite sports brand?™ They were asked to answer the questions by conssdenng the sports
brand they gave to the question. A total of 408 online questionnames were collected. The
answers of the 24 particpants were deemed invalid due mmmnhtcm&m ﬁaa
result, the analysis phase was started with 385 participants. According to
ﬂmmlmhﬂ'nfmmmeﬂﬁﬂtlﬂntmhnfﬂtmmmmmrpkmmqmuﬂhmﬁx
structural equation modelmg (SEM). In addition, G¥*power w3194 software was used to
calculate the required mmmum sample size based on statistical power. With an effect size of
(G, 1t was reveaked asa result of the analysis that a sample size of 1588 was sufficent to reach
a statistical power of (095 (Faul of of, J008).

Table 1 shows the demographic information of the survey participants; 55.3% were men
and 44.7 % were women. Their most preferred sports brand was Mike (53.7%), while Hummeel
was the least preferred (18%). Therr average ape & 20498 (+4562), and ther average
monthly incoms is 4847 dollar (+2377.13) (Lahle 1),

I‘helh'md Experience Scale, developed by Mﬂmdaﬂaﬂaﬂlmﬁ: Turkizh by
Aslun and [pek (Z016), was first created by and Lay and Lee

(1993} to mensure the research model created within the scope of the theoretical

and was then further developed by Babadaw and Aygun (A7) The Percerved Quality and
Imdwﬂty%mhdmmkmdhyﬁnmhba&sndﬁzm:k_uHﬂMMHEImd
Experience Seale i a Tpomt Likerttype scale (between “1- Stronply di=agree” and
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Tabde 1.
Demusgrarpbne: prodile of
the respomdent

Vartable Freqpency  Peroenlage Total x 5 BMm  Max

Cremmtler Femmle 172 T k-5
Ml 215 5535
Thee e predermes] Mikos v B 35
squart=s bl Ak oo =it
Pama 2-1 62
Humene] 15 3B
Hexhak 18 A6
Skerhirs 2zl 54
Age 3 A Hea2 & &
Income{ TL) k-5 M 319055 o 30000

“7- Strongly agree”). The Perceived Cuualty, Brand Trust, and Brand Loyalty Scale was
soored with a S-point Likert-type scale (between “1- Strongly disagree” and “5- Strongly
agree”). These items are seen in the scales in Table Al The particpants were also asked
ahout their age, gender, average monthly income, favorite sports shops, and socal med
usage. Monthly average income and age were asked in an open-ended questionnaime. Gender
was mked with favorite sports shops and socal media wse mubtiple choice options.

Ilata analysis

I'hrmrsluahngﬂmhrpuﬂmmdrdatnﬂn analyses were performed u=sing the partial
least squares structural aquammnnddmg{l-ﬂ%ﬁl-]ﬂ}appnﬂd:mppmtadhy Smart-PLS®
A28 softemre. PLS-SEM is a method that uses weiphted compounds of indicator variables to
minimize unexplained variance and facilitate the liability for measurement ervors (Hair of af,
20171 This software also determimes the dependent vanable's structures and measures each

mdependent variahle's effects on the dependent vanable (Bingle of @l 20151

Mormality test

We used a web-hased caloulator (G310 f gl A7) to test the data for mubtivarate normality
usingr Mardia's (14970 test. Muolteariate normality s one of the oiteria for more accurate
mode] prediction. The outcome of the mulbvarate normality analysis shows that Mardia's
multivariate skewness (F = 5188, p = 001) and multivariate kburtosis (F = 4671, g < 000)
suppest multeariate non-normality. Ihnﬁaﬁﬂﬂmﬂrm&rﬁﬁﬂﬁlﬂ.&laﬂﬂmﬁ
handle non-normal data very

Common method bias (CMI)

In research conducted in sockal scences, collecting data from the same source and croes-
sectional can bead to bias in research results. This srtuation may cause errors n the analysis
findings related o the model established betareen theoretical m_{lﬂxhaknﬁ_d_d,
20060, In order tiv avoid this siuation, the common methad vanance was controlled. Harman's
single factor analysis i one of the most common methods of determming whether probability
exists (Podsaleoff of ol 20CH), In this context, as a result of the analyss, Harman's single
factor test was apnled and it was found that it explamed 57,399 percent of the total varance.
These results showed that it was less than the stated 50 percent threshold (Fuller of of SA016)
According to the analysis results, CMDB does not cause a problem m the current siuatson,
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Hesulis
Measurement scales” I proerites
The vahues indicate that the factor kads are between (U565 and 0904, According to Hair of af
Z117), factor Inadmgs should be = 0,708, However, the authors sugrgest that expressions with
factor loads between (L40 and (.70 should be exchided from the model if their AVE or CR
vahwes are below the threshold (Hair ef al, A7) Beaose the caboolated AVE and CR values
were above the threshold, expressions with a factor lnad below 0708 were not remiovesd from
the measurement moded (Labke 2

Alsn, with Cronbach's alpha = (060 (Cenrge and Mallery 019 and CR coefficent ={.70),
the AVE coefficient should also be = 050 (Hair ef al, 2007, The Cronbach's alpha ooefficients
of the structures are between (679 and (852 It & observed that miemal consistency
rehability 15 ensored because the CR ooefficients are between (U823 and 0829, and the AVE
coefficents are between (0516 and (K727, The convergence validity of the stroctures was
prowided according to these findmgs (Lable 25

The criterson sugpested by Fornell and Larcker (1498811 was used to determine the validity
of the decomposition. According to the criteria of Fornell and Larcker (1451), the square oot
of the explamed mean-vanance (AVE) vahes of the strochires in the study should be higher
than the correlation coefficients between the stroctures mohuded nthe study. As a result of
the analyss made in_Table 3, the vahes ndicated with “*" in the table show AVE's square
root vales. When these valoes are examined, it is found that the square root AVE value of
each structure &= higher than the correlation coefficients with other structures (Table J).

Uhaler \:ndmg Crombech's: alpha Kho A (b AVE

LCameshrucis llexns =06 {=L7) =07y (=07 (=05

Sensory experience SE1 b2 710 LTH6 (LEST il ]
(1] b 05
] (565

Allechve experience AE] 0Em 59 .F2 HES DL
(AE) Al R
Al 0705

Inielerine IE1 05 LN 0ED (LEER 0TI
expenence {[E} 12 ik
IE3 0762

Behavioral BEL (LS (1760 0Tz (LRES OETE
experience {HE) Bk TR
BER OEET

Percevesd epshily (R 411 gD (LRE2 0B aan OEEE
(L] 5423 OETE
R4 33 (LR
1M OERE
(R4 (LFEE
(R4 0TI

Brarul trast (5T BT RS (LETS LETE 0814 o
BT2 (LD
BT3 0BT
BT4 LR

Brarul kyalty {HL) BL1 TR (LEN 0E% L2 0516
L (LRDE
B3 07h2
BLA (LRRE
BL5 0ED
BL& ulz2)
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Tahle 3.
Dearmmeeml vahdily
Fornell Larcker

Assessment of the formafive construct

Thes study propesed the brand experience vanahle as a type two higher-order (reflective-
formative) construct. The strocture revealed m this shudy was tested with the high-level
reflective-formative structure proposed by Hair of afl (20171 The collinearity of the indicators
(VIF) and the significance of the indicator weight were used to determine the formatiee
measure (Lable 4). The VIF valoe is bebow the threshold of 3.3 for all messurements (Hair
shal AW According to these results, there 1= no collinearity problem. The 5,000 resamgling
bootstrapping technique was used o assess the significance of the weight, and the resulis
chaw that the overall weight of the indicator is significant at the p < 0001 level. As a result,
the four-dimensional brand expenience variable was reduced to a one-dimensional structore
with second-level modeling and the analyzes continoed.

Direct and mdirect effects
T aszess the mediating effect in the study, Zhao of gl (010 suggested approach was used.
:'Lmn'dmgmﬂnmﬂ:b:r 1fﬂmmd1rﬂ1d’h:tssmmgmfu:m¢ﬂwmtmgdfactmnbe
ed. Hair of al (017 used a bootstrapping technique with 5,00 subsamples to
mmmmmmmwmmmw
related to brand kovalty (7 = G382, § = 579, p < 0000), perceived quality (F = 04TE,
£ = 11675, p < (001) 2nd brand trost (5 = 0472, £ = 10085, p). < 0.001) direct effect was
found. Perceived quality (f = 0,14, £ = 2467, < (W06) and brand trust (F = 0250, = 579,
<< QRN also directly affect brand loyalty (Lable 5)

Allso, in Smart-PLS 328 (Haw of af, 2017), the mediating effect of Percetved Quality and
Iﬁ'md'lhmtmsrbaﬂmihfrummgmﬁlﬁ:ﬁlhsﬂdm‘hﬂtPL‘iudkﬁ,mﬂx
relationzhip between Brand Loyalty and Brand Experience (BE * PO — BL), Perceived
Quality (7 = 0065, £ = 2396, < 005) and (BE * BT — BL) Brand Trust (f = 016, f = 1502,
<0001}, the mesdiating effect was confirmed ([able 5. Acoordimg tothese results, acocordimg

Usmeslruct= Sl AKE IE L 11} BT BL

Sereanry expenience {5 (L8O
Allerdrve experience (AE) nEH 075"
Inledleriue] experience {[E)} 0516 DA 857

Hehavioral experience (BE) OSE2 OB el o824

Perceived aqualily (10 DUk 0468 0405 V| 075"

Hramd brusL {BT) DM HE LS 0415 D6 oy 857

Hramd keyally (HL) DL 0556 056 056 LG A5l 0.718%

Moteis): Kool spuars of AVE

Table 4.
Aszr=menl ol hagher
orcher aersina

Conldenee mlervals

Hiyher arder reneral i Larwer Livwrer
oxmstruel [ramewurk '] Vi withe 1] E25%) [25%)
Hirami excperience Sensry 128 1797 17116 0000 0E15 0
Allective 024 ZZ22R 145689 0000 0y 13

Imnledlesr-tial I35 Z0% 2106 0000 1K+ s

Behavioral 38 1972 Z14910 (0000 1. DA5H

181



Uzl [ramework Conlslenie mlervalk:
Sid Lawwerr U
@ dev  Dvahe puales  (25%) @T5%)  Helis
Lot e
HI1  Hramd Experience — Braml iR2 MDE: 5796 Q000 OG0 0456 Sopporied
Ioyalty
HE Bramd experience - Perceve 0ATE  Wd1  TLETS OO0 DU 0558 Sopporied
cualily
15 Hremd Experience —+ Bramd 0ATZ2 W7 IS OO0 (UHD 056 Sopporied
e
H Percerve Chaalily —+ bramd D143 DBH 2467 004 s 0260 Sopporied
foyalty
15 Hremd brust - bramd kyally DR D2 RTSE 000 DUSH AR Supporied
Imddrrec effect
¥ Hramd 06 OES 26 G0Et iE 136 Sopporied
Experene - ) -+ Braml
loyalty
7 Hramd OUIER  iEH A5 D D108 1235 Sl
Experemne —+ BT —+ Hramd
Ioyalty

Moteis): § vahse shoakl be greler than 1596 (posabee or negatee) o be sgmibcmnl al < 005 Conlideno:
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o the decision tree of Zhac of of (0100 it was concheded that perceived quality and brand
trust partially medated (integrating).

The coeticient of determination (A), effect size () and predictive relevance ((F) were
reparted to assess the quality of the structural model. When the &2 vahees of the moded are
exammed, percerved quality is expluned as Z26%., while brand trust & explamed as 229,
Brand loyalty, on the other hand, was announced as 55.8% . According to these results, brand
experience, perceived quality and brand trust perfectty explain brand koyalty. Among these
wvariahles, perceived (f = (L1434, § = 2467) quality has the least effect on brand loyalty. The
muet, brand experience affects brand lovalty (F = (US2, ¢ = 579

Eiffect sine coefficsent () 0002 and above is low; it 5 mediom to be 0,15 and above; and if it
15 (1355 and above, it 15 considered high (Hair of af 307, When the effect size coefficients are
examined, the effect of brand experience on percefved quality (f = 02222 and brand tnst
(= 02255 &= moderate. In addition, the effect of perceived quality and brand trst on brand
h]ral‘t].r[f (1:244) i similarly moderate.

The predictive power coefficents () caloulated for endogenous variables are greater
than zern, ndicating that the research model has the power to predict endogenous variables
[Hair et @l 20171 The findings showr that the (F vahies are greater than sero. The resolts for
& £ and ¢F are shown in Lahie £

Finally, the overall predictive power of the model was estimated using Gomdness of Fit
(o) with the formula given below.

LConglructs K =qire i e e
Percemvesd epmily 1+ 3 ARE DUEER
Bl tnesd 0220 0IET DL
Bl kyally 0558 oy 044
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The geometricmean of the mean AVE and the mean & (for endogenous structures) were used
to calculate the moded fit values. Wetzels of gl CANEN proposed predictive vabees to evaluate
(GoF analysis, and these are GoF = 000 (Emall), Gaol = 0025 (mediom), and GoF = (.36 (large).
The calmlated vahie of the average AVE is (0647, the &€ value is 0227 for perceived quality,
0122 for brand trust and 0556 for brand loyalty. Acconding to this report, the observed vahe
of Gol for the model = (0466, which easily fits the model very well.

liscossion
Hmmﬂﬁmhmidmmﬁhrmﬂ l'uralt]rwutappllndhj' mhrlgumm:murt

this study, ﬁxcﬁﬂinfh’arldﬂpummhmndhyahmmsrﬁdmﬂipﬂtﬂmi
uality and brand trust. T test the hypotheses, the £ effect size, path coefficients, confidence
intervalks, p-value, and & analysis results are given in Tables 4.6 and Figure 2. In addition,
(ol analysis was performed to test the fit of the research model and 1t was determimed that
the model fits very well for the designed research.
Ammmmﬂtrmrmfmdumaﬂﬂw a.f'ﬁ:l:uﬂ;mhﬂlu:hmlmdbdnvmal
experience expluns the brand experience m one dimension. Second, brand experience
dru:lirafh:tsbrmjdlwﬂl]’,pﬁmm:lquahtr and brand trust. Then, percetved quality and
brand trust have a direct mpact on brand loyalty. Finally, the partial mediation effect
between percetved quality and brand trust, brand experience and brand loyalty was revealed.
Whmhj’pdiﬁlalmr:mmmd ﬂmmmbd'ﬂlﬂﬁﬂﬂ%dmeﬁxtrﬁhmﬂﬂpum

mmﬂaunﬂﬂd:dﬂmthmﬂmcemmﬂyafﬁﬂahmmhﬂhyfumhﬂ;
in their research on smartphone users, reveaked that brand

experience directly affects brand loyalty. Several studies conducted in varied sectors support
the results of the present study (Ong ef al, 2018 Sahin f 2f, 2011). By creating their brands

e o)
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highly experientially, marketers gain brand loyalty, resulting in lower advertising costs while Effect of brand

generating more sales and profits for marketers. Ao, brand-loval consumers are kess
responsive to competitive moves, remam loyal to the brand, and are even willing to pay
higher prices for brands.

In Hypothesis 2, the direct effect of brand experience on percetved quahty was examined
and this hypothesis was confirmed. Studies measunng the effect of percerved quality ([ing
and Tseng, 2005 Xpdang of ol 2006) with brand experience support these research results.
The finding that hrand experience i= the driving force of perceived quality within the
framework of the brand resonance model = rarely found m the literature of sports consumers
and sports brands. Shanaban of g (019 stated in their study on students that the perceived
quality of sportswear impacts brand loyalty, Naggarand Bendary (2017) stated that there isa
direct effect between brand experience and percetved quality m their research on mobile
phone users. Customers who are satisfied with the experiences of brands can see them as a
symbxl of undeue and superior quality. Therefore, for this study, it can be said that the fact
that an emotional respomse has a cognitive component affects the perception of quality,
espicially in sports consumers.

In Hypothesis 3, the direct effect of brand experence on brand trust was examined.
Research resulis show that this hypothests & confirmed. It 1= invalved in stodies that support
research findings (Huang, 2017; Khan and Fatma, 200 7). Eamaseshan and Stein (2014), on the
other hand, revealed in their research that, contrary to our findmgs, brand expenience does
not affect brand trust. As m the researchers conducted i different sectors, it s normal for
indrviduzals whi have experienced the brand m the sports sector and are satisfied with the
icdiom, to trust the brand. The reason for this can be explamed as the sports brands inchaded in
the research are well-known sports brands.

In Hypathesis 4, the direct effect of perceived quality on brand loyalty was examined. In
this study, it has been proven that percetved quality has a positive direct effect on brand
lnyalty. Studies in different sectors i the hterature support our fimdmgs (Albaddad, 2005
Astuliar, 0 Shanahan of of, 2009 Contrary to our research findings, Xigang ef qf (2006
reached the conchsion that perceived quality does ot affect brand byalty m their research
on electronics ndustry and fast food industry consumers in China. The authors alse
attributed this to the fact that there may be other factors related to creating brand loyvalty
rather than perceived quality in the cultural context of China.

In Hypothesis 5, the effect of brand trust on brand lovalty was examined. The Hs
hypothesis was supported and it was found that 2 brand wath a strong brand tnst affects
brand loyalty. Studies in the Beratore support our fimdings (Haang ST Mabbhot of af |
AN T According to Aty lkcar GO, it has been argoed that brand trost has a direct effect on
brand loyalty, which plays an important mle in ceating repeat purchase behavior in
customers. Acoording to Huang (2017, ths finding can be well explained by the long-term
chamcteristics of both brand trust and loyalty. Advertising and the use of celebribies can bea
factor in the consumers trust in sports brands. In the trusted brand, the customer wants to be
bowgrht again and creates loyalty towards the brand.

Hypothesss 6 aims to measure the effect of brand experience on brand loyalty through
perceived quality. The findings support Hypothesis 6. Percetved quality has an intermediary
effect on brand expenence and brand loyalty. The experience with a brand and the quality
perception that ocours after the brand i= an important factor that affects the loyalty of the
customer towards that brand. As far as sports are known by the authors i the relevant
literature, no study has been found in which perceived quality has a mediator effect on the
relationship between brand expenience and brand koyalty m sports brands. Shanaban ef af
[2014) stated in a shudy conducted by Mechanical Turk users of Amazon who have Facebook
accounts that perceived quality positively affects brand boyalty.
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In Hypothesiz 7, the effect of brand expersence on brand loyalty was tested through brand
trust; the findings of the shady support this hypothesiz. Most previmes research has
mvestigated the relationship between the binding effect and brand trust and brand kovalty,
and not the mediating effect. Sahin ef @l (2011) stated in their research on the automotive
mdustry that brand expenience positively affects brand tnest, which positively affects brand
loyalty. Likewise, Khan and Fatma 0049 also obtained results similar to that of our research
m ther studies. Unlike other studies, Huang (4017 examined the mediation effect of brand
trust between brand experience and brand loyalty n a study conducted on mobile phane
brand users and revealed that brand trust shapes the relationship between brand experience
and brand loyalty.

Theoretical implications
Eeller G015 proposes the “brand resonance madel” that suggests a rational and emotional
path to brand resonance. This study reveals the validity of the brand resonance model by
defining the roles of perceived quality (emotional) and hrand tnst {rational) to mediate beand
loyalty, especially in sportswear products. The sub-dimensions of brand expenience inchide
sensary, affective, miellectual and behavioral dimenssons. The study identified and tested
brand experience a5 a type two higher-order (reflective formative) construct. Therefore, this
research makes an mportant contributson to the brand literatuore by explaming the
miterrelationship between brand experience sub-dimensions.

In addition, the bridge-build ing stratepy proposed by Harrison-Walker and Coppett CA0E)
sugpgests two hridges for a firm's success. In this study, it shows percerved quality and brand
trust as two complementary bridges in shapmg the brand loyalty of cstome s, especially in

The key mediator vanable (KMV) model proposed by Morgan and Hunt (19%4) and Huang
:ﬁuﬂsmmdﬂmtmwmmﬁmmtrrkmhdeahy This article extends
the importance of this relationship in sportswear products. In addition, this research
confirmed the positive and meanmgful relationships between brand experience and brand
vahe components as sugpested by_Aaker (1991}, and the positive relationship between brand
experience and the components of CEBE revealed by Altaf st ol CINT), For this reason, these
It also provides sufficent grounds to demonstrate the mtertwining of brand emaotions and
their ultimate mpesct on loyalty.

{Ine of the important theoretical contributions of this study 5 the integrated modeling and
mvestigation of the direct and indirect relationships between brand experience, percerved
muahity, brand trust and brand loyalty. Other existing studies have trned to.do this separately,
bt ot togrether. The mtegrated approach makes the model proposed in the study more
michisive than existing theories, connects theory to practice and provides practical as well as

Practical implications

Thes research provides impartant findmgs for busmesses that want to create brand loyalty.
The experiences of sports consumers about sports brands are very effective in ther
adherence to that brand. While creating this loyalty, consumers” perception of brands” quality
must find a postbve direction. For this reason, company executrves inthe sports incdustry are
recommenced tn develop factors that will morease the perception of quality In customers.
Espedally in the online shopping environment, which has moeased with the development of
technobogy, marketers should wse new channeks to reach their costomers. Along with the
expanded reach, these technokries can be used to helpwith the tarpeted costomer base, taste
trends, chosces, and preferences among oustomer s, identification of potenital costomers, etc [t
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provides customiztion benefits o marketers such as Mobile communication is an important B ffect of IJTEJ'.[I:I

choice for marketers and advertisers to promeste products and services among vanious
consumeT segments de to its unigque features and extreme speed of spread With ths inmimd,
company executives should develop therr marketing programs accordingly and provide
additonal bemefits to customers who engage with their brands over time. Costomers retention
sirategies should be based on expersence-heavy practices =0 astomers can focus more.
Creating trust in consumers for a brand = a long-term process. Additionally, a heightened
sense of risk and uncertainty undermines a consumer's confidence. Therefore, focusing on a
great brand experience will also reduce the likelhood of risk in the consumer's mind, thus
making the brand more trustworthy. This will affect thedr loyalty to the brand and thus their
tendency o be brand advocates. In creating this loyalty, it is especially important that the
brand has a theme, history and personality. They should also try toincrease their customess
mwuhumtmﬁ:eabmmhydmﬂydﬂuaﬁaﬁmﬂmrhm&:hrdﬂmgwhf
and how their brands are better than alternative brands. This, it changes customer
perceptions and related behawiors and helps them evaluate a brand before makmg
purchasing decistons, which ultimately creates brand trust and brand loyalty inthe customer.
%mhmmmehmhmtcpht&mfmﬁmsmlmdvmtaﬂmmmﬂmﬂm

between brand experience and brand loyalty on customers is reveaked. lhdrqmmidzrs
st uncerstand that brand trust hes evolved, and that brand experience 1= vital m baldmg
brand koyalty.

The follvwmg mitations should be taken into account in the mterpretation of the stedy
resplts. The first hmitation concerns the peneralization of the resulis. As the study was
carried out with people hving in Turkey who use sports products, the results could not go
beyond the current samplng frame. Future research could eoamine different countries
together. Second, this stundy covers only a sample of socal media users between 18 and
@ years of age. The ape range can be extended in future research. Also, because of the
COVID-1% pandemic, data could only be filled in with onlne forms. While the model's ability
to predict brand relationships 15 remarkable, other factors can be added to improve the
proposed models predictive power. The brand resonance model sugpests other possible
varables such as brand loyalty, brand equity, brand community, brand satisfaction,
engagement, and product performance, and therefore further studies can use these important
factors as medmtors. Finally, the study fomsed on a model made solely on sports brands. Yet,
this way the model can be appled to different industries.

Conclusion

Despite current hmitations, the research makes the following contrnibutions. First of all, it
revealed the mediating role of percerved quality and brand trost m the relationship between
brand experience and brand loyalty. This result will lead 0 an easier understanding of the
brand loyalty process of customers in the sports industry. In additson, 1t has been seen that
the shudy, which 1= shaped withm the framewnork of the Brand Resonance Model, 1= also vahid
in the sports brands sector, unlike the previous Bterature. Moreover, it coninbuted to the
expansion of the brand experience and brand kwyalty literature.
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Table Al
Measures

Appendix

Semsory Brakus of al (2009)
This brand makes a strong impression on my visal sense or other senses
1 findd this brand mnteresting in 2 sensory way

This brand does not appead (o my senses

Affective

This brand induces: fecdings and sentiments

1 do not have rong emotions for thes bheand

“This brand is an emotional beand

Belavoral

I engage: n physcal actions and behaviars when 1 use this brand

This brand results in bodily experiencaes

This brand = not action onented

Intellectual

I engage m a ot al thinking when | encoumter ths heand

“This brand does not make me think

This brand stimukitess my curicesity and problem solving

Perveived quality

This brand is reliable Ovemrhubag and Otk (2020)
This brand is of good quality

“This hrand is qualified

“This brand is durable

“This brand is suitable for my purpoese

“This brand is better than other sports beands

Hrand trud

T tnast this brand Chandhuari and Holbeook's (001), Lau and
1 redy om hiss brand Lee (1999

This & an honesst brand

1 foed secure when | buy this brand becinese | know that will

never kt me down

Hrand layalty

I foed better when 1 use this brand Ovarlubag and Ostirk
When | go shopping, this brand is the only brand | will bay

Other than this brand, no other brand catches my attention

I thiss brand is net avaikable at the plice 1 shop, 1 will not buy another brand or lnok

al another store

T will enetime b 12 the products of this brand in the future
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