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 The purpose of this study is to examine, using the Marhen. J brand as a 
case study, the effects of brand familiarity on perceived quality and 
brand credibility. Methods of quantitative description are used in this 
study. The present study employed purposive sampling, whereby 
participants were selected based on their familiarity with the Marhen J 
bag brand. In all, one hundred respondents took part in this study. 
Partial Least Square is used as data analysis in research and processed 
using the Smart PLS analysis tool version 3.3.9. The research results 
show that the first hypothesis shows the influence of Brand Familiarity 
on Brand Credibility. And the second hypothesis shows that there is an 
influence between Brand Familiarity on Perceived Quality. The 
managerial implication in this research is that a brand will be more 
closely remembered by consumers if the brand owner is also involved 
in marketing and is better known to the public. With limited sales 
places for the Marhen. J brand, it is also an obstacle for people to get 
to know and buy Marhen. J bag products and services. Therefore, the 
Marhen. J brand must be able to expand its market share so that its 
products can be reached by many groups. 
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INTRODUCTION  

Zaman & Kusi-Sarpong (2024) stated that fashion trends in the world continue to move 
from time to time, this is heavily influenced by the economic and social conditions that 
occur at that time. The fashion industry also experiences changes with the times, but 
sometimes fashion trends repeat themselves ( Kim & Chakraborty, 2024) . According to 
Akou (2024), fashion has the meaning of clothing styles, haircuts, patterns and so on. 
Fashion does not only consist of clothes, but also consists of shoes, bags, hats and jewelry. 
Fashion production in the world is also increasing along with changing trends which 
increase the demand for production of fashion goods from year to year which is also getting 
higher ( Rafi-Ul-Shan et al., 2024) . It has been recorded that since 2000 until now, 
production of fashion products has doubled. On average, consumers buy 60 percent more 
clothes, pants, jackets, shoes and bags compared to the early years of the 21st century 
(Sax, 2018). 
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This massive fashion production has an impact on economic, social and environmental 
conditions (Hageman et al., 2024). According to Hellström & Olsson (2024) , increasing the 
production of fashion products also increases the economic level in a country producing 
fashion products. One of them is China, which is the largest textile exporter in the world, 
producing 41.2 percent of total global textiles in 2021, a year in which the country was 
able to export textiles worth US$146 billion (Wahyudi, 2023). Poon et al. (2024) said, 
behind the progress of the fashion industry in the world, it has also resulted in the large 
amount of fashion waste that exists today. Referring to the latest research, the fashion 
industry produces more damaging gas emissions than other industries such as shipping and 
aviation combined (Xu et al., 2024). The amount of waste from the activities of making 
clothes, trousers, shoes and bags throughout the world is increasing from year to year 
(Olatunji, 2024). Apart from that, as production increases it is directly proportional to the 
use of clean water in order to keep up with continuously changing fashion trends (Frazier et 
al., 2024). 

Currently, world fashion brands are starting to produce environmentally friendly 
fashion products (Roy & Ashmika, 2024). According to Pontius & McIntosh (2024), this can 
start from changing raw materials that can be recycled or from materials that have been 
recycled to changing production methods that can reduce industrial waste. This can help 
reduce the effects of fashion pollution around (Giechaskiel et al., 2024) . Lit et al. (2024) 
stated that this could be one step to keep the environment good for human life. In 
Indonesia, according to Dewi & Satyawan, 2023), fashion trends are dominated by trends 
from Ginseng Country, this is due to the large number of fans from Indonesia who like girl 
bands, boy bands and South Korean actresses and actors. Apart from music, dramas and 
films from South Korea also have many fans in Indonesia. The influx of fashion trends and 
South Korean culture is called the Korean Wave. Korean Wave or called Hallyu according 
to Relita et al. (2023) is a culture that refers to the popularity of South Korean culture 
abroad which offers entertainment such as pop music, films, dramas, games and even 
clothing styles. 

Every product used by Idols, Actors and Artists from South Korea is sure to be the 
newest trend item that their fans will definitely follow (Wahidah et al., 2023). Apart from 
fans, there are also many fashion users who are inspired by the fashion styles displayed by 
Idols, Actors and Artists from South Korea (Christian, 2023). This makes many products 
from South Korea such as clothing, bags, shoes and jewelry popular with Indonesian 
people (Astarini and Utomo, 2023). One fashion item that always changes every year is 
bags. Bags that were originally used to carry goods are now starting to become a fashion 
item whose trends change every year (Wang et al., 2023). Bags are also fashion 
accessories that can complete a person's appearance. Therefore, many bag designers are 
competing to create various bag designs that follow certain fashion trends and styles (Dhir, 
2024). 

One of the bag brands from South Korea that has recently entered Indonesia is 
Marhen. J In Indonesia, Marhen. J products are marketed through Istyle e-commerce until in 
January 2022 Marhen. J opened their first shop at Central Park Mall, West Jakarta. 
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Currently, Marhen. J is expanding its sales by presenting their stores in malls in big cities in 
Indonesia. To date, there are 11 offline stores spread across 6 cities in Indonesia 
(Pramudita, 2023). From sales data in 2023, it was recorded that there was an increase in 
sales of 97% from the previous year, namely 2022 (Pramudita, 2023). This is because 
consumers are starting to emerge who are interested in buying Eco-Friendly products to 
reduce the current waste burden in the fashion industry. This interest is in line with the 
emergence of brands that produce and campaign for environmentally friendly products 
which refers to product or service marketing practices that emphasize sustainability, 
environmental awareness and social responsibility. 

Brand Familiarity influences Brand Credibility (Marianti et al., 2023). Meanwhile, in 
research conducted by Fauzan et al. (2023) stated that Brand Familiarity does not affect 
Brand Credibility. Shamim & Butt (2013) show that consumer experience and knowledge 
will support the formation of brand credibility. This can create a sense of consumer trust in 
the brand. The cognitive aspect of consumers shows information that is taken into 
consideration by consumers to have confidence in the brand. H1: Brand Familiarity has an 
influence on Brand Credibility 

Tasci (2021) shows that consumers who have Brand Familiarity will grow their 
Perceived Quality well. Consumers who have perceived quality means they can have the 
ability to compare what they will get relative to what the consumer will spend . Perceived 
value shows the totality of what customers get from consumption behavior (Ramadhan & 
Utami, 2019) H2: Brand Familiarity has an influence on Perceived Quality. 

This research aims to analyze the influence of brand familiarity on brand credibility 
and brand familiarity on perceived quality with the Marhen. J brand as a case study. 
 
 
 
 
 
 
 
 

 
Figure 1. Research Model 
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METHODS   
The research design briefly explains the research flow that will be studied by the author 
(Yuliana, 2020). This research uses quantitative descriptive methods. Purposive sampling 
was used in this research with the criteria that the respondent involved in this research was 
someone who knew the Marhen. J bag brand. A total of 100 respondents were involved in 
this research. Partial Least Square is used as data analysis in research and processed using 
the Smart PLS analysis tool version 3.3.9. A questionnaire in the form of a Google Form 
was distributed to respondents using a scale range of 1-4 with the criteria of strongly 
disagree, disagree, agree and strongly agree. The questionnaire in the research used a 
closed statement form in all parts, except for the first part of the questionnaire. Closed-
ended questions according to Mustikasari et al. (2022) is a question where the answers 
have been limited so that the answer is more structured. 
 

RESULTS AND DISCUSSION   
Validity Test Results 
Validity testing is needed to determine whether or not a questionnaire is valid for each 
variable. Convergent validity testing is carried out to observe measures that have positive 
correlations from similar constructs using alternative measures. The value of outer laoding 
and average variance extracted (AVE) are requirements for fulfilling the value. The 
following values are obtained from research data processing: 

Table 1. Validity Test 
Variables Indicators Loading Factor 

Brand Credibility BC1 0.85 
 BC2 0.941 
 BC3 0.943 
 BC4 0.872 

Brand Familiarity BF2 0.705 
 BF4 0.741 
 BF5 0.782 
 BF6 0.858 

Perceived Quality PQ1 0.788 
 PQ2 0.895 
 PQ3 0.891 
 PQ4 0.856 
 PQ5 0.887 
 PQ6 0.906 
 PQ7 0.815 
 PQ8 0.811 

Source: Processed data (2024) 

The highest value for the outer loading of a construction can indicate that the related 
indicators have many similarities. Apart from that, the provisions that have been 
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determined can be shown by explaining the substantial part of each variant indicator by a 
latent variable with a minimum of 5% . The standard value for outer loading is 0.5 or 
greater, with the ideal value being 0.7 or greater. 

Table 2. Average Variance Extracted 
 Average Variance Extracted (AVE) 

Brand Credibility 0.814 
Brand Familiarity 0.509 
Perceived Quality 0.735 

Source: Processed data (2024) 

The squared loadings of indicators that are interrelated with construction have a large 
average value called Average Variance Extracted (AVE) and the AVE value requirement is 
0.50 or greater. This shows that the average construct can explain more than half of the 
indicator variance. Loading factor BF1; BF3 has a value <0.7 so it is excluded from the 
validity test. Convergent validity testing can then be carried out by observing the Average 
Variance Extracted (AVE) value. Based on the data processing results of the AVE values 
obtained, the value for each variable is above 0.5, therefore these variables can be declared 
valid. The highest AVE value is in the brand credibility variable with a value of 0.814 and 
the lowest AVE value is in the brand familiarity variable with a value of 0.509. 
Reliability Test Results 

Reliability testing is the next stage of instrument testing using SmartPLS 3.3.9 and 
the PLS-Algorithm procedure. The Cronbach Alpha and composite reliability values 
obtained were used to test the reliability of each variable which is presented in Table 3. 

Table 3. Reliability Test 
 Cronbach's Alpha rho_A Composite Reliability 

Brand Credibility 0.923 0.928 0.946 
Brand Familiarity 0.801 0.808 0.858 
Perceived Quality 0.948 0.95 0.957 

Source: Processed data (2024) 
The instrument in this research is reliable or reliable, because the results of the 

answers from the respondents can be stated to be consistent. 
Hypothesis Test Results 

Based on the hypothesis results contained in table 4, it states that the overall results 
of hypothesis testing are supported. 

Table 4. Hypothesis Testing 
 Original 

Sample 
(O) 

Sample 
Mean (M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

Hypothesis 
Results 

Brand Familiarity -
> Brand Credibility 0.524 0.551 0.074 7.105 0 Supported 
Brand Familiarity -
> Perceived Quality 0.526 0.548 0.067 7,879 0 Supported 

Source: Processed data (2024) 
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A detailed discussion of each hypothesis based on the table above is explained as 
follows: This research shows that the brand familiarity variable has a positive and 
significant effect on brand credibility (β=0.524; p=0). The path coefficient value shows a 
unidirectional relationship between the two variables. Apart from that, the p value is <0.05 
which concludes that brand credibility has a significant impact on brand credibility . This 
description shows that Hypothesis 1 is supported. 

This research shows that the brand familiarity variable has a positive and significant 
effect on perceived quality (β=0.526; p=0). The path coefficient value shows a 
unidirectional relationship between the two variables. Apart from that, the p value is <0.05 
which concludes that brand familiarity has a significant impact on perceived quality . This 
description shows that Hypothesis 2 is supported. 
Discussion 
The Influence of Brand Familiarity on Brand Credibility 

The first hypothesis shows the influence of Brand Familiarity on Brand Credibility. 
This research supports previous research conducted by Marianti et al. (2023) and in 
contrast to research conducted by Fauzan et al. (2023). Respondents in this research, 
especially those who follow the Korean Wave trend, are already familiar with the Marhen. J 
bag brand. With its concise design and simple ornaments, it represents the uniqueness of 
the Marhen. J brand. Marhen. J is a brand that is trusted by many people according to its 
claims of being light and durable. The bag, which carries the concept of Animal Cruelty 
Free and Vegan, is a form of support for Marhen. J bag lovers to continue using this product 
as a form of love for the environment. 

Marhen. J is a bag brand founded by Kim Hyun Hee in 2015. Kim Hyun Hee 
introduced Marhen. J as a bag brand that has Animal Cruelty Free and Vegan principles. 
Animal Cruelty Free is a product that is produced without testing or anything that hurts 
animals, and Vegan Leather is a leather product that is made without any elements from 
animals either directly or indirectly. This principle is not only a tagline for a sales strategy 
but is truly proven by the fact that none of the bag products produced by Marhen. J contain 
animal skin or other parts of any animal. Apart from that, Marhen. J Bags produces bags 
made from apple skin, recycled nylon which is safe for the user and canvas which is 
environmentally friendly. 
The Influence of Brand Familiarity on Perceived Quality 

The second hypothesis shows that there is an influence between Brand Familiarity on 
Perceived Quality. This research supports previous research conducted by Fauzan et al. 
(2023). Where consumers who have brand familiarity will develop good perceived quality. 
Consumers recognize brands visually starting from the shape of the product container, the 
type of font used, the active ingredients and the brand name. The Marhen. J bag brand is a 
product that is synonymous with canvas. The canvas material used is light but can still be 
used for many items. This is very commensurate with the price offered. 

Respondents generally agreed that the quality offered by the Marhen. J brand was 
very suitable. Respondents believe in the use of quality raw materials chosen by Marhen. J. 
Respondents will make repeat purchases as a form of trust in the brand. When mentioning 
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the Marhen. J brand, what respondents represent is a contemporary bag made from canvas 
which is of the best quality, even though many competitors have designs with similar 
models and at more affordable prices, this does not dampen the respondents' desire to 
continue using the Marhen. J brand. 

 
CONCLUSION 

Based on the results of the research and discussion above, a conclusion was obtained 
where the first hypothesis shows that the influence of Brand Familiarity on Brand 
Credibility. And the second hypothesis shows that there is an influence between Brand 
Familiarity on Perceived Quality. The managerial implication in this research is that a brand 
will be more closely remembered by consumers if the brand owner is also involved in 
marketing and is better known to the public. With limited sales places for the Marhen. J 
brand, it is also an obstacle for people to get to know and buy Marhen. J bag products and 
services. Therefore, the Marhen. J brand must be able to expand its market share so that its 
products can be reached by many groups. This research has limitations. Suggestions for 
further research are conducting research on brand loyalty, brand performance and brand 
love. 

 
REFERENCE 

Akou, H. (2024). On the Job: A History of American Work Uniforms . Bloomsbury 
Publishing. 

Astarini, SD, & Utomo, C. (2023). Observation scale of space value for measuring 
successful shopping malls, a case study in Indonesia. Journal of Asian Architecture 
and Building Engineering , 1-24. 

Christian, Y. (2023). The Characteristics Elements of Being a Superstar: A Study of the 
Entertainment Industry. International Journal of Family Business Practices , 6 (1), 1-
15. 

Dewi, NMY, & Satyawan, A. (2023, June). Technological Determinism: The Hallyu 
Phenomenon in Indonesia (Lifestyle and Consumption of the Hallyu Fan Community). 
In International Conference On Multidisciplinary Studies (ICOMSI 2022) (pp. 301-
325). Atlantis Press. 

Dhir, Y. J. (2024). Fashion Accessories: A Complete Guide to Raw Materials, Construction 
Methods and Styles . CRC Press. 

Fauzan, R., Priantono, T.D., & Yuliana, L. (2023). The Influence of Brand Familiarity and 
Perceived Quality on Brand Credibility. Mandalika Light Journal ISSN 2721-4796 
(online) , 4 (2), 844-855. 

Frazier, R.M., Vivas, K.A., Azuaje, I., Vera, R., Pifano, A., Forfora, N., ... & Gonzalez, R. (2024). 
Beyond Cotton and Polyester: An Evaluation of Emerging Feedstocks and Conversion 
Methods for the Future of the Fashion Industry. Journal of Bioresources and 
Bioproducts . 

https://ejournal.seaninstitute.or.id/index.php/Ekonomi


 

Jurnal Ekonomi  
Volume 13 , Number 01, 2024,  DOI 10.54209/ekonomi.v13i01 
ESSN  2721-9879 (Online) 
https://ejournal.seaninstitute.or.id/index.php/Ekonomi  

 

 
The impact of brand familiarity on brand credibility and perceived quality of brands Marhen. 

J : an empirical analysis – Kurnia Dwi Saputri et.al 
1891 | P a g e  

Giechaskiel, B., Grigoratos, T., Mathissen, M., Quik, J., Tromp, P., Gustafsson, M., ... & Dilara, 
P. (2024). Contribution of Road Vehicle Tire Wear to Microplastics and Ambient Air 
Pollution. Sustainability , 16 (2), 522. 

Hageman, E., Kumar, V., Duong, L., Kumari, A., & McAuliffe, E. (2024). Does fast fashion 
sustainable business strategies influence attitudes, awareness and behavior of 
female consumers? Business Strategy and the Environment , 33 (2), 1081-1098. 

Hellström, D., & Olsson, J. (2024). Let's go thrift shopping: exploring circular business 
model innovation in fashion retail. Technological Forecasting and Social Change , 
198 , 123000. 

Kim, H.M., & Chakraborty, S. (2024). Exploring the diffusion of digital fashion and 
influencers' social roles in the Metaverse: an analysis of Twitter hashtag networks. 
Internet Research , 34 (1), 107-128. 

Liu, K., Mahmoud, H.A., Liu, L., Halteh, K., Arnone, G., Shukurullaevich, N.K., & Alzoubi, H.M. 
(2024). Exploring the Nexus between Fintech, natural resources, urbanization, and 
environmental sustainability in China: A QARDL study. Resources Policy , 89 , 
104557. 

Marianti, S., Dharma, TA, & Yuliana, L. (2023). The Influence of Brand Familiarity on Brand 
Credibility. Journal of National Development Economics , 16 (2), 529-537. 

Mustikasari, M., Rusfianti, S., & Yuliana, L. (2022). The Influence of Brand Signature and 
Brand Familiarity on Brand Attitude. Journal of Management Science , 41-50. 

Olatunji, O. (2024). Plastics and Space Exploration. Re-envisioning Plastics Role in the 
Global Society: Perspectives on Food, Urbanization, and Environment , 195-217. 

Pontius, J., & McIntosh, A. (2024). Sustainable Materials Management. In Environmental 
Problem Solving in an Age of Climate Change: Volume One: Basic Tools and 
Techniques (pp. 165-178). Cham: Springer International Publishing. 

Poon, J. P., Peng, P., & Atkinson, J. D. (2024). Industrial and textile waste trade: Multilayer 
networks and environmental policy effects. Waste Management , 177 , 146-157. 

Pramudita, B. (2023, July 11). Eco-Friendly Share in RI is Large, Marhen.J Records Sales 
Increase 97% . Retrieved February 19, 2024, from 
https://www.marketeers.com/pangsa-eco-friendly-di-ri-besar-marhen-j-data-
penjualan-naik-97/ 

Rafi-Ul-Shan, P., Bashiri, M., Kamal, MM, Mangla, SK, & Tjahjono, B. (2024). An Analysis of 
Fuzzy Group Decision-Making to Adopt Emerging Technologies for Fashion Supply 
Chain Risk Management. IEEE Transactions on Engineering Management . 

Ramadhan, M. Rizkal, & Utami, Sorayanti. (2019). The Influence of Health Awareness, 
Perceived Value, Food Safety and Price on the Repurchase Value of Pizza Hut 
Consumers in Banda AC City. Scientific Journal of Management Economics Students , 
4(2), 214–230. 

Relita, L., Razzaq, A., & Jannati, Z. (2023). Application of Individual Counseling Using 
Thought Stopping Techniques in Overcoming K-Pop Addiction. Journal of Social 
Sciences, Humanities and Arts , 1 (3), 473-476. 

https://ejournal.seaninstitute.or.id/index.php/Ekonomi


 

Jurnal Ekonomi  
Volume 13 , Number 01, 2024,  DOI 10.54209/ekonomi.v13i01 
ESSN  2721-9879 (Online) 
https://ejournal.seaninstitute.or.id/index.php/Ekonomi  

 

 
The impact of brand familiarity on brand credibility and perceived quality of brands Marhen. 

J : an empirical analysis – Kurnia Dwi Saputri et.al 
1892 | P a g e  

Roy, R., & Ashmika, R. (2024). Textile Products in Healthcare: Innovations, Applications, 
and Emerging Trends. Emerging Technologies for Health Literacy and Medical 
Practice , 288-314. 

Sax, S. (2018, March 12). Fashion Is the Most Polluting Industry in the World . Retrieved 
February 24, 2024, from https://www.vice.com/id/article/ywq8qm/fashion-jadi-
industri-most-generating-pollution-di-dunia 

Shamim, Amjad, & Butt, Muhammad Mohsin. (2013). A critical model of brand experience 
consequences. Asia Pacific Journal of Marketing and Logistics , 25(1), 102–117. 

Tasci, AD (2021). A critical review and reconstruction of perceptual brand equity. 
International Journal of Contemporary Hospitality Management , 33 (1), 166-198. 

Wahidah, A., Nurbayani, S., Purba, AS, Aryanti, T., & Malik, I. (2023). Korean Beauty Product 
Branding Trough Men: A Prestige Fulfillment For Fans. Ilomata International Journal 
of Management , 4 (2), 183-194. 

Wahyudi, E. (2023, April 3). 5 Largest Textile Exporting Countries in the World, China is 
Number One . Retrieved February 19, 2024, from 
https://www.fortuneidn.com/news/eko-wahyudi/5-negara-pengekspor-tekstil-
terbesar-di-dunia-cina-nomor-satu 

Wang, M., Kim, E., & Du, B. (2023). Art-derived designs promote the inconspicuous 
consumption of fashion bags. Journal of Global Fashion Marketing , 14 (3), 263-278. 

Xu, C., Yu, H., Zhang, S., Shen, C., Ma, C., Wang, J., & Li, F. (2024). Cleaner production 
evaluation system for textile industry: An empirical study from LCA perspectives. 
Science of the Total Environment , 913 , 169632. 

Yuliana, L. (2020). Supply Chain Management for Aluminum Plate Rack Production in 
Depok (Case Study at PD. Sumber Jaya Aluminum). JRB-Journal of Business 
Research , 3 (2), 97-105. 

Zaman, SI, & Kusi-Sarpong, S. (2024). Identifying and exploring the relationship among the 
critical success factors of sustainability toward consumer behavior. Journal of 
modeling in management , 19 (2), 492-522. 

 
 

 

 
 

https://ejournal.seaninstitute.or.id/index.php/Ekonomi

