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INTRODUCTION

The fashion industry has experienced rapid development over the last few decades on a
global scale. Along with population growth and technological developments, this industry has
become one of the most important and influential economic sectors in the world. One of the
companies operating in the fashion industry is a retail clothing company. Retail clothing
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companies are heavily influenced by their ability to predict fashion trends, keep up with rapid
changes in consumer tastes, and maintain the quality of their products. Production does not have
to be done slowly, but the process must run according to high ethical and environmental
standards (Roozen et al., 2021)- Indonesia's economic conditions are experiencing rapid growth,
especially in the industrial sector. Based on (Kemenparekraf/Baparekraf RI, 2023), fashion is a
leading sub-sector of the creative economy, filled with various young generations who creatively
and innovatively contribute significantly to the development of 2023's fashion trends.

According to Gabrielova & Buchko, (2021), Generation Y is the generation born between
1981-1996, while Generation Z is the generation born between 1997-2012. The grand theory used
in this research is Social Identity Theory. This theory claims that individuals tend to choose the
most relevant identity depending on the context. Social Identity Theory explains how a person
identifies with a particular social group and how this affects their perceptions and actions
towards that group and other social groups. Social Identity Theory is explained by (Brown, 2000),
where this theory is based on the assumption that positive social identity is largely influenced by
favorable comparisons between groups. One conclusion from this simple assumption is that the
stronger a person identifies with a particular group, the greater the likelihood of positive
differences between groups and positively biased attitudes towards their group. Brown, (2000)
also explains that this theory is related to the concept of "Self-Esteem". In Social Identity Theory,
the main assumption is that the desire to have a positive view of a group and therefore of oneself
motivates bias towards one's group. SIT explains how an individual's understanding can be
influenced by social groups regarding values, emotions, and self-esteem, as well as how
achieving harmony with their constructed identity influences the actions taken by them (Soto-
Simeone & Kautonen, 2021). This research aims to ascertain the presence of a significant positive
correlation between Brand Trust, Brand Love, Self-Esteem, and Susceptibility to Normative
Influence on Brand Loyalty in the fashion industry among Generation Y & Z. In order to make
the differences visible, this investigation attempts to add freshness to the prior variables, as
shown in the table that follows:

Table 1. Research Gap

Relationship (Zhangetal,, (C.C.Huang, (Singhetal, (T.K.Huangetal,
2020) 2017) 2019) 2018)
Brand Love - Brand Loyalty Significant
Brand Love - Brand Loyalty Insignificant
SNI - Brand Loyalty Significant
SNI - Brand Loyalty Insignificant

Source: Secondary Data (2023)

Based on Table 1 above, the first result is based on research from (Zhang et al., 2020)
which of the Brand Love — Brand Loyalty variables shows significant results. This research
focuses on examining brand relationship types' effects on brand loyalty from a strategic
marketing perspective. Meanwhile, research by (C. C. Huang, 2017) demonstrates that Brand
Love effects on Brand Loyalty are not significant. The SNI variable, research from (Singh et al.,
2019) shows significant results from the SNI variable on Brand Loyalty. Meanwhile, research by
(T. K. Huang et al., 2018) suggests an insignificant effect between SNI and brand loyalty. In order
to explore the correlation between the new variable namely Brand Trust, the research was
conducted once more to investigate the correlation between self-esteem, brand love, SNI, and
brand loyalty. This study was founded on social identity theory.
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The element of novelty in this research is Brand Trust. The Brand Trust variable is a
novelty because Brand Trust is an important concept in marketing and the relationship between
brands and consumers. Brand Trust describes the extent to which the level of trust, confidence,
and security felt by customers towards a brand. Consumer trust has a significant impact on
customer decision-making. Brands that can foster customer trust can gain a significant
competitive advantage in this increasingly competitive market. As the core of a strong
relationship between brands and consumers, brand trust remains a critical factor in the long-term
success of a brand in the market. With Brand Trust as novelty will shed light on how factors such
as Self-Esteem and Brand Trust are related to Social Identity Theory concepts, and how that
influence purchase behavior in generations Y & Z in the context of fashion products. Experts say
that repurchase intention is influenced by customer experience, which includes cognitive and
emotional components, one of which is brand trust (Tian et al., 2022). Therefore, consumers will
tend to make more frequent purchases of brands that have gained their trust because the
perceived level of risk in choosing or buying these brands is low (Atulkar, 2020). Brand trust itself
arises to build successful relationships with these consumers (Hanaysha, 2022). Consumer trust
in a brand can effectively reduce the level of risk they feel when considering buying a product or
service (Xue et al., 2020).

Brand Love reflects consumers' strong positive feelings attached to a brand, so that love
for a brand falls into the category of a person's affective processes which can lead to purchase
intentions and end in brand loyalty or a conative process. Understanding the meaning of brand
love in this context is valuable knowledge for manufacturers, marketers, and suppliers looking
to promote their products (Kumar et al., 2021). According to (Kiatkawsin & Sutherland, 2020), a
good brand must be able to foster desires and preferences and make customers loyal without
reason. In connection with the concept of brand love, consumers are often emotionally involved
with the brands they choose, for example, luxury brands which will create a strong and positive
emotional bond (Bazi et al,, 2020). Brand Love as a construct reflects affective feelings and
emotions filled with passion and deep attachment felt by consumers who feel satisfied with the
brand (Gumparthi & Patra, 2020).

The core variable in this research is Self-Esteem. When individuals feel confident and
have a high level of self-esteem regarding certain clothing choices or fashion products, this can
greatly influence consumer attitudes and behavior in this industry. From a marketing
perspective, the concept of self-esteem is critical to influencing how consumers behave toward
brands and make purchases of products and services (Ameen et al., 2022). According to (Stuppy
et al., 2020), consumers with a high level of prestige have a positive view of their environment
and have confidence in their future personal success. Self-esteem is characterized as an
individual's overall assessment and affective feelings regarding satisfaction with oneself (Olsen
et al., 2022). A person's self-esteem is the result of self-assessment shown in their attitudes and
appreciation of traits or qualities (Moisescu et al., 2022).

According to (Bharti et al., 2022), Consumer Susceptibility to Normative Influence (CSNI)
measures the desire to enhance self-image by making buying decisions that obviously show
affiliation with a reference group that has significance. Social normative influence may be related
to sustainable consumption behavior (Pristl et al., 2021). Susceptibility to Normative Influence
(SNI) in this study is defined as the degree of susceptibility of a Generation Y & Z consumer to
the influence of social norms and group expectations (such as friends and family) in shaping his
or her views on brand loyalty in the fashion industry. From this perspective, it appears that
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consumers tend to try to adapt to other people's expectations regarding their purchasing
decisions (Malik et al., 2020). Individuals who are susceptible to normative influence will tend to
consider the views of this group in making purchasing decisions. Susceptibility to Normative
Influence (SNI) can be defined as vulnerability that refers to the process by which an individual's
views, beliefs, and actions are influenced by the actions of other individuals (Hutzinger & Weitzl,
2021).

The consequent variable in this research is Brand Loyalty. Brand loyalty can be measured
in various forms of consumer interactions with the brand, such as repeat purchases, support, and
long-term loyalty to their favorite fashion brand. Brand loyalty can be defined as the extent to
which an individual is loyal to the brand and willing to share the experience with others
(Jamshidi & Rousta, 2021). Brand Loyalty is also a concept that shows the direction toward the
future and is the main guide for measuring the success of a company in a market full of
competition (Hwang et al., 2021). Loyal customers perceive the brand as having unique value
that is not offered by competing brands, which allows them to be less responsive to price changes
and encourages others to promote the brand (Marsasi et al., 2022). Customers prefer to maintain
their trust in brands they already know and trust and are more likely to remain loyal to them.
Maintaining loyal customers requires a careful strategy because it is not as simple and efficient
as getting new customers (Ibrahim & Marsasi, 2023). Because of a good understanding of brand
loyalty, managers can project the likelihood that customers will remain loyal to the brand, even
if there are changes in price or product characteristics (Kwon et al., 2020).

When a brand is able to continue to fulfill what consumers expect and need, consumers
are likely to have strong trust in the brand (Tiep Le et al., 2023). Brand love on a practical level,
the concept of brand love helps company managers build strong relationships with their
customers (Aro et al., 2023). Brand Trust is a component in marketing that has a significant
relationship to Brand Love (Joshi & Garg, 2022);(Nawaz et al., 2020); (Wong, 2023). These findings
also confirm that consumer experience is something that makes them feel closely connected and
care about brands they can trust, and consumers can identify themselves with these brands.

H1: There is a positive influence of Brand Trust on Brand Love

Research by Jamshidi et al., (2019) studies on the correlation of brand love and self-
esteem. The study's findings demonstrate that self-esteem and brand love have a positive and
significant correlation. Similar research was also shown (Mrad & Cui, 2020) and (Shin et al., 2020),
where the outcomes the study suggest that brand love and self-esteem have a positive and
significant relationship. Managers can make better decisions about marketing strategies with this
research's improved comprehension of the various kinds of interactions that customers can have
with particular brands. The hypothesis from these findings is:

H2: There is a positive influence of Brand Love on Self-Esteem

Research conducted by (Sohail, 2023) finds out whether Brand Love influences
Susceptibility to Normative Influence. The study's findings demonstrate that brand love has a
positive and significant on susceptibility to normative influence. This research confirms that
influence of brand love and emotional attachment on how engaged consumers are. Another
result that says that Brand Love has a positive and significant impact on Susceptibility to
Normative Influence is research by (Paruthi et al., 2023) and (Fu et al., 2020), who investigated
the correlation between brand love and social influence. This research confirms that emotional
attachment and brand love influence how engaged consumers are. This in turn will impact how
loyal they are to the brand. The hypothesis from these findings is:
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H3: There is a positive influence on Brand Love on Susceptibility to Normative Influence

Consumers who have higher prestige will be more conspicuous and buy more products
than consumers who have lower prestige (Burnasheva & Suh, 2020). Belief in a consumer's
success can also motivate them to achieve stronger goals and ambitions, positively impacting
their consumption behavior and brand decisions. According to Bagaskara & Marsasi, (2023),
brand loyalty is the way consumers describe a brand with a positive attitude. This is a sign or
indication of the extent to which customers are willing to sustainably maintain an extended
relationship with the brand, make repeat purchases, and even recommend the brand to others.
Self-Esteem is a psychological aspect of marketing that has a significant correlation to Brand
Loyalty (Nandy et al., 2023);(Chang et al., 2023);(Shin et al., 2022). The hypothesis from these
findings is:
H4: There is a positive influence on Self-Esteem on Brand Loyalty

Mahothan et al., (2022) conducted research related to the correlation of brand love and
brand loyalty. The research purpose to explore the causes and effects of brand loyalty. The
outcomes of this research prove a positive and significant impact on brand love on brand loyalty.
Similar research was also carried out by Arghashi et al., (2021), which tries to put the idea of
"brand love" analyze the results and the influencing factors by looking at the attitude and
consumer satisfaction as a mediating factor in brand love, which affects brand loyalty. The result
demonstrate that brand loyalty is positive and significant impacted by brand love. The results of
this study indicate that consumers' sense of brand love has a major impact on their level of brand
loyalty. Building "Brand Love" becomes something that is considered crucial, which characterizes
a group of customers' emotional bond that extends beyond their mere contentment with a good
or service. Research by (Madadi et al., 2022) also examines the effect of brand love on brand
loyalty. The results of this study confirm that brand love positively and significantly plays an
important role in developing brand loyalty. The hypothesis from these findings is:
HS5: There is a positive influence of Brand Love on Brand Loyalty

Rabbanee et al., (2021) researched the correlation between Susceptibility to Normative
Influence on loyalty. This shows that following the results of this research, SNI influences brand
loyalty positively and significantly. Research related to the relationship between Susceptibility to
Normative Influence on loyalty was also carried out by Hoang et al., (2022) and (Pangarkar et al.,
2023). The research results show that SNI has a significant effect on loyalty. When consumers feel
accepted within these communities, they tend to be more loyal to brands that represent those
habits and values. The hypothesis from these findings is:
Hé6: There is a positive influence of Susceptibility to Normative Influence on Brand Loyalty
RESEARCH METHODS

An approach known as the quantitative research method was employed in this study. In
quantitative research, the primary approach emphasizes measuring variables, putting theories to
the test, and figuring out how observed events relate to one another (Scharrer &
Ramasubramanian, 2021). The author uses a nonprobability sampling method. Next, the author
will apply a purposive sampling technique. The purposive sampling method produces results
that are relevant to the data that has been determined (Creswell & Creswell, 2022). Several criteria
related to respondents were used in this research, namely that the respondent was someone who
had bought and used at least one of the 3 fashion brands H&M, UNIQLO, and Adidas, the
respondent belonged to the Generation Y & Z, as well as respondents domiciled in 6
cities/regencies, including Jakarta, Surabaya, Bandung, Semarang, Batam and Sleman Regency.
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Structural Equation Modelling is a suitable analysis method for this research. The structure of
relationships represented by a set of equations can be examined using SEM which is comparable
to a series of multiple regression equations. Software such as IBM SPSS 29 and AMOS Graphic 24
are used in the data analysis process. Validity and Reliability Test, Measurement Model Test,
Structural Model Test, GOF Test, and Hypothesis Test are the steps that make up SEM testing.

RESULTS AND DISCUSSION

Based on the data obtained, as many as 150 respondents in this study met the criteria
stated in the research questionnaire screening questions, namely the respondent is someone who
has bought and used at least one of the 3 fashion brands H&M, UNIQLO, and Adidas, the
respondent belongs to the Generation Y & Z, as well as respondents domiciled in 6
cities/regencies including Jakarta, Surabaya, Bandung, Semarang, Batam and Sleman Regency.
The majority of respondents, according to this study, reside in Jakarta., with a total of 41
respondents or a percentage (26.7%), followed by Surabaya with 33 respondents (22.1%),
Bandung with 23 respondents (15.4%), Semarang with 20 respondents (13.3%), Sleman Regency
with 19 respondents (13.1%), and Batam with 14 respondents (9.4%). The results show that
researchers were able to obtain valid data for research purposes related to purchasing fashion
products by selecting respondents from a strict population.

Validity and Reliability Test

The validity test focuses on the Pearson Correlation value and significance level. If
Pearson Correlation > 0.50 and the significance level is less than 0.05, then the question item is
considered valid.

Table 2. Validity Test Results

. Pearson .
Variables Items Statement . Sig Status
Correlation

I feel that the style and quality of this fashion brand can

BT1 . .642** .000 Valid
meet expectations.
13 1find the designs of this fashion brand do not disappoint. 708 000 Valid
Brand Trust
(BT) BT4 I feel this fashion brand provides convenience for 600 000 Valid
everyday needs.
BT7 llorl:;\;e confidence regarding the quality of this fashion a5 000 Valid
BLV1 I am. always up to date on the latest products from this 697 000 Valid
fashion brand.
Brand Love  BLV3 Ibelieve this fashion brand suits your everyday lifestyle. 7227 .000 Valid
(BLV) BLV4 Ihave a positive view regarding this fashion brand. 712%* .000 Valid
BLVS I fee.l that my taste matches the product design of this 749+ 000 Valid
fashion brand.
BLV7 Ilike and am enthusiastic about this fashion brand. 673** .000 Valid
SE2 I've always bee_n close to the community of people who 75 000 Valid
wear these fashion brands.
SE3 I feel happy when other pe9ple are considered to be part oy 000 Valid
of those who wear this fashion brand.
Self-Esteem  SE4 I feel this fashion brand makes people confident. .658** .000 Valid
SE . . . ; .
(SE) SE5 I view this fashion brand as being able to provide a good 74w 000 Valid

self-image.

SE6 I thmk_ t_hat'thls fashlon brand can increase social level oy 000 Valid
recognition in society.
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I often buy fashion brands based on considerations and

SNI1
recommendations from friends.

674%* .000 Valid

I often pay attention to the choice of fashion brands that

SNI3 celebrities buy.

.808** .000 Valid

I always identify with other people through the same

14 797*%* . Vali
Susceptibility SN brand of fashion products. ? 000 Valid
to N t . . .
0 Normative I often consider buying fashion brands that other people 658 000 Valid
Influence (SNI) recommend.
SNI6 I prioritize the approval of friends or family when 207 000 Valid

choosing a fashion brand.
I sense that I am a member of a group when I buy the same

SNI7 fashion brands that my friends or family buy. 7227 000 Valid

BLY1 I feel this fashion brand is a priority choice. .656™* .000 Valid

Brand Loyalty BLY2 I often use this fashion brand as my main alternative. 714 .000 Valid
(BLY) BLY6 Iwill be aloyal consumer of this fashion brand. 798** .000 Valid

Source: Primary Data, processed 2023

Table 2 shows that all 23 instruments were identified as valid. Next, the reliability test is
measured using the Cronbach Alpha formula. If a variable's Cronbach's Alpha value is more than
0.70, it considered acceptable.

Table 3. Reliability Test Results

No Variables Cronbach’s Alpha Status
1 Brand Trust (BT) 714 Reliable
2 Brand Love (BLV) 765 Reliable
3 Self-Esteem (SE) 774 Reliable
4  Susceptibility to Normative Influence (SNT) 817 Reliable
5 Brand Loyalty (BLY) .708 Reliable

Source: Primary Data, processed 2023

Considering Table 3, the Cronbach's Alpha value requirements have been met for each
variable, namely Cronbach's Alpha > 0.7, this shows that all variables have been identified as
reliable.
Measurement Model Test

The measurement model used in the research comes from the results of data processing
with AMOS Graphic 24 software. A double-headed curved arrow connects all research variables.
(Hair et al., 2019).

GoF MODEL
CMIN/DF=1,888
GFI=,799
CFl=,843
TLI=819
RMSEA=077

Figure2. Measurement Models
Source: Primary Data, processed 2023
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In Figure 2, there are 23 indicators in the data that are declared valid because they
produce a loading factor value > 5, and SE4 is an indicator that is invalid in this test. So, item
SE4 will no longer be used in structural model tests.

Table 4. Results of GOF Measurement Model

No Index Results Status

1 CMIN/DF 1,888 Good Fit
2 GFI 0,799 Bad Fit

3 CFI 0,843 Marginal Fit
4 TLI 0,819 Marginal Fit
5 RMSEA 0,077 Good Fit

Source: Primary Data, processed 2023
Table 4 shows that some GOF indices continue to produce poor fit, and the research
model indicated earlier still does not meet the requirements for Good Fit.

Structural Model Test (Modification Indices)
This modification will improve the GOF value besides improve the hypothesis results.

2 3 B B
es) (e6) (e7) (e8
1 1 1 1
SE2 || SE3 || SES || SE6
I 7

SE Jea—{e24

- 21 fa BLV1 | & 25
e4)={ BT1 €23 100 > 1N
& s i Sy e P c0 g BLY1 {620
z
)BT N, i 4 ; i
7 BT 2 v fa VN By
) {ET4 33 A 152 SN
21 o0 Evslecf )} BLV6| 2

el BT7 -08

& [Bujeeiy =

GoF MODEL
CMIN/DF=1477
€26 SNI -be GFI=,855
CFI=,923

2 11

VA & TLI=,906

B E BN EHE 7 RMSEA=,057
i g ! 1 s

i 2 1°3 1 153 19)
Figure 3.  Structural Model (Modification Indices)
Source: Primary Data, processed 2023

Table 5. Results of GOF Structural Model (Modification Indices)

No Index Results Status

1 CMIN/DF 1,477 Good Fit
2 GFI 0,855 Marginal Fit
3 CFI 0,923 Good Fit
4 TLI 0,906 Good Fit

5 RMSEA 0,057 Good Fit

Source: Primary Data, processed 2023
The visible research model is a model that has been well identified with 4 indexes
have Good Fit results and 1 index that has Marginal Fit results.

Hypothesis Testing (Modification Indices)

The following are the outcomes of hypothesis testing:
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Table 6. Hypothesis Testing (Modification Indices)
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Std.

Std. Reg

Hypothesis Path Estimation CR. P Weight Information
Hi1 BT - BLV 0,618 4,403 e 0,544 H1 Supported
H2 BLV -SE 0,938 5,719 o 0,734 H2 Supported
H3 BLV - SNI 0,628 4,824 ok 0,591 H3 Supported
H4 SE -BLY -0,301 -1,435 0,151  -0,514 H4 Not Supported
H5 BLV-BLY 0,604 3,362 ok 0,808 HS5 Supported
Hé SNI-BLY 0,377 1,990 0,047 0,537 H6 Supported

Source: Primary Data, processed 2023
According to Table 6, this consists of that 5 hypotheses show a significant positive
relationship. Meanwhile, one hypothesis shows an insignificant relationship.

Self-Esteem

H2 (+) 0,734%**

H4 (). ns

HS (+) 0,808%¢*

H1 (+) 0544
Brand

H3 (+) 0,591%*=

H6 (+) 0.537+*

Susceptibility to
Normative Influence

Figure 4. Final Research Model
*** P <0,001

**P<0,05

*P <0,100

(Source: Primary Data, processed 2023)

Hypothesis Discussion
H1: The Influence of Brand Trust on Brand Love

Based on Table 6, hypothesis 1, Brand Trust and Brand Love shows a positive and
significant relationship, where the correlation of the two has a critical ratio value of 4,403 and p-
value < 0,001 (***). The results of this investigation align with those of previous studies. that
showed how consumers' perceptions of brand trust are typically mirrored in their perceptions of
brand love. These studies were conducted by (Joshi & Garg, 2022), which states that brand trust
becomes a significant construct in the context of increasing customer love for a brand of a product.
Understanding the relationship between customers and brands is the main component that needs
to be understood to attract consumer attention (Nawaz et al., 2020). Comparable study findings
were also reported by (Wong, 2023), which proves that brand trust has a positive and significant
impact on brand love. Trust in a brand is based on strong beliefs and interactions that tend to be
intensive to produce a high sense of brand love. It can be proven that brand trust can influence a
consumer's brand love related to the consumer's purchase and use of clothing products.
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H2: The Influence of Brand Love on Self-Esteem

Based on Table 6, hypothesis 2, Brand Love towards Self-Esteem shows a significant
positive relationship, where the relationship between the two has a critical ratio value of 5,719
and p-value < 0,001 (***). The study carried out by (Jamshidi et al., 2019), aims to respond to the
query of whether or not customer self-esteem has a significant role in the marketing literature.
The results of this research show a positive and significant correlation of Brand Love and Self-
Esteem. The research results which stated that brand love had a positive and significant effect on
self-esteem were also expressed (Mrad & Cui, 2020). Brand love and self-esteem are significantly
related to each other (Shin et al., 2020). This research gives managers an improved comprehension
of the various kinds of relationships that can exist between consumers and specific brands, which
can help them make decisions about marketing strategies. It has been proven that brand love can
influence a consumer's self-esteem regarding the use of clothing products.

H3: The influence of Brand Love on Susceptibility to Normative Influence

Based on Table 6, hypothesis 3, Brand Love on Susceptibility to Normative Influence
shows a significant positive relationship, where the relationship between the two has a critical
ratio value of 4,824 and a p-value < 0,001 (***). Research by (Sohail, 2023), shows that love of the
brand influences susceptibility to normative influence in a significantly positive way. Similar
research was also carried out by (Paruthi et al., 2023). The study's findings demonstrate the
positive significance of both brand love and susceptibility to normative influence. Social
influence, whether in the form of information or social norms, and the perceived quality of
information, influences consumers' desire to make a purchase (Fu et al., 2020). Brand love can
influence a consumer to be increasingly susceptible to the influence of the surrounding
environment such as friends, family, and relatives regarding the purchase and use of clothing
products.

H4: The Influence of Self-Esteem on Brand Loyalty

Based on Table 6, hypothesis 4, Self-Esteem towards Brand Loyalty, shows an
insignificant relationship, where the relationship between the two has a critical ratio value of -
1,435 and p-value of 0,151. As a result, this hypothesis was not supported and the initial
hypothesis was rejected. This is aligned with earlier studies which revealed that the impact of
self-esteem does not affect a consumer's brand loyalty (Japutra et al., 2023). Research conducted
by (Suwandi & Balgiah, 2023) also stated that brand loyalty is not significantly impacted by one's
level of self-esteem. The subjects in this research are in line with one of the subjects chosen by the
author in conducting research, namely Generation Z. In this research, they stated that the general
tendency among Generation Z is low self-esteem, and the concept of low self-esteem does not
affect brand loyalty. Although consumer self-esteem is an important component that influences
various aspects of consumer behaviour, the statistical results in this study do not support the
initial hypothesis that the level of self-esteem influences the extent to which consumers remain
loyal to the use of clothing products.

H5: The Influence of Brand Love on Brand Loyalty

Based on Table 6, hypothesis 5, Brand Love towards Brand Loyalty shows a significant
positive relationship, where the relationship between the two has a critical ratio value of 3,362
and p-value < 0,001 (***). Research by (Mahothan et al., 2022) stated the findings that prove a
positive and significant impact on brand love on brand loyalty. Research regarding the
correlation of brand love and brand loyalty was also conducted by Arghashi et al., (2021). The
results of this research prove that brand love has a positive and significant effect on brand loyalty.
In light of this research, it can be said that the concept of brand love greatly impacts how loyal
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customers are to a particular brand. Madadi et al., (2022) also researched the influence of brand
love on brand loyalty. The study findings confirm that brand love positively and significantly
plays an important part in building brand loyalty. Love for a product serves as an emotional bond
and is a major factor in building enduring relation to the product of brand.

Hé6: The Influence of Susceptibility to Normative Influence on Brand Loyalty

Based on Table 6, hypothesis 6, Susceptibility to Normative Influence on Brand Loyalty
demonstrates the significant positive correlation that exists, where the correlation between the
two has a critical ratio value of 1,990 and a p-value < 0,047. Research conducted by Rabbanee et
al.,, (2021) proves that susceptibility to normative influence effect brand loyalty in a significantly
positive way. Research result (Hoang et al.,, 2022) ; Pangarkar et al.,, (2023) also shows that
susceptibility to normative influence has a positive and significant effect on brand loyalty. Brand
loyalty suggests that brands can take advantage of this normative influence by creating groups
or communities of consumers who share principles and habits.

CONCLUSION

The conclusion of research on 150 respondents shows an insignificant correlation
between Self-Esteem and Brand Loyalty. However, the Novelty variable, namely Brand Trust,
shows a significant influence on Brand Love. The Brand Love variable has a positive significant
effect on the core variable, namely Self-Esteem. Brand Love also has a significant positive impact
on Susceptibility to Normative Influence. Other results show that Brand Love and Susceptibility
to Normative Influence have a significant effect on Brand Loyalty. An academic contribution that
fashion industry managers can apply is to use these findings to better understand the specific
context in which consumer self-esteem does not directly influence brand loyalty. Self-esteem does
not affect brand loyalty, but managers can focus their efforts on other factors that may have a
more significant effect on their fashion brand loyalty. This research encourages further research
or development of strategies that focus on attitudes, customer experience, customer satisfaction,
perceived value, or other psychological elements that may have an impact on brand loyalty.

The limitation of this study is in collecting samples because it only got 150 respondents
who met the criteria. The limitations of this research are also only at the stage of triggering the
growth of consumer brand loyalty to clothing products and not at the stage of repurchase
intention. So this research cannot show the maximum impact that occurs in the field for
companies.

The researcher's hope for future research is to update the object to be studied. Future
research can determine the research object by considering contemporary aspects. One example of
an industry that creates trending behavior in society is the electronics industry such as
smartphones, smartwatches, and the footwear industry for superior sneaker products. Future
research is expected to include new variable components such as Brand Experience as a research
variable. This approach aims to produce new information that displays the capacity to
significantly advance the development of knowledge in this field. The author contributes to a
theory, namely Social Identity Theory. The author also has suggestions for further research to use
different theories or combine them with one theory, namely the Theory of Reasoned Action
(TRA). This theory says how to measure someone's feelings about doing something can predict
their purchasing behavior. This research provides insight into fashion industry managers to be
able to carry out creative and innovative marketing techniques. One example of a strategy that
marketers can use is using brand ambassadors. Brand ambassadors can help marketers to attract
consumer attention. Marketers can choose influencers who have large and loyal followers so that
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the results obtained are in line with expectations. Another example is by carrying out limited
event collaborations with other brands which will have an impact on many additional consumers.
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