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ABSTRACT  

The phrase "Buy it now, it won't be here tomorrow" serves as an implicit signal that 
fashion retailers expeditiously communicate to their intended clientele. The stimulus 
prompts individuals to take prompt action. The focus of this study is H&M, a global fast 
fashion retail industry. The swift advancement of global society has led to heightened 
commercial rivalry, particularly within the contemporary retail sector that flourishes in 
Indonesia. According to the findings of preliminary research conducted on H&M customers 
in DKI Jakarta Province, it is evident that H&M is currently lagging behind other prominent 
international brands. Researcher also conducted a pre-resarch on H&M related to the 
variable used in this study in the form of loyalty, brand trust, and customer satisfaction in 
DKI Jakarta Provinve, the average answerd "maybe" and "no". 

This study uses people in DKI Jakarta Province, then sampling is carried out using 
purposive sampling and has several criteria. The sample in this study was 200 respondents 
who live in DKI Jakarta Province, over 17 years old, and have purchased products from 
H&M more than 2 times in the last 1 year. The collected data will be analyzed using the 
structural equation model (SEM) method and processed with AMOS software. 

The result of this study indicate all hypothesis are accepted: brand identification has 
a significant positive effect on brand trust, brand image has a significant positive effect on 
brand trust, brand identification has a significant positive effect on customer satisfaction, 
brand image has a significant positive effect on customer satisfaction, brand trust has a 
significant positive effect on loyalty, and customer satisfaction has a significant positive 
effect on loyalty. 

Keywords: Brand Identification, Brand Image, Brand Trust, Customer Satisfaction, 
Loyalty, H&M 

INTRODUCTION 

Fast fashion is a strategy for managing the supply chain that adapts to changing 
consumer preferences. The primary objective is to cater to the preferences of consumers by 
providing them with the desired designs while giving utmost importance to expeditious 
delivery and facilitating rapid sales processes. This is done to meet the constantly evolving 
needs and expectations of consumers in accordance with the latest trends. The amalgamation 
of swift technological advancements and fashion innovation, coupled with the provision of 
fast global shipping and cost-effective prices, has resulted in the increasing popularity of this 
sector among consumers, as evidenced by the works of Joung (2014). 

According to Statista's report in 2023, the global distribution of H&M outlets had 
reached a total of 4,465 by the year 2022. In accordance with Statista's (2023) data, the top 
five countries with the highest number of outlets are the United States with 520 outlets, 
Germany with 430 outlets, the United Kingdom with 246 outlets, France with 201 outlets, 
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and Poland with 188 outlets. The global presence of H&M stores has experienced a 
significant increase in recent times. However, this growth in store numbers has not been 
commensurate with the company's financial performance. Specifically, H&M's profits have 
declined from 15,255 in 2021 to 7,169 in 2022. 

A recent survey conducted by Influencer Marketing Hub (Katadata, 2022) revealed 
that H&M was positioned fourth among the top five brands mentioned on Instagram in 2021, 
with a total of 161,223 mentions. The current unfavorable market conditions in Indonesia 
have necessitated the undertaking of research aimed at preserving consumer loyalty to the 
H&M brand. Given that customer retention is a crucial factor in fostering loyalty and 
enhancing corporate profitability, it is imperative for firms to sustain their competitive edge 
in the marketplace. 

There is also a gap in previous research between the influence of variables which are 
described in Table 1 below. 

Table 1 
Research Gap 

Research Gap Title/Author Findings 

Brand Image to Customer Satisfaction 
(Rahi, et al., 2020) Significant 
(Matthews, et al., 
2014) 

Non-Significant 

Brand Trust to Loyalty (Atulkar, 2020) Significant 
(Zeren & Kara, 2020) Non-Significant 

Customer Satisfaction to Loyalty 

(Rether & Sharma, 
2017) 

Significant 

(Setiawan & Patricia, 
2022) 

Non-Significant 

 
In addition to elucidating the phenomenon of issues pertaining to H&M on a global 

and national scale, as well as identifying gaps in prior research, it is imperative to explicate 
the perceptions of H&M consumers with respect to the research subject, specifically within 
the confines of DKI Jakarta Province. 

Table 2 
Pre-Research Results 
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RESEARCH FRAMEWORK AND HYPOTHESIS DEVELOPMENT 

The present study's conceptual framework is grounded on the Theory of Reasoned 
Action (TRA) as originally proposed by Fishbein and Ajzen (1975). The concept of TRA 
pertains to the intention of consumer behavior, which is determined by two key components, 
namely attitudes and subjective norms. Consumer behavior intention is an initial attitude 
adopted by consumers to ascertain subsequent actions, with regard to consumer behavior. 
When consumers are faced with the decision of selecting a product, they tend to adopt a 
behavioral attitude to evaluate the criteria for product functionality. This evaluation process 
generates beliefs and motivations that inform their ultimate choice. 

Relationship Between Variables 

Brand Identification toward Brand Trust 

Brand identification is theoretically connected to the concept of brand trust 
(Nikhashemi, et al., 2015). On the one hand, trust is a precursor of identified relationships 
as clients tend to identify trustworthy companies or brands to demonstrate their self-
definition as well as to increase their self-esteem (Keh & Xie, 2009). In turn, a platform for 
the development of brand trust can be provided by the attachment portrayed by the brand 
through identification (Dunn & Schweitzer, 2005). Recent studies have also revealed that 
brand identification has a significant positive effect on brand trust in research conducted by 
Cuong (2020). 

H1 : Brand Identification influence Brand Trust (The more Brand Identification 
the more Brand Trust on H&M). 

Brand Image toward Brand Trust 

Previous research has previously supported the positive relationship between brand 
image and brand trust (Cretu & Brodie, 2007). In addition, previous research also states that 
a good brand image will increase customer trust in a brand which will ultimately lead to 
brand trust (Del, et al., 2001). While previous research also revealed that brand image has a 
significant positive effect on brand trust in research conducted by Chinomona (2016). 

H2 : Brand Image influence Brand Trust (The more Brand Image the more 
consumer Brand Trust on H&M). 

Brand Identification toward Customer Satisfaction 

In addition, consumer brand identification can increase satisfaction with better 
overall ratings due to affective attachment to the brand (Chaudhuri & Holbrook, 2001). 
Therefore, there are convincing arguments that assume that consumer brand identification is 
an antecedent of consumer satisfaction, and not the other way around. Previous research also 
reveals a significant positive relationship between brand identification and customer 
satisfaction in the findings of research conducted by Rether, et al., (2019). 

H3 : Brand Identification influence Customer Satisfaction (The more Brand 
Identification the more Customer Satisfaction on H&M). 

Brand Image toward Customer Satisfaction 

A company, whether it is a product or service, will regularly maintain a positive image 
to the public to maintain its market position, sustainable competitive advantage, and 
increased purchases (Sondoh, et al., 2007). The relationship between brand image and 
customer satisfaction has been recognized by previous research (Anwar, et al., 2019). 
Previous research shows that brand image is a predictor of customer satisfaction and 
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positively affects customer satisfaction (Tu, et al., 2012). Furthermore, this research 
reference also reveals that there is a significant positive relationship between brand image 
and customer satisfaction in the research findings of Rahi, et al., (2020). 

H4 :  Brand Image influence Customer Satisfaction (The more Brand Image the 
more Customer Satisfaction on H&M). 

Brand Trust toward Loyalty 

In the marketing literature, there is a relationship between trust and loyalty as a 
reliable predictor (Berry, 1983). Deep trust as a key variable in long-term relationships with 
customers will ultimately lead to brand loyalty (Ming, et al., 2011). Previous research also 
revealed that there is an influence between brand trust and positive loyalty in the research 
findings of Atulkar, (2020). 

H5 : Brand Trust influence Loyalty (The more Brand Trust the more consumer 
Loyalty on H&M). 

Customer Satisfaction toward Loyalty 

The existence of repeat purchases (loyalty) is a construct resulting from customer 
satisfaction based on experience with products or services (Olsen & Johnson, 2003). The 
existence of consumer behavior results in a significant relationship between customer 
satisfaction and brand loyalty (Nord & Peter, 1980). Previous research also revealed that 
customer satisfaction has a significant positive effect on loyalty in research findings 
conducted by Rather & Sharma, (2017). 

H6 : Customer Satisfaction influence Loyalty (The more Customer Satisfaction the 
more consumer Loyalty on H&M). 

Figure 1 
Research Framework 

 
RESEARCH METHOD 

Research Variable 

Research variables according to Sugiyono (2017) is an attribute, trait, value of a 
person, object, organization, or activity that has certain variations and is determined by the 
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researcher to be studied and then drawn conclusions. This study uses variables consisting of 
independent variables, dependent variables, and intervening variables. 

1. Independent Variable 
Independent variables according to Sugiyono (2017) are variables that affect or 

become changes or the emergence of independent variables. Independent variables 
denoted by (X) in this study in the form of Brand Identification (X1) and Brand Image 
(X2). 

2. Dependent Variable 
The dependent variable according to Sugiyono (2017) is a variable that is 

affected or becomes the result of or because of the independent variable. The dependent 
variable is denoted by Y which in this study is a Loyalty(Y). 

3. Intervening Variable 
Intervening variables according to Sugiyono (2017) are intermediate 

variables located between independent variables and dependent variables. The 
intervening variable in this study is Brand Trust (Z1) and Customer Satisfaction (Z2). 

Table 3 
Variable Operational Definition 

Research 
Variables 

Operational 
Definition 

Indicators Scale and 
Measurement 

Brand 
Identification 
(X1) 

How customers 
perceive themselves 
(personality) by 
identifying and 
engaging with 
companies they like 
(attractiveness of 
corporate identity 
and similarity of 
identity with 
consumers/self). 
(Sen, 2003) 

• Personality 
similar to the 
brand 

• Similarity with 
others  

• Praise of the 
brand is praise of 
the self 

• Interested in 
what others 
think about the 
brand 

• Feeling happy 
about positive 
reports about the 
brand 

(Kim, et al., 
2023) 

Using an interval 
scale of 1-5 with a 

likert scale 
technique 

 
 
 

 Brand Image 
(X2) 

The overall image 
that customers 
receive from a 
brand, including 
identification or 
differentiation from 
other brands, brand 
personality, and the 
benefits of brand 
selection. 
(Nisar & Whitehead, 
2016) 

• Cognitive 
Associations 

• Sensory 
Associations 

• Affective 
Associations 

(Cho, et al., 
2018) 
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Loyalty (Y) Consumer responses 
to brands or 
products expressed 
over a period of time 
through repeat 
purchase patterns. 
(Mellens, et al., 
2016) 

• Attitudinal 
Loyalty 

• Behavioral 
Loyalty 

(Van & Fah, 
2022) 

Brand Trust (Z1) The willingness 
of the average 
consumer to rely 
on the brand's 
ability to perform 
its stated 
function. 
(Chaudhuri & 
Holbrook, 2001) 

•  Believes that 
the brand's 
products are safe 
to use 

• Believe in the 
products that the 
brand has 

• Believe that the 
brand has 
products that 
meet the needs 

• Believe that 
products from 
brands never 
disappoint 

(Diahtaradipa & 
Sri, 2021) 

Customer 
Satisfaction (Z2) 

How customers feel 
favorably or 
unfavorably during 
the process of 
buying, comparing, 
choosing, and 
evaluating products 
or services. 
(Choi, et al., 2019) 

• Favorability of 
the product 

• Feeling good 
about the 
experience of 
using the 
product 

• Using the 
product is a good 
idea 

• Overall, 
satisfied 

(Hsieh, et al., 
2022) 

 
Population and Sample 

Population according to Sugiyono (2017) is an area of generalization that occurs over 
objects or subjects that have certain quantities and characteristics that are applied by 
researchers to study and understand and then draw conclusions. The population in this study 
are loyal H&M consumers in DKI Jakarta Province. 

According to Sugiyono (2017) The sample is part of the population. The sample in 
this study was taken using the non-probability sampling method with the sampling technique 
using purposive sampling. According to Sugiyono (2017) purposive sampling is a sampling 
technique with certain characteristics. The characteristics of the respondents in this study are: 
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1. Over 17 years of age. 
2. Domiciled in DKI Jakarta Procince 
3.  Have purchased products from H&M more than 2 times in the last 1 year 

According to Wijaya (2009), the basic assumption that must be met in SEM analysis 
is the number of samples that meet the rules of analysis. Then in the Maximum Likelihood 
Estimation (MLE) technique requires samples ranging from 100-200 samples. On the basis 
of these considerations, the researchers used the maximum sample size of the MLE, which 
amounted to 200 samples / respondents. 

Data Analysis Methods 

Methods Data analysis is the process of processing data that has been collected in 
research to understand the answers to the research problems themselves. This study uses a 
quantitative research method where the data used is in the form of numbers and analyzed 
using statistics. The analytical tool used in this study uses a structural equation model (SEM) 
which is operated using AMOS 26. SEM is a multivariate technique that aims to unify 
multiple regression factor analysis that allows to simultaneously examine the dependence 
relationship between related variables simultaneously (Hair, 2010). This study uses the SEM 
method consisting of 7 steps, namely developing a theory-based model, compiling 
flowcharts, converting flowcharts to structural equations, selecting input matrices and 
estimation techniques, assessing problem identification, evaluating models, and interpreting 
model modifications. 
DATA ANALYSIS AND DISCUSSION 

Description of Respondents 
This research takes objects from H&M respondents. The objects in this study, 

hereinafter referred to as respondents, totalled 200 people with criteria over 17 years of age, 
domiciled in DKI Jakarta Province, and have purchased products from H&M more than 2 
times in the last 1 year. Based on the majority of respondents, it is known that 122% are 
female, 39,5% are 17-26 years old, 38% have the latest bachelor education, 33% work as 
private employee, 50% have an income of IDR 2,500,000.00-IDR 5,000,000.00.  
Validity Test 

Based on validity test result,  it is known that all indicators used to measure brand 
identification, brand image, brand trust, customer satisfaction, and loyalty variables have a 
value of more than 0.5 so that all indicators used in this study are declared valid. 
Reliability Test 

Based on reliability test results, shows the results of the calculation of Composite 
Reliability (CR) on the variables of brand identification, brand image, brand trust, customer 
satisfaction, and loyalty in order are 0.991; 0.950; 0.894; 0.919; and 0.864. CR on all 
variables has met the requirements because it has a value greater than 0.7. Then the results 
of the calculation of Average Variance Exctracted (AVE) on brand identification, brand 
image, brand trust, customer satisfaction, and loyalty variables are 0.751; 0.762; 0.678; 
0.738; and 0.618, respectively. AVE on all variables has met the requirements because it has 
a value greater than 0.5. So, it can be concluded that all variables used are reliable because 
they have met the required CR and AVE values. 
Analysis Full Structural Equation Modeling (SEM) 

Figure 2 
Full Structural Model 
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Based on Figure 2 above, the Goodness of Fit Model can be measured using the 

CMIN/df, GFI, RMSEA, AGFI, TLI, NFI, and CFI criteria. The results of testing the 
Goodness of Fit Model can be seen in the following table. 

Table 4 
Testing Goodness of Fit Model 

 
Based on table 4, the Goodness of Fit Model of the full model can be seen that the 

goodness of fit model has a good value. 
Discussion 

Hypothesis testing is done by comparing the p-value with a significance value of 5%. 
If the p value is less than 5%, then the hypothesis is accepted. The results of hypothesis 
testing can be seen in the following table. 

 

Table 5 
Hypothesis Testing 
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Based on table 5, all the proposed hypotheses are declared accepted because they 

have a P value that is less than 0.05 or 5%. Further explanation regarding hypothesis testing 
will be explained below. 

Hyphothesis Testing 1 

The parameter estimate for testing the effect of brand identification on brand trust 
shows a CR of 4.399 with a probability of 0.000. Both values qualify for acceptance of H1 
because the CR value of 4.399 is greater than 1.96 and the probability of 0.000 is less than 
0.05. Thus it can be concluded that brand identification has a significant positive effect on 
brand trust. The results of this study regarding H1 testing are also in line with previous 
research conducted by Cuong (2020). 

Hyphothesis Testing 2 

The parameter estimate for testing the effect of brand image on brand trust shows a 
CR of 2.965 with a probability of 0.003. Both values qualify for H2 acceptance because the 
CR value of 2.965 is greater than 1.96 and the probability of 0.003 is less than 0.05. Thus it 
can be concluded that Brand Image has a significant positive effect on H&M Brand Trust. 
The results of this study regarding H2 testing are also in line with previous research 
conducted by Chinomona (2016). 

Hyphothesis Testing 3 

The parameter estimate for testing the effect of brand identification on customer 
satisfaction shows a CR of 4.934 with a probability of 0.000. Both values qualify for 
acceptance of H3 because the CR value of 4.934 is greater than 1.96 and the probability of 
0.000 is less than 0.05. Thus it can be concluded that E Brand Identification has a significant 
positive effect on H&M Customer Satisfaction. The results of this study regarding H3 testing 
are also in line with previous research conducted by Rether, et al., (2019). 

Hyphothesis Testing 4 

The parameter estimate for testing the effect of brand image on customer satisfaction 
shows a CR of 4.624 with a probability of 0.000. Both values qualify for acceptance of H4 
because the CR value of 4.624 is greater than 1.96 and the probability of 0.000 is less than 
0.05. Thus it can be concluded that Brand Image has a significant positive effect on H&M 
Customer Satisfaction. The results of this study regarding H4 testing are also in line with 
previous research conducted by Rahi, et al., (2020). 

Hyphothesis Testing 5 

The parameter estimate for testing the effect of brand trust on loyalty shows a CR of 
4.794 with a probability of 0.000. Both values qualify for acceptance of H5 because the CR 
value of 4.794 is greater than 1.96 and the probability of 0.000 is less than 0.05. Thus it can 
be concluded that Brand Trust has a significant positive effect on H&M Loyalty. The results 



DIPONEGORO JOURNAL OF MANAGEMENT     Volume 12, Nomor 3, Tahun 2023, Halaman 1 
https://ejournal3.undip.ac.id/index.php/djom/index        ISSN (Online): 2337-3792 

 

10  
  

of this study regarding H5 testing are also in line with previous research conducted by 
Atulkar (2020). 

Hyphothesis Testing 6 

The parameter estimate for testing the effect of customer satisfaction on loyalty 
shows a CR of 3.676 with a probability of 0.000. Both values qualify for acceptance of H6 
because the CR value of 3.676 is greater than 1.96 and the probability of 0.000 is less than 
0.05. Thus it can be concluded that Customer Satisfaction has a significant positive effect on 
Loyalty H&M. The results of this study regarding H6 testing are also in line with previous 
research conducted by Rether & Sharma (2017). 

Figure 3 
Direct and Indirect Effect Result 

 
CONCLUSIONS 

Conclusion 

From the results of the analysis and discussion that have been described previously, 
this research explicitly provides the following conclusions: 

1. All hypotheses in this study are accepted. In other words, brand identification has a 
significant positive effect on brand trust, brand image has a significant positive effect 
on brand trust, brand identification has a significant positive effect on customer 
satisfaction, brand image has a significant positive effect on customer satisfaction, brand 
trust has a significant positive effect on loyalty, and customer satisfaction has a 
significant positive effect on loyalty. 

2. Regarding the direct effect, the greatest influence on Brand Trust is Brand Identification. 
The biggest influence on Customer Satisfaction is Brand Identification. The biggest 
influence on Loyalty is Trust.  Regarding the indirect effect, it is known that Brand 
Identification has the greatest influence on Loyalty. Regarding the total effect on 
Loyalty, it is known from the highest and lowest order, namely the variables of Trust, 
Brand Identification and Customer Satisfaction, and Brand Image. 

Theoretical Implication 
Based on the research findings regarding The Influence of Brand Identification and 

Brand Image Toward Loyalty Through Brand Trust and Customer Satisfaction of H&M, 
there are several theoretical implications that researchers can describe below. 

Table 6 
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Theoretical Implications 
No. Findings Theoritical Implications 

1. Brand Identification has a significant 
positive effect on Brand Trust 

The meaning of this hypothesis is that the 
higher the brand identification between 
consumers and H&M (brand), the more trust 
in H&M will increase. These results support 
research conducted by Cuong (2020) and 
Namkung & Park (2021) which state that 
Brand Identification has a significant positive 
effect on Brand Trust. 

2. Brand Image has a significant positive 
effect on Brand Trust 

The meaning of this hypothesis is that the 
higher the positive brand image of H&M, the 
more consumer trust in H&M will increase. 
These results support research conducted by 
Chinomona (2016) and Kim & Chao (2019) 
which state that Brand Image has a significant 
positive effect on Brand Trust. 

3. Brand Identification has a significant 
positive effect on Customer 
Satisfaction 

The meaning of this hypothesis is that the 
higher the brand identification between 
consumers and H&M as a brand, it will 
increase customer satisfaction. These results 
support research conducted by Rether, et al., 
(2019) and Schepers & Nijssen (2018) which 
state that Brand Identification has a significant 
positive effect on Customer Satisfaction. 

4. Brand Image has a significant positive 
effect on Customer Satisfaction 

The meaning of this hypothesis is that the 
better / higher the brand image of H&M, the 
more customer satisfaction with H&M 
products will increase. These results support 
research conducted by Rahi, et al., (2020) and 
Al-Haddad (2019) which state that Brand 
Image has a significant positive effect on 
Customer Satisfaction. 

5. Brand Trust has a significant positive 
effect on Loyalty 

The meaning of this hypothesis is that the 
higher consumer confidence in H&M, the 
more consumer loyalty to H&M will increase. 
These results support research conducted by 
Atulkar (2020) and Kwon, et al., (2020) which 
states that Brand Trust has a significant 
positive effect on Loyalty. 

6. Customer Satisfaction has a 
significant positive effect on Loyalty 

The meaning of this hypothesis is that the 
higher customer satisfaction with H&M 
products, the more consumer loyalty will 
increase. These results support research 
conducted by Rether & Sharma (2017) and 
Schirmer, et al., (2016) which states that 
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Customer Satisfaction has a significant 
positive effect on Loyalty. 

Managerial Implication 
Based on the results of data processing and analysis in this study, there is a 

suggestion for H&M to increase Loyalty based on the following managerial 
implications. 

Table 7 
Managerial Implication 

No. Findings Managerial Implications 

1. Brand Trust H&M is expected to continue to increase 
consumer confidence by producing products 
that are safe for consumers to use. In this case, 
H&M can campaign that the products produced 
are products that use ingredients that are safe 
for the body, especially on the skin with certain 
standards that do not cause irritation and 
discomfort when used by consumers. This can 
also be done by H&M in the form of providing 
a clear tag that the product is 100% safe for 
sensitive skin so that in terms of safety in using 
the product there is no need to be questioned by 
consumers. 

2. Brand Identification H&M is expected to conduct campaigns by 
associating with trending brands or global 
ambassadors to increase brand identification in 
the form of similarities with other people who 
use H&M products. The presence of a brand or 
global ambassador will increase the feeling of 
similarity in the use of products in certain 
articles to increase purchases from H&M 
consumers periodically. 

3. Customer Satisfaction H&M can increase satisfaction from consumers 
by providing experiences in using products by 
providing certain articles in the form of product 
sets such as examples in the summer season 
providing product sets from shoes, pants, 
clothes, hats, outers, and accessories so as to 
increase interesting experiences in the form of 
satisfaction in using H&M products in a 
particular season. 

4. Brand Image H&M can improve the customer experience in 
using its products by continuously updating 
articles in each different season in each country. 
This needs to be done because each country 
experiences certain seasons that are different 
from other countries which are also followed by 
the preferences for using clothes in these 
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seasons. When H&M implements different 
articles in each country, it will increase the 
sense of pleasure when wearing H&M products 
so that its products can be the first choice of 
fashion in all existing segments and seasons. 

Research Limitations 

In the course of this research, it is not impossible to find deficiencies and limitations 
in completing the research. Some of the limitations and shortcomings in this study are: 

1. The limitation in this study is that this study uses a closed questionnaire so that it 
becomes impossible to find out more comprehensive information from respondents 
regarding the factors or determinants that affect loyalty through the indicators in the 
variables presented in the statements in the questionnaire. 

2. Based on the results of the indirect effect, it is known that the mediating variables used 
in this study in the form of brand trust and customer satisfaction are not able to moderate 
well. So that the indirect effect is found to be smaller than the direct effect based on the 
findings of this study.   

3. The next limitation in this study is that there is a large sample size in terms of Maximum 
Likelihood Estimation in SEM requires a sample size of 100-200 which is a large sample 
size that is sensitive to the overall Goodness of Fit results "fit". So that in this study 
based on the results of the full model there are GFI and AGFI which are marginally fit.   

4. Another limitation of this study is that it does not divide the existing product 
classifications at H&M such as pants, clothes, outers, shoes, or accessories. On this 
basis, the results of this study are too general to discuss H&M products as a whole so 
that they cannot provide specific advice on certain types of products sold by H&M. 

Future Studies Suggestion 
With the limitations and shortcomings that the researcher has explained in the 

previous sub-discussion, this research can also provide suggestions for continuing research 
that will be carried out by researchers in the future. The suggestions that can be given from 
the progress of this research are as follows: 

1. For future research, it is hoped that it can conduct qualitative or mix method research so 
that it can add an open questionnaire in further research to provide a more detailed 
picture of consumer perceptions in increasing loyalty through brand trust and customer 
satisfaction on H&M products. 

2. For further research, it is hoped that it can use fewer sample constructs because a large 
sample will be sensitive to the results of the overall Goodness of Fit fit. So that future 
research is advised not to use the maximum sample in Maximum Likelihood Estimation 
which is less than 200 samples so that all Goodness of Fit criteria become fit without 
any marginal fit evaluation results. 

3. For future research, it is hoped that it can provide specific criteria such as certain types 
of products sold at H&M which will be the focus of analysis in future research so as to 
produce research results in the form of more specific findings regarding the types of 
products sold at H&M. 

4. Future research is expected to use other mediating or intervening variables which are 
expected to have a greater indirect effect between the independent variables in the form 
of brand identification and brand image on the dependent variable in the form of loyalty. 
Future researchers can use brand attachment variables, customer commitment, and so 
on. 
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