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Abstract

The paper aims to enhance the knowledge on the phenomenon of brand love in the
fashion online retailing context. It builds on the Stimulus-Organism-Response (S-O-R)
model in order to identify the determinants of store brand love and its impact on
patronage intention and store loyalty. By including price, assortment, global service
and communication as stimuli, the adopted theoretical framework may shed light on
the mechanism underlying the formation process of love toward the store brand and its
role in the consumer’s decision-making process. Data were collected through an online
survey with a sample of 323 Italian consumers. Results showed that assortment, global
service and price convenience act as stimuli for brand love, which in turn is capable of
positively influence patronage intention and store loyalty.

At the theoretical level, the study supports the adequacy of the S-O-R model for
explaining the role of store brand love in the online consumer decision-making process.
From a managerial perspective, the findings highlight the factors that practitioners can
leverage to increase store brand love and, consequently, loyalty and purchase intention.

Keywords: e-commerce, fashion, store brand love, store loyalty, patronage
intention

1. Introduction

To successfully compete in a dynamic scenario animated by the presence of a
growing number of businesses and brands, it is no more sufficient to satisfy
customers, organisations must aim to establish profitable relationships based on
trust and emotional attachment. Recent studies have demonstrated that consumers
can feel a sentiment of love for their favourite brand (Batra et al., 2012). This
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feeling can increase the chance to build a strong brand relationship and increase
brand loyalty. Carroll and Ahuvia (2006) defined brand love as the emotional bond
a satisfied consumer has with a specific brand. Therefore, brand love entails
passion for the brand, attachment, and positive evaluation of the brand. Brand love
is a relatively new topic in the marketing. Research so far has investigated some
antecedents of brand love. For example, brand image and brand personality were
found to affect brand love (Ismail and Spinelli, 2012; Unal and Aydin, 2013;
Bairrada et al., 2019; Roy et al., 2016). Other scholars have analysed the impact of
brand identification (Alnawas and Altarifi, 2016) and brand trust (Albert and
Merunka, 2013) to find a positive influence on brand love. Then, past studies have
explored how relational constructs may explain brand love. Love is a relational
dimension; thus, it should relate to other relational variables (Albert and Merunka,
2013). The attention toward brand love is still in an emerging stage and despite the
growing interest toward the construct there is still a dearth of research examining
its antecedents. Moreover, Karjaluoto et al. (2016) maintain that studies should
widen the analysis of brand love’s antecedents by adding factors capable of
influencing the emotional bond customers establish with the brand, such as
brand equity, perceived value and perceived quality. Such scientific gaps have
also compromised the advancement of knowledge of the construct in the retail
context (Ferreira et al., 2019; Roy et al., 2016; Ortiz and Harrison, 2011) where
dimensions such as perceived value and quality are crucial in activating long-
lasting ties with customers (Shujaat et al., 2018). Moreover, research on brand
love has been more focused on traditional (physical) contexts paying less
attention to online context. The widespread of Internet and, consequently, of e-
commerce channels have created and additional space for communication and
distribution, thus providing a new reality for brand experiences.

This study aims at providing a theoretical contribution on how e-retailer’s qualities
affect brand love and how brand love influences patronage intention and e-store
loyalty. Specifically, we consider two key research questions:

RQ1: To what extent price, assortment, global service and communication of the e-retailer
affect brand love?

RQ2: How does brand love relate to patronage intention and store loyalty in the contest of
e-commerce?

By addressing these questions, the study responds to the concern about the lack of
investigation in online retail context (Kim et al., 2008). This study attempts to
increase the understanding of the phenomenon of brand love in fashion online
retailing context. By including price, assortment, global service and
communication as stimuli, the adopted theoretical framework may shed light on
mechanism underlying the formation process of love toward the store brand.



2. Theoretical background

The Stimulus-Organism-Response (S-O-R; Mehrabian and Russell, 1974)
framework has often been used by literature to explain the consumer's decision-
making process and his purchasing behavior, which would be linked not only
to factors internal to the individual, but also to a set of stimuli from the
environment (Bagozzi, 1986).

Within the S-O-R framework, the second element, i.e., the organism, is the
internal state of the individual, which creates a connection between
environmental stimuli and behavioral responses (Donovan and Rositer, 1982;
Baker et al., 1992; Chang et al., 2011; Chebat and Michon, 2003; Eroglu et al.,
2001; Eroglu et al., 2003; Islam and Rahman, 2017; Kang and Sohaib, 2015;
Kim and Lennon, 2013; Mollen and Wilson, 2010; Rose et al., 2012).

On closer inspection, the process activated by the S-O-R approach is not linear.
An input does not automatically correspond to an output: not all consumers, in
fact, are subject to the same stimuli and, even if they were, they would not react
in the same way. This is because each subject processes the stimuli in a different
way in a single decision-making procedure, according to their own cultural,
social, personal and psychological characteristics.

The conceptual model of this paper relies on the theoretical advances related to the
S-O-R framework (Mehrabian and Russell, 1974), which we use to study store
brand love in online shopping behavior in the fashion industry.

Brand love is defined as “the degree of passionate emotional attachment a satisfied
consumer has for a particular trade name” and it is a construct of marketing that
“helps explain and predict variation in desirable post-consumption behaviors
among satisfied consumers” (Carroll and Ahuvia, 2006).

The literature on brand love is very wide and highlights the long-term emotional
relationship between consumers and brand (Batra et al., 2012). In this
relationship, very similar to the one established between two individuals
(Shimp and Madden,1988; Keh et al., 2007; Carroll and Ahuvia, 2006; Whang
et al., 2004; Albert et al., 2008), brand is perceived as unique and, therefore,
irreplaceable (Fournier, 1998; Shimp e Madden, 1988; Keh et al., 2007; Carroll
and Ahuvia, 2006; Whang et al., 2004; Albert et al., 2008).

According to Albert et al. (2008, 2009), in line with the interpersonal love
literature, brand love is characterized by six first- and four second-order
dimensions. First-order dimensions include idealization, intimacy, pleasure,
dream, memories, and uniqueness, whereas second-order ones are passion and
affection. Ahuvia (2005) explains that brand love includes passion for the
brand, attachment to the brand, positive evaluation of the brand, positive
emotions in response to the brand, and declarations of love for the brand.



Prior literature has thoroughly analyzed brand love by mainly examining the
consumer-producer relationship, while far fewer studies focus on the
consumer-retailer relationship (Kim, 2008; Kim et al., 2010; Ortiz and
Harrison, 2011; Nikhashemi et al., 2019; Sarkar et al., 2019).

Customers who feel affectionate to a retailer’s brand show a positive attitude
towards and have a better image of the retailer. They positively judge their
experience with the retailer (Khan and Rahman, 2015; Wallace et al., 2014; Aro
et al., 2018), are more willing to repeat the purchase over time from their
preferred retailer, even if they buy at higher prices.

Some empirical evidence shows that perceived relationship investment,
hedonic and symbolic store experiences are key drivers of customer love. A
higher level of competitive insulation, which is found to be linked with
customer love and symbolic store experience, is able to determine the loyalty
in the consumer behaviour (Kim et al., 2008).

Subsequent studies have explored brand love in the context of online retail
brands. The ability of online retail brands to communicate brand personalities
(Okazaki, 2006; Opoku et al, 2007; Roy et al. 2016) and form “love-like”
attachments with customers has been demonstrated in some research (Ortiz and
Harrison, 2011; Kim, 2008; Kim et al, 2010; Vlachos and Vrechopoulos, 2012;
Roy et al. 2016).

This paper contributes to prior literature and proposes four antecedent variables
as external stimuli which can determine store brand love and, consequently,
patronage intention and store loyalty. The antecedent variables are some of the
core elements of the online offer, namely price, assortment, global service and
communication, and are discussed in the next section.

3. Research model and hypotheses

The conceptual foundations of the proposed model and related hypotheses are drawn
from three different research streams: perceived value (Jalil et al., 2016; Swaid and
Wigand, 2012; Carroll and Ahuvia, 2006; Sweeney and Soutar, 2001); brand love
(Batra et al., 2012; Karjaluoto et al., 2016; Unal and Aydin, 2013); patronage intention
(Garaus, 2017; Nair, 2018); store loyalty (Balabanis et al., 2006; Gonzalez-Benito and
Martos-Partal, 2012). Thanks to a review of relevant literature, we selected the most
robust constructs according to their relevance and expected validity for the purpose of
the study. From a structural point of view, the research model is composed by seven
main constructs, derived from the literature review: a) price convenience, resulting
from consumers’ beliefs that retailer’s prices are low and convenient compared to other
stores (Handelman and Arnold, 1999); b) assortment, resulting from consumers’
judgments related to the variety of products and brands provided by the retailer (Verma



and Sharma, 2017); ¢) communication can be defined as consumers’ beliefs that the
store communication is clear, transparent and complete (Guenzi et al., 2009); d)
service, which refer to assessments about services provided by the retailer (Yang and
Kang, 2009); e) brand love defined as the emotional attachment a consumer has for a
particular brand (Albert et al., 2009); f) patronage intention, defined as the probability
that the consumer will buy products from the store in the near future (Grewal et al.,
2003); g) store loyalty defined in terms of behavioural response of revisit over time
(Watson et al., 2015; Cronin, 2017).

As shown in Fig. 1, the main underlying hypothesis of the proposed model is that price
convenience, assortment, global service and communication act as stimuli for brand
love, which in turn is judged capable of positively influencing patronage intention and
store loyalty.

Influence of price, assortment, global service and communication on brand love

The study proposes four antecedent variables as external stimuli which can
impact the consumer-online retailer relationship in terms of brand love and,
consequently, patronage intention and store loyalty. We analyze some of the
core elements of the online offer: price, assortment, global service and
communication

This study examines the potential impact exerted by the price variable on the
store brand love in the fashion industry, where consumers follow utilitarian as
well as hedonic motivation to shop online (Vignali and Reid, 2014). The
literature has so far mainly investigated the function of the price variable as a
consequence of the brand love (Krishnamurthi and Raj, 1991; Batra et al., 2012;
Albert and Merunka, 2013; Hegner et al., 2017).

The most beneficial factor of shopping online was identified as the possibility to
compare prices (Moshrefjavadi et al., 2012) and buy at a lower price (Bauboniené
and Guleviciiité, 2015). Reed (1999), Chiang (2001) and Park and Kim (2003)
suggest that consumers’ intention to shop online is significantly affected by price
convenience. At the same time, consumers’ perception of price influences their
perception of value, purchasing decisions and post-purchase behavior (Thomson et
al., 2005; Matzler et al., 2006; Munnukka and Jarvi, 2012), loyalty formation and
consumption (Hartline and Jones, 1996; Karjaluoto et al., 2016; Thomson et al.,
2005).

Based on these arguments, our first hypothesis can be stated as follows:

H;: Price convenience of products offered by online fashion retailer positively
influences store brand love.



Consumers often do not know which specific variant of the product they wish
best fits their needs (Cachon et al., 2005). From this perspective, assortment
plays a fundamental role in store choice (Kelley and Stephenson, 1967; Zimmer
and Golden, 1988; Briesch et al., 2009) and turns out to be a strategic
positioning tool for customer acquisition and retention (Grewal et al., 1999;
Kahn, 1999; Koelemeijer and Oppewal, 1999). Assortment is also a main factor
for retail patronage (Arnold et al., 1983; Baker et al., 2002; Pan and Zinkhan,
2006) because the composition of the assortment not only attracts consumers
to the store but shapes their preferences and affects both current and future
product choice (Simonson, 1999; van Ryzin and Mahajan, 1999).

According to Kautish et al. (2020), who investigated the effectiveness of
product assortment on consumers’ online purchase intentions for fashion
apparel shopping, product assortment generates value for customers (together
with order fulfillment) in terms of customer experiences related to convenience
(Jain et al., 2015, 2017), availability (Boyer and Hult, 2006), and time saving
(Peinkofer et al., 2016).

Based on these arguments, our second hypothesis can be stated as follows:

H,: Assortment of products offered by online fashion retailer positively influences store
brand love.

Prior literature suggests that over time retail stores have significantly invested
in offering excellent sales services (Dabholkar et al., 1996; Gouthier et al.,
2012), which exceed customer expectations (Horwitz and Neville, 1996) and
increase their satisfaction (Edvardsson and Enquist, 2011; Gouthier et al.,
2012). This is even more true in online retailing, where it is easier to access
information and prices are easy to compare, which is why providing superior
customer service is important to attract and retain customers (Mero, 2018).
Quality of online service is one of the key drivers of the success of online
retailers and Jun et al. (2004) suggests that a significantly positive relationship
between overall service quality and satisfaction does exist. More recently,
Panchapakesan and Wagenseil (2018) also verified that retail service
excellence positively influences brand love.

Based on these arguments, our third hypothesis can be stated as follows:

Hs: Global service offered by online fashion retailer positively influences store brand
love.

Prior literature shows that store communication influences the creation of
customer trust when it is perceived as credible, clear and complete (Duncan and



Moriarty, 1998; Bendapudi and Berry, 1997; Doney and Cannon, 1997;
Morgan and Hunt, 1994; Spreng et al., 1996).

The quality of store communication fosters all three levels of customer trust:
customer to sales associates, customer to store branded products, and customer
to the store itself (Guenzi et al., 2009).

User-facing communication is an important factor although it is provided using
text, color, graphics and animation rather than by personnel. Since it is linked
with customer informing and listening activities, e-commerce communication
can also be used to describe service, feedback and customer confidence (Cox
and Dale, 2001). Lee and Lin (2005) argue that in online shopping the
availability of high-quality information, i.e., accuracy, timeliness, relevance
and understandability, increases satisfaction with both the user experience and
the product purchase.

Based on these arguments, our third hypothesis can be stated as follows:

Hy: Communication adopted by online fashion retailer positively influences store brand
love.

Influence of brand love on patronage intention and store loyalty

Prior literature shows that the emotional connection with a brand has positive
influences on purchase intention. Emotional feelings for a brand may create a
strong desire to possess it to the point of buying and making repeat purchases
(Matzler, 2006). Roy et al. (2013) posited that purchase intention is a significant
consequence of brand love. Consumers who reveal love towards a brand tend to
purchase more form that brand. Consumers who develop an emotional bonding
with a brand begin by displaying a generally positive attitude towards the brand
and, consequently, with an accumulated experience they decide to buy it (Palusuk
et al., 2019). Despite the significant role exerted by brand love on behavioural
patterns of consumers, several scholars have pointed out that there is a need for
further research aimed at establishing this outcome (Trivedi and Kishore, 2020).
Moreover, there are still a few studies that look at brand love in the context of retail
(Ferreira et al., 2019). Starting from these assumptions, we hypothesise that:

Hs: Brand love positively influences patronage intention

One of the most studied outcomes of brand love is brand loyalty in its main forms
(Bergkvist and Bech-larsen, 2010; Carroll and Ahuvia, 2006; Koo and Kim, 2013;
Unal and Aydin, 2013). Carroll and Ahuvia (2006) found that brand love positively
influences brand loyalty. Other scholars have subsequently empirically supported
this influence (Albert et al., 2013). Koo and Kim (2013), based on the stimulus-



organism-response (S-O-R) model, found that store love, when affected by design
and merchandise, positively influences store loyalty. The present study includes
store loyalty as an outcome of brand love in order to replicate this aspect in the
context of online retail. Thus, based on above considerations, it is hypothesised
that:

Hs: Brand love positively influences store loyalty

Figure 1. Research model and hypotheses
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Source: our elaboration.

4. Method

Procedure and measures

To test the proposed model, an empirical study was conducted via online
survey. The invitation with the URL link to the questionnaire was posted on
some social networks users’ accounts. Participation was voluntary, non-
incentivised, and responses were collected between May and June 2021. In
total, 547 Italian consumers were reached. An introductive message was used
to assure respondents of the anonymity of all data and confidentiality of the
study (Chang et al., 2010). Then, respondents were immediately asked if they



had bought fashion products online in the past 6/8 months and, subsequently,
if they had ever purchased fashion products from the online retailer Yoox. Only
those who answered “yes” were able to complete the questionnaire, thus
reducing the sample size to 323 online shoppers. The choice to focus the
research on Yoox is motivated by the evidence that it is one of the world leaders
in online luxury and fashion and its founder has been defined by the New York
Times as “the man who brought fashion to the web” (Vogue Business, 2019).
In addition to the socio-demographic data (gender, age, place of residence,
education, occupation, and annual income), the questionnaire also included
measurement scales for the research variables coming from established
literature and adapted to fit the research context.

Assortment was detected with the 4-items scale by Srinivasan et al. (2002).
Price convenience was measured through the three items developed by
Handelman and Arnold (1999), while the 3-item scale by Guenzi et al. (2009)
was used for measuring the communication variable. Starting from previous
literature (e.g., Davari et al., 2010; Long and McMellon, 2004; Rolland and
Freeman, 2010) ten items were developed to measure the service offered by the
online retailer. The measure for brand love consisted of six items selected from
the scale proposed by Albert et al. (2009) while store loyalty was assessed
through three items adapted from Watson et al. (2015) and Cronin (2017).
Finally, patronage intention was measured through the 3-item scale proposed
by Grewal et al. (2003). All items were constructed using a 7-point anchored
scale. The questionnaire was carefully designed to promote clarity and increase
respondents’ understanding (Podsakoff et al., 2003). The items of the scales are
shown in Table 1.

Analytical procedure

Data underwent two phases of analysis. First, the measurement model was
analysed through a confirmatory factor analysis (CFA) and Cronbach’s alphas
estimation to obtain evidence of convergent and discriminant validity of the
measurement scales. Second, the paths of the hypothesised relationships were
explored.

For the analysis of the measurement model and of the conceptual model, structural
equation modelling (SEM) was performed using the IBM SPSS statistical software
(SPSS Inc, Chicago, IL; release 26.0) and the LISREL software (release 8.80),
employing the maximum-likelihood method.

5. Results



Sample characteristics

The sample was represented by 71% of females and 29% of males, with a mean
age of 29.1 (min = 18; max = 68). The respondents were well-educated: 58%
had graduated or post-graduated, 42% completed high school and 1%
completed primary school. The income level is quite varied: 39% have an
annual income of less than 5,000 euros; 41% earn between five and twenty-five
thousand euros; 13% earn between twenty-five and fifty thousand euros; 7%
declared an annual income exceeding 50,000 euros.

Tests of the measurement model

Cronbach’s alphas and a CFA were estimated to assess the reliability and the
convergent and discriminant validity of the measurement scales. The internal
consistency reliability was very high for almost all constructs, as demonstrated by the
alpha indexes that were greater than the threshold value of 0.70 (Nunnally, 1978). Only
one item from the “assortment” scale was removed as it showed a low item—total
correlation and reduced the alpha value for the construct below the threshold value.
After removing the item, the internal consistency of the scale increased and all the
remaining items showed a high item—total correlation, indicating their ability to tap the
construct.

As the normality assumption was violated, the CFA model was estimated using the
Satorra-Bentler method (Satorra and Bentler, 1994). The fit indices showed that the
measurement models fit the data well: ¥ = 1489.816, df = 413, p < .001, CFI=0.97,
RMSEA =0.09, NNFI=0.97, SRMR = 0.05. All items substantially and significantly
loaded onto the expected latent construct (Anderson and Gerbing, 1988). All constructs
also showed satisfactory levels of Composite Reliability (CR) and Average Variance
Extracted (AVE), exceeding the recommended cut-off points for the adequacy of
0.70 and 0.50, respectively (Fornell and Larcker, 1981; Steenkamp and Van
Trijp 1991). Next, discriminant validity was assessed by Fornell and Larcker’s (1981)
criterion: the average variance explained by the latent variables was greater than any of
the squared correlations involving the variable, except for store brand love. Table 1
reports the reliability and validity indices for each construct.

Table 1. Measurement scales reliability and validity
Scale Items CR AVE

Cronbach’s
Alpha

Price Convenience
(Adapted from Handelman and Arnold, 1999)

A shopper will find the store prices to be, on average, lower than 0.93 0.82 0.93
the competition.

The store offers its customers very low prices.

The store prices are lower than their competitors’ prices.

10



Assortment
(Srinivasan et al., 2002)

This online store provides a "one-stop shop" for my shopping. 0.87 0.69 0.86
This online store satisfies a majority of my online shopping needs.

The choice of products at this online store is limited (r)

This online store has a wide selection of products to choose from.

Communication

(Guenzi et al., 2009)

Communication of this online store is transparent 0.92 0.79 0.91
Communication of this online store is complete

Communication of this online store makes me want to buy here

Global service

(Developed by the authors)

Punctuality of deliveries

Management of returns and refunds

Correspondence between the images on the website and the real

characteristics of the product 0.95 0.67 0.95
Ease of use of the platform

Variety of payment methods

Quality of customer service (pre and post sales)

Loyalty program

Quality of the contents conveyed through the newsletter

Discounts and promotional activities

App usability

Store Brand Love

(Albert et al., 2009)

This online retailer is unique

By buymg from this online retallerz I take pleas_ure . 093 067 092
Discovering new products from this online retailer is a pure

pleasure

1 take a real pleasure in using this online retailer

I do not intend to interact with another online retailer

1 dream about this online retailer since long

Patronage Intention

(Grewal et al., 2003)

The likelihood that I will purchase products from this online store 0.96 0.87 0.96
is very high

I would be willing to buy products from this online store

I would be willing to recommend this online store to my friends

Store Loyalty

(adapted from Watson et al., 2015 and Cronin, 2017)

1 consider myself loyal to this online retailer 0.92 0.79 091

I prefer to buy fashion products on this website over any of the
alternatives.

This online retailer is the superior choice for buying fashion
products

11




Tests of the structural model

Overall, the results showed a good fit of the conceptual model (Satorra-Bentler 3> =
614.58,df=200,p <.001, CFI=0.98, RMSEA =0.07, NNFI=0.97, SRMR =0.09)
(Table 3). The model explained 46% of variance for store loyalty and 51% for
patronage intention. Path coefficients and levels of significance are displayed
in Figure 2.

Results from the data were found to support all hypotheses, except H4. Specifically,
the role of price, assortment and global service as external stimuli was confirmed: their
effect on store brand love was positive and significant, supporting HI (8 =0.153, p <
0.05), H2 (B = 0.555, p <0.01), and H3 (B = 0.245, p < 0.01). H5 and H6 were also
supported by empirical data. The consumer’s emotional attachment to the store
increased the willingness to buy its products (B = 0.855, p < 0.01). Contextually,
developing a sentiment of love toward the store brand strengthened the tendency to be
loyal to the retailer (f = 0.807, p <0.01).

Figure 2. Structural model with standardized coefficients
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Patronage
Intention

0.855%*

0.555%%*

Store Brand
Love
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Communication

Source: our elaboration.

6. Discussion

12



The major aim of the study was to investigate the role of store brand love in the
fashion online retailing context. It builds on the Stimulus-Organism-Response (S-O-R)
model in order to identify the determinants of store brand love and its impact on
patronage intention and store loyalty. Although research on brand love has been
mainly focused on offline contexts, both academics and practitioners are interested
in exploring consumers’ engagement with their online favourite retailers and the
determinants of attachment and positive evaluation of the brand. The widespread
of Internet as sales channel and the growing investments in improving the user
experience have created new spaces for interaction between consumers and
retailers and allowed to enrich the relationship with symbolic and emotional
elements. Starting from this standpoint, the study has analysed how some of the
core elements of the online offer (price, assortment, global service and
communication) can impact the consumer-retailer relationship in terms of brand
love and, consequently, patronage intention and store loyalty. The results showed
that assortment, service and price convenience act as stimuli for brand love, which
in turn is capable of positively influence behavioural intention and store loyalty.

The study contributes both theoretically and empirically to the understanding of the role
of consumers’ emotional attachment to online retailers in influencing consumers’
behaviour and increasing store loyalty.

7. Theoretical implications

The present study provides empirical evidence to support significance of brand
love construct in the context of online retail. Past research has mainly
investigated some relational factors that influence brand love (i.e., trust,
personality) (Shimp and Madden,1988; Keh et al., 2007; Carroll and Ahuvia,
2006; Whang et al., 2004; Albert et al., 2008) but rarely studies have focused
on antecedents related to the customer perceived value, above all regarding
online retail. The present study has tried to contribute to the current knowledge
on brand love. First, the study validates previous research supporting the notion
that brand love has the ability to positively affect patronage intention and store
loyalty (Bergkvist and Bech-larsen, 2010; Carroll and Ahuvia, 2006; Koo and
Kim, 2013). Second, the study goes beyond current theoretical approaches by
proposing and testing a conceptual model aimed at analyzing the relationship
between facets of customer perceived value (price, assortment, communication,
service) and brand love in online purchase environment. Findings reveal that
price, assortment and service positively impact brand love, which in turn
confirms its influential impact on intention to buy and store loyalty. Third, our
findings support strengthen past empirical evidence in the context of online
retail.
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8. Managerial implications

The issue we tackle in this paper is particularly interesting for managers
because the COVID-19 pandemic has had a disruptive impact on consumers'
purchasing behavior, pushing them towards e-commerce, especially in the
fashion sector. From a managerial perspective, this paper suggests online
fashion retailing managers to work on the value proposition to build a brand
love relationship with their customers. We find that brand love positively
influences patronage intention and customer loyalty to the store.
Patronage intention, along with customer loyalty, are fundamental to the
survival of online fashion stores in a highly dynamic and competitive
environment characterized by the presence of numerous players and the
consequent overcrowding of supply. Online shoppers have virtually instant
access to the best deals through search engines (Reichheld and Schefter, 2000).
In addition, the analysis of the antecedents of store brand love shows that e-
retailers who want to develop a brand love relationship with their customers
should act on the following variables:
= the price: proposing an economically convenient offer, compared to
competitors;
= the assortment: widening the variety of products and brands delivered;
= the global service: offering quality services in all phases of the
customer journey: pre-purchase (e.g., correspondence between the
images on the website and the real characteristics of the product;
quality of the contents conveyed through the newsletter), purchase
(e.g., variety of payment methods; discounts and promotional
activities) and post-purchase (e.g., punctuality of deliveries;
management of returns and refunds).
In addition, the ease of use of the platform must be guaranteed through
periodic maintenance since a well-designed navigation structure
significantly influences the user experience.

Based on our results, we argue that, in order to personalize the offer from a
customer centric perspective, fashion e-store marketing managers should invest
in digital analytics, because studying both quantitatively and qualitatively users'
interaction with company's website, app and other digital touchpoints, would
allow them to access all the information needed to effectively set digital
marketing investments. In addition, e-store marketing managers should invest
in the adoption of KPIs to measure and monitor store brand love and indirectly
affect patronage intention and store loyalty.
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9. Limitations and further research

This paper has some limitations: first, the sample may not be representative of
the Italian population, which limits the generalizability of our results. Our
findings which are also limited to one specific fashion retail brand.
Furthermore, the analysis did not adopt a cross-cultural approach.

Future developments of this study may be oriented to an extension of the
countries under investigation, comparing, for example, advanced economies
with emerging ones, also through the use of larger samples, in order to verify
the cross-country validity of the theoretical reference model.

In the end, the study does not consider the level of consumers’ familiarity and
involvement with digital channels. Therefore, from this perspective, further
research could investigate the moderating role of personal innovativeness in the
relationship between stimuli and attitudes toward online shopping services.
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