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INTRODUCTION

Smoking is a lifestyle that continues to change with the times. In recent years, rapid
technological advancements have driven innovation in the cigarette industry, leading to a
transition from traditional cigarettes to e-cigarettes. This innovation was created as an
alternative to smoking, adapting to technological advancements. E-cigarettes have become
popular due to their promotion as a harm reduction product. Several reports indicate that e-
cigarettes can help smokers quit or reduce harm by switching to e-cigarettes (Osibogun,
2020).

Over the past decade, the e-cigarette industry has emerged as one of the fastest-
growing market segments in the tobacco industry. A survey (Statista Global Consumer
Survey, 2022) found that 27% of Millennials use e-cigarettes, compared to the overall
average of 19%. Furthermore, the e-cigarette market share has consistently experienced
significant growth year after year. Statista research states that revenue from the global e-
cigarette market was only US$5.1 billion in 2012 and then increased to US$19.3 billion in
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2020. In 2023, e-cigarette market revenue is estimated to increase by 37% to Rp24.17
billion. In addition, the global e-cigarette market is also projected to grow by 3.05% in 2024-
2028 with a market revenue volume of US$29.3 billion in 2028. In this context, Indonesia
is the country with the highest position with the most e-cigarette users in the world (Statista
Consumer Insights, 2023). According to the Indonesian Youth Council for Tobacco Control
(IYCTC, 2022), Indonesia is predicted to have the largest share of e-cigarettes in the form
of vapes, superior to Malaysia in the Southeast Asian region. This is supported by data from
the National Socio-Economic Survey in 2019 which shows that 95% of e-cigarette users in
Indonesia are dual users.

In the currently growing e-cigarette industry in Indonesia, the use of e-cigarettes
among the public has become a social phenomenon that has encouraged the emergence of
many new e-cigarette businesses. This is driven not only by Indonesia's promising market
with a high number of e-cigarette smokers, but also by technological advances, which have
made competition in the e-cigarette industry increasingly competitive. With technology,
consumers have increasingly easy access to information via the internet to fulfill their
desires in choosing e-cigarette products. Related to this context, there are also a very large
number of e-cigarette consumers in Indonesia, each with different preferences. Therefore,
it is important for e-cigarette businesses to be able to understand customer preferences to
increase customer loyalty. In the business environment, customer loyalty is a crucial key to
success in achieving business goals (Baraya et al., 2020) and is also crucial for business
sustainability (Bing et al., 2024). Brand loyalty is a crucial key in marketing strategies
because it can increase the lifetime value of a brand (Munawar, 2021). Furthermore, brand
loyalty is beneficial for marketers or entrepreneurs to secure their market position (Shaban,
2017).

In the cigarette industry, characterized by rapid innovation and intense competition,
retaining existing customers is more cost-effective than acquiring new ones. According to
research studies, the key to effective customer retention lies in understanding and
anticipating customer needs. Creating superior perceived value is widely recognized in
marketing literature as a critical requirement for organizations to differentiate themselves
from competitors (Slack et al., 2020). Quality is a key parameter for building a competitive
advantage in the market (Guru and Paulssen, 2020). Furthermore, quality is also crucial for
a product's recognition and trust, as evidenced by Cahaya et al. (2023). In the world of e-
cigarettes, various types of vapes come with distinct features and designs that provide
unique experiences for users. In this regard, brand experience plays a crucial role in creating
and maintaining brand loyalty. The context of brand experience and brand loyalty is
interconnected. E-cigarettes are a form of technological advancement that continues to
innovate, so customer input is still needed to develop existing e-cigarette products. Based
on the social phenomenon of the development of e-cigarettes in Indonesia, supported by the
background problems that have been explained, this study will focus on examining the
factors that influence brand loyalty to one e-cigarette brand. Therefore, the researcher
determined the research title, namely "THE EFFECT OF PERCEIVED VALUE,
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PERCEIVED QUALITY, AND BRAND EXPERIENCE ON BRAND LOYALY IN THE
ELECTRIC CIGARETTE INDUSTRY.".

METHOD

This study adopted quantitative research and used associative research, which aims
to determine the relationship between two or more variables (Sugiyono, 2019). The purpose
of this study was to determine the influence of perceived value, perceived quality, and brand
experience on brand loyalty. The research method used was a questionnaire distributed via
Google Forms and measured using a 1-5 Likert scale (strongly disagree, disagree, neutral,
agree, and strongly agree). The unit of analysis for this study was customers of e-cigarette
"X." The sampling method used was probability sampling with a simple random sampling
technique, which randomly selects members of the population without regard to strata within
the population (Sugiyono, 2019).

This study has two types of variables: independent variables and dependent variables.
The independent variable is the variable that influences changes in the dependent variable.
In this study, the independent variables include perceived value, perceived quality, and brand
experience. The dependent variable is the variable explained or influenced by the
independent variable. In this study, the dependent variable studied was brand loyalty. In this
study, the perceived value variable was measured through 6 indicators adapted from
(Nguyen et al, 2020), the perceived quality variable was measured through 6 indicators
adapted from (Suttikun & Meprom, 2021), the brand experience variable was measured
through 8 indicators adapted from (Mostafa & Kasmani, 2020), and brand loyalty was
measured through 4 indicators adapted from (Mostafa & Kasmani, 2020).

RESULT AND DISCUSSION
Finding

Based on the questionnaire results, a total of 102 respondents met the research
criteria, namely, they were vaping users and resided in Semarang. The majority of
respondents in this study were male, aged 18-21, students, and had been using vape for an
average of 6-12 months. Validity and reliability tests revealed that each indicator within
each variable had a calculated R value greater than the R table value of 0.16. Therefore, it
can be concluded that the calculated R value is greater than the R table value, thus
confirming the validity of all variable data in this study. Reliability test results were also
obtained, indicated by Cronbach's Alpha values for each variable: perceived value of 0.924,
perceived quality of 0.955, brand experience of 0.965, and brand loyalty of 0.934, all of
which are greater than 0.7, thus confirming the reliability of the data in this study.

Furthermore, the data in this study were also tested through the Classical
Assumption Test which includes the Normality Test, Multicollinearity Test, and
Heteroscedasticity Test. In the Normality Test, a sig value of 0.200 was obtained which is
greater than the alpha value of 0.05 so that it can be stated that the data in this study has a
normally distributed residual value. For the Multicollinearity Test, the Tolerance value for
the perceived value variable was 0.210, perceived quality was 0.118, and brand experience
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was 0.125 which is greater than the value of 0.10. In addition, the VIF value for the
perceived value variable was 4.759, perceived quality was 9.288, and brand experience was
8.011 which is smaller than the value of 10. Based on the results of the Multicollinearity
Test, the tolerance value was > 0.10 and VIF < 10 for each variable so that it can be stated
that in this study there is no multicollinearity. In addition, the results of the
Heteroscedasticity Test conducted using the Glejser Test show a sig value for the perceived
value variable of 0.795, perceived quality of 0.569, and brand experience of 0.302 which is
greater than the alpha value of 0.05 so that it can be stated that the data in this study does
not contain heteroscedasticity.
Table 1. T-Test Result

Coefficients®
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 0.329 0.190 0.731 0.087
Perceived Value 0.223 0.105 0.208 2.131 0.000
1 Perceived Quality 0.498 0.137 0.494 3.626 0.000
Brand Experience 0.218 0.124 0.223 2.766 0.000

In this study, hypothesis testing 1 to hypothesis testing 3 was carried out through the
T Significance Test shown in Table 1 above. The calculated t value for the perceived value
variable is 2.131, perceived quality is 3.626, and brand experience is 2.766 which is greater
than the t table value of 1.66. In addition, the sig value for each variable of perceived value,
perceived quality, and brand experience is 0.000 which is smaller than the alpha value of
0.05. It can be concluded that the calculated t value is > t table and the sig value < alpha
0.05 so that it can be stated that all hypotheses 1 - hypothesis 3 in this study are accepted,
where perceived value, perceived quality, and brand experience have a significant partial
influence on brand loyalty.

Table 2. F-Test Result

ANOVA®
Sum of Mean
Mo del Squares df Square F Sig.
Regression 82.334 3 27.445 134.071 0.000°
1 Residual 20.061 98 0.205
Total 102.395 101
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Table 2 shows the results of the F test for hypothesis 4, where the calculated f value
is 134.071 which is greater than the f table value of 2.70 and obtained a sig value of 0.000
which is smaller than the alpha value of 0.05. It can be concluded that the calculated f > f
table and the sig value < alpha 0.05 so that it can be stated that hypothesis 4 is accepted and
perceived value, perceived quality, and brand experience have a simultaneous influence on
brand loyalty.

Table 3. Results of the Determination Coefficient Test

Model Summary

Adjusted Std. Error
R Square of the

Model R R Square Estimate
1 .897° .804 798 45244

Table 3 shows the results of the Determination Coefficient Test, where the Adjusted
Square R value is 0.798, where this figure shows the magnitude of the ability of the
independent variables which include perceived value, perceived quality, and brand
experience towards brand loyalty is 79.8% and the remaining 20.2% can be explained by
other variables outside this study.

Discussion
H1: The Effect of Perceived Value on Brand Loyalty

The results of this study indicate that perceived value has a significant influence on
brand loyalty. In this study, perceived value is considered a form of customer assessment of
the benefits received. Therefore, when customers perceive they are receiving high value
from a brand, they tend to be more loyal to that brand. These results align with previous
research conducted by Devi & Yasa (2021) and Nguyen et al. (2020), which showed that
perceived value has a significant influence on brand loyalty. This explains that the better the
value consumers perceive after using a brand's product or service, the stronger the loyalty
they will form.
H2: The Effect of Perceived Quality on Brand Loyalty

The results of this study indicate that perceived quality has a significant influence
on brand loyalty. In this study, it can be explained that perceived quality refers to customers'
perceptions of the overall quality of a product or service based on their experiences and
expectations. When customers perceive a brand's product or service to be of high quality,
they tend to be more loyal to that brand. This also demonstrates the importance for
companies to maintain and improve the quality of their products and services to maintain
customer loyalty. The results of this study also support research conducted by Atulkar
(2020) and Sulivyo & Ekasari (2021), which showed that perceived quality has a significant
positive influence on brand loyalty. This explains that customers consistently choose high-
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quality brands that enhance their sense of status and self-esteem, while customers with low
quality awareness tend to be less loyal to a particular brand.
H3: The Influence of Brand Experience on Brand Loyalty

The results of this study indicate that brand experience has a significant influence on
brand loyalty. Brand experience can arise when customers interact with a brand, where this
interaction can elicit different sensations, feelings, cognitions, and responses. When
customers have a positive experience with a brand, such as a pleasant and satisfying
interaction, this will have an impact on increased brand loyalty.
H4: The Influence of Perceived Value, Perceived Quality, and Brand Experience on
Brand Loyalty

The results of this study also found that perceived value, perceived quality, and
brand experience have a significant simultaneous influence on brand loyalty. These results
can explain the important roles of perceived value, perceived quality, and brand experience
in building and maintaining brand loyalty. The integration of these three factors can
significantly influence brand loyalty (Boozary et al., 2024; Sulivyo & Ekasari, 2021;
Atulkar, 2020; and Nguyen et al., 2020). It can be explained that brand loyalty is formed
because consumers prefer a brand from a shopping experience that is measured by repeat
purchasing behavior and this is caused by the influence of satisfaction or dissatisfaction with
the brand that accumulates continuously through product quality, perceived quality, and the
experience they have.

CONCLUSION

This study aimed to analyze the influence of perceived value, perceived quality, and
brand experience on brand loyalty among vape users in Semarang. The results indicate that
perceived value, perceived quality, and brand experience have a significant influence on
brand loyalty, with perceived quality having the greatest influence on brand loyalty. This
can be explained as follows: when a product is offered at a competitive price and of higher
quality compared to competitors' products, it encourages customers to perceive greater value
from their purchase, which fosters loyalty and leads to repeat purchases in the future.
Furthermore, product quality that meets or exceeds customer expectations creates a long-
term comparative advantage. Customer experience is also a crucial factor influencing
customer loyalty. When customers have a positive experience with a brand, it leaves a
positive impression that can motivate them to choose that brand over others. Based on the
results, to increase brand loyalty, vape industry players are advised to develop innovative
products with more durable features and ergonomic designs to reduce the risk of product
damage and extend product life. Personalized promotions can also be implemented to create
customer loyalty programs. Additionally, to increase brand loyalty, companies can also form
communities to foster positive relationships with their customers. Further research is
recommended to use a broader geographic scope to analyze broader population and
demographic segments.
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