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Abstract 

 

The online fashion industry faces competent competition, while brand love has become 

the key to winning a competitive advantage. Thus, brand love has become an interesting 

concept among academia in brand management-related disciplines. Previous research has not 

investigated the origins of brand love, specifically, its critical connection to the components of 

the promotion mix. This study employs the Tri-component attitude model as a theoretical 

foundation to investigate the influences of components of the promotion mix on brand love, 

brand loyalty, and word-of-mouth. The survey questionnaire was developed from the relevant 

literature and deployed in Khon Kaen Province, Thailand. Through convenience sampling, 276 

individuals from Generation-Z participated in the survey. The Integrated Generalized 

Structured Component Analysis (IGSCA) was employed using GSCA Pro 1.2.1 software to 

assess the structural model. Findings show that advertising, personal selling, and sales 

promotion can predict variance in brand love, which can further predict the variance in brand 

loyalty and word-of-mouth. Several promotional mix strategies specific to each gender are 

proposed for practical use with online fashion brands to induce a love for online fashion brands. 
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1. INTRODUCTION  

 

Retail trade is crucial in each national economy and represents the supply chain’s 

endpoint (Ashutosh Kolte, 2021). In Thailand, one retail business which has experienced 

significant growth is online fashion, marked by an 85.8% increase from the previous year, 

reaching 505 billion Thai Baht in 2023 (Statista, 2023). Meanwhile, competition in this sector 

is also highly intense, and thus, pursuing competitive advantages through various strategies 
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and techniques is crucial (Gudonavičienė & Alijošienė, 2008). Retail techniques that marketers 

use include price wars, improving operational efficiency, utilization of information technology, 

and enhancement of organizational culture (McGoldrick, 1998; Palmer & Beddall, 1997; 

Piercy, 1999). However, these strategies may not be sufficient in the current competitive 

climate. Cultivating brand love has consequently become a significant strategy used in the 

highly competitive retail context and marketing domain (Thestrategystory, 2022). When 

customers love a brand, they are more likely to become loyal customers (Gumparthi & Patra, 

2020; Islam & Rahman, 2016), allowing companies to reduce costs and increase revenue 

(Gumparthi & Patra, 2020). 

Brand love describes the affective feelings of a group of satisfied consumers toward a 

brand (Bagozzi et al., 2017; Gumparthi & Patra, 2020) which can be strengthened through 

experience-based factors (Bıçakcıoğlu et al., 2018); this can create positive word-of-mouth 

(Ismail & Melewar, 2015), engagement (Islam & Rahman, 2016), impulse-buying of fashion 

products, and customer loyalty (Gumparthi & Patra, 2020). In short, brand love is a passionate 

emotional attachment between customers and a brand  (Bıçakcıoğlu et al., 2018; Gumparthi & 

Patra, 2020; Han & Choi, 2019). It has emerged as a critical metric recognized as one of the 

most reliable indicators for assessing brand strength (Batra et al., 2012). It helps companies to 

enhance their marketing activities and save costs (Gumparthi & Patra, 2020). This emphasis is 

particularly pronounced in the fashion business, where symbolic meaning is more evident than 

in other product categories (Escalas & Bettman, 2005). Fashion products can quickly and 

clearly convey symbols, identities, and social status for individuals (Han & Choi, 2019; O’Neal 

& Lapitsky, 1991). The development of brand love is considered a primary objective for 

marketers (Thestrategystory, 2022) because the more customers love a brand, the more they 

repurchase products and services from the respective company (Bıçakcıoğlu et al., 2018). 

In the literature, studies involving brand love have been increasing over the past two to 

three decades (Gumparthi & Patra, 2020; Han & Choi, 2019), where the creation of brand love 

can be seen as an emerging concept in the field of brand management (Vernuccio et al., 2015). 

Despite the importance of brand love, the literature on this topic remains limited (Han & Choi, 

2019). Existing research predominantly emphasizes explaining the impact of brand love on 

various consumer behaviors, such as brand loyalty and word-of-mouth (Anggara et al., 2023; 

Ayuningsih & Maftukhah, 2020; Roy et al., 2016), rather than delving into the origins of brand 

love, resulting in a relatively limited understanding of this aspect (Han & Choi, 2019; Riivits-

Arkonsuo & Leppiman, 2015), particularly within the context of online fashion retail 

(Gumparthi & Patra, 2020). Moreover, there is a call for further exploration of diverse 

perceptual components and consumer understanding, crucial factors contributing to emotional 

attachment and brand love (Han & Choi, 2019).  

Researchers have highlighted the need for a more comprehensive examination of the 

multifaceted aspects of consumer perception, which is a significant determinant influencing 

emotional attachment to brands and the subsequent development of brand love (Han & Choi, 

2019). Previous studies have recognized the effectiveness of the promotion mix as a tool that 

informs, educates, and creates consumer attraction to brands, potentially leading to the 

development of brand love (Berezan et al., 2016; Han & Choi, 2019; Lang et al., 2022). Despite 

the significant role of the promotion mix, no empirical evidence has been collected connecting 

the promotion mix components and brand love. This gap underscores the importance of further 

investigation to provide empirical insights into the relationship between the promotion mix and 

brand love. 

This study aims to employ the Tri-component attitude model as a theoretical foundation 

to further investigate the influence of the promotion mix components as an exogenous construct 

on three endogenous constructs: brand love, brand loyalty, and word-of-mouth. These 

constructs are tested through a specific Structural Equation Modeling (SEM) approach, the 



Influences of the Promotion Mix on Brand Love, Brand Loyalty, and 

Word-Of-Mouth: Evidence from Online Fashion Retail in Thailand 

3 

Integrated Generalized Structured Component Analysis (IGSCA). The general use of SEM 

emphasizes variables with significant implications for the dependent variable but may not 

necessarily consider every influential factor listed. In this study, a necessary condition analysis 

(NCA) is employed to identify the essential factors, often referred to as “must-have” elements 

(Richter et al., 2020). Unlike conventional analysis methods which use symmetric-quantitative 

approaches, and focus on a sufficient logic basis, NCA zeroes in on the indispensable 

conditions crucial for the outcome. Integrating the NCA with SEM in this study helps to 

enhance the study’s ability to provide more appropriate and comprehensive discoveries. 

Regarding the target population, this research examines the behavior of Generation-Z 

individuals born between 1997 and 2012 (Dimock, 2019). This demographic is considered a 

key target market for many fashion brands (Han & Choi, 2019), as individuals from this 

demographic possess trendsetting abilities, a propensity to adopt new products, and significant 

potential to become lifelong customers (Bush et al., 2004). As fashion brands often have well-

defined gender-specific target groups (Handa & Khare, 2013; Rocha et al., 2005), a multigroup 

analysis of gender differences is also performed with the aim of revealing ideas for the creation 

of promotion mix strategies for specific target groups, and highlighting the practical 

implications of the study. Accordingly, this research makes three contributions: (1) to the brand 

love literature, by expanding knowledge regarding the origins of brand love in the online 

fashion context, (2) to the SEM literature, by demonstrating the use of NCA with SEM analysis 

to discover insights, and (3) to marketing practices, by interpreting all findings and providing 

practical guidelines related to brand management strategies for business operators.   

The following content includes a literature review on brand love, the components of the 

promotion mix, brand loyalty, and word-of-mouth, accompanied by the proposed hypotheses. 

Part 3 will elucidate the research methodology, followed by a presentation and discussion of 

the study findings. Subsequently, the study results will be summarized alongside the theoretical 

and practical implications. The final section outlines the study’s limitations. 

 

2. LITERATURE REVIEW 

 

2.1 Theoretical Background 

 

The Tri-component attitude model employed in this study, has already been used with 

theories in marketing and brand management (Huang & Bunchapattanasakda, 2023). It is a 

foundational conceptual framework for comprehending the three primary stages of the 

consumer purchasing process (Lavidge & Steiner, 1961). The first stage, Cognitive, pertains to 

how individuals perceive and comprehend information about a product. This stage involves the 

perception and learning of the received information system (Fishbein & Ajzen, 1977; Li, 2013). 

In this study the promotion mix is defined as belonging to the cognitive stage, making 

consumers aware of and comprehending brand information. The second stage, Affective, 

signifies the brand’s emotional impact on consumers after gaining knowledge and 

understanding of the product brand (Han & Choi, 2019). The emotional impact can be 

interpreted as an individual’s emotional response to the information system. Emotion can be 

positive or negative, leading to favorable or unfavorable evaluations (Li, 2013; Loh et al., 

2022). In this study, brand love has been designated as affective. Finally, when consumers’ 

emotions translate into actions, they reach the Conative stage. This stage pertains to 

individuals’ behavioral intentions (Fishbein & Ajzen, 1977). Many researchers have shown 

that behavioral intentions toward brands involve brand loyalty (Batra et al., 2012; Bıçakcıoğlu 

et al., 2018) and word-of-mouth (Amaro et al., 2020; Batra et al., 2012; Bıçakcıoğlu et al., 

2018). Thus, brand loyalty and word-of-mouth are designated as conative in this study. 
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A conceptual framework for the research, consisting of eight variables and seven 

hypotheses, was formulated, based on the Tri-component attitude model and the relevant 

literature provided in the next section, as presented in Figure 1. The next section reviews the 

literature relevant to brand love, the promotion mix, brand loyalty, and word-of-mouth. 

 

Figure 1 Conceptual Model 

 
Note. Hexagon = Component, and Square = Observed variable 

 

2.2 Brand Love  

 

Brand love refers to the emotional bond between a brand and its consumers (Han & 

Choi, 2019). It indicates the affective feelings of satisfaction within a group of consumers 

(Bagozzi et al., 2017; Gumparthi & Patra, 2020) and the level of emotional attachment that 

consumers have towards the brand (Carroll & Ahuvia, 2006). Consumers’ emotional 

attachment to a brand is widely accepted as one of the most reliable indicators for measuring 

brand strength (Batra et al., 2012). The concept of building brand love is vital to scholars and 

marketers, as satisfied customer groups tend to become loyal customers (Gumparthi & Patra, 

2020; Islam & Rahman, 2016). In the context of fashion brands, Han and Choi (2019) found 

that perceptions of fashion brands can create emotional bonds between consumers and brands 

(e.g., brand love). When consumers become more familiar with a particular fashion brand, they 

tend to develop a stronger emotional attachment to that brand, resulting in positive word-of-

mouth (Islam & Rahman, 2016; Ismail & Melewar, 2015), engagement (Islam & Rahman, 

2016), and customer loyalty (Gumparthi & Patra, 2020; Islam & Rahman, 2016), resulting in 

profitable earnings for the company (Gumparthi & Patra, 2020). 

 

2.3 Promotion Mix  

 

The promotion mix (also referred to as Integrated Marketing Communications when 

utilizing one or more promotional tools) comprises communication tools that transmit 

information about products or organizations to consumers, influencing consumer behavior 
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(Delima et al., 2019). The major benefit of using a promotion mix is creating profitable long-

term relationships (Porcu et al., 2012). It has the main objectives to inform (Mihart, 2012; 

Porcu et al., 2012), to listen (Porcu et al., 2012), to motivate (Mihart, 2012), to respond (Porcu 

et al., 2012), and to understand, the actual behavior of the people (Mihart, 2012). Thus, 

organizations carefully use a combination of the promotion mix elements to provide clarity, 

consistency, and generate maximum communication impact by seamlessly integrating discrete 

messages about the organization and its products (Kotler, 2001).  

Generally, the primary objective of marketing communication strategies is to assist 

organizations in achieving more targeted and specific marketing goals (Brownlie, 1995). 

Previous research has indicated that the promotion mix can help to impart knowledge and 

understanding of products or brands to consumers, potentially leading to emotional 

involvement and the development of brand love (Han & Choi, 2019). However, the promotion 

mix is among the most challenging and controversial research areas (Mihart, 2012). To the best 

of our knowledge, existing research lacks empirical evidence linking the promotion mix and 

brand love.  

In selecting a promotional mix model for analysis, we opted for the model by Kotler 

and Armstrong (2010), which includes advertising, sales promotion, sponsorship, and public 

relations. This model is considered to have the least redundancy (Lang et al., 2022). Further-

more, these tools were adapted to align with the current online context, for instance, transform-

ing sponsorship into sponsored content. Moreover, personal selling was incorporated as a com-

ponent of the promotion mix, as this tool has been widely utilized in past integrated promo-

tional mix frameworks (Herrera et al., 2002). As a result, in this study, the promotion mix com-

prises five tools for analysis. The tools within the promotion mix are classified as components 

as each tool can operate independently but can also sometimes be used for the same purpose. 

  

2.3.1 Advertising 
Kotler and Keller (2011) define advertising as any paid form of non-personal marketing 

communication related to an organization, product, service, or idea; it involves considerations 

of imagery and language in communication. Advertising is one of the primary means of 

communication with customers; it aids in creating awareness and brand image (Kumar & 

Leone, 1988; Wang et al., 2009). Maxian et al. (2013) identified the potential of advertising to 

enhance emotional relationships with a brand logo. The positive experiences of consumers 

resulting from advertising tend to affect consumers’ emotional perceptions of the brand (e.g., 

brand love). Additionally, Madadi et al. (2021) found that advertising has a positive impact on 

brand love, leading to the proposal of the following hypothesis: 

H1: Advertising positively influences brand love. 

 

2.3.2 Public Relations 

Kotler and Armstrong (2010) define public relations as the practice of building positive 

relationships with various publics of an organization to create a favorable organizational image 

and manage negative publicity, stories, or events. Public relations are often seen as a highly 

effective tool in the promotional mix that can foster mutually beneficial relationships between 

an organization and its target audience (Huang & Zhang, 2013). Lang et al. (2022) found that 

the impacts of public relations include elevating brand value and creating an emotional 

attachment to the brand. This leads us to propose the following hypothesis: 

H2: Public relations positively influence brand love. 

 

2.3.3 Personal Selling   

Kotler and Armstrong (2010) defined the use of personal selling as the practice of using 

company employees to present, receive messages, and answer questions, engaging consumers 
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and building positive relationships, and leading to positive consumer responses toward a 

product (Brady & Cronin, 2001; Goff et al., 1997). For example, personal selling in social 

media allows sales representatives to reach a broader audience (Agnihotri et al., 2012) through 

live streaming. The advantage is that personal selling can establish relationships with 

consumers, enabling them to understand consumer needs and provide information or answer 

questions promptly. The drawback is that personal selling requires long-term commitment 

(Arkansyah et al., 2021). Alavi et al. (2018) found that personal selling with solid 

communication skills can create emotional attachments with customers. We propose the 

following hypothesis accordingly: 

H3: The use of personal selling positively influences brand love. 

 

2.3.4 Sales Promotion 
Kotler and Armstrong (2010) defined sales promotion as a diverse set of short-term 

incentive tools, primarily designed to stimulate immediate and higher purchases by the target 

audience. Sales promotion has been considered one of the strongest influences on short-term 

sales and consumption behaviors (Raghubir, 2004). Sales promotion plays a vital role for 

marketers (Familmaleki et al., 2015b), especially when companies want to increase sales (Meo 

et al., 2014; van Heerde & Neslin, 2017) by stimulating consumers’ purchase decisions 

(Familmaleki et al., 2015a). Sales promotions are considered to be a technique that can 

facilitate the task of either personal selling or advertising (Momani & Magatef, 2016). 

Therefore, sales promotions provide a sustained competitive advantage for businesses 

(Familmaleki et al., 2015a). 

Prior research has indicated that sales promotion can enhance brand awareness and 

increase consumer demand, especially when introducing new products (Buil et al., 2013; Yi & 

Yoo, 2011). For example, coupons can initiate consumer purchases (Ataman et al., 2010). 

Schwarz (2012) found that consumers’ positive experiences with sales promotion can be a 

significant factor in emotionally evaluating products, potentially creating and sustaining the 

relationship between customers and brands. Thus, we hypothesize: 

H4: Sales promotion positively influences brand love. 

 

2.3.5 Sponsored Content  
Sponsored content is a tool that has evolved from sponsorship (Boerman et al., 2017). 

Sponsorship involves organizational investment via cash or assets in a specific activity to gain 

commercial access that can be leveraged and which is relevant to that activity (Meenaghan, 

1991). In the context of this study, it refers to being a sponsor in the activities of individuals 

who are influencers in social media (Stubb et al., 2019). Compared to other components of the 

promotional mix, sponsorship requires a high investment but may not convey the brand 

message as explicitly (Lane Keller, 2001). However, Lang et al. (2022) found that sponsorship 

elevates brand value and can foster an emotional attachment with customers, especially when 

customers already have an affinity for the activities or personalities of the brand sponsors. This 

increases the likelihood of customers’ interest and empathy towards the sponsored brand 

(Tsordia et al., 2018). Therefore, we hypothesize: 

H5: Sponsored content positively influences brand love. 

 

2.4 Brand Loyalty and Word-of-Mouth (WOM) 

 

Oliver (2010) defined brand loyalty as a wholehearted commitment to consistently 

purchase or favor products or services from a particular brand. Companies prefer to increase 

their profits by caring for loyal consumers rather than constantly seeking new ones (Ismail & 

Melewar, 2015; Reichheld & Teal, 1996). Several researchers have emphasized the significant 
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role of brand love in cultivating brand loyalty among consumers (Batra et al., 2012; Cuong, 

2020; Drennan et al., 2015; Gumparthi & Patra, 2020; Huang, 2017; Islam & Rahman, 2016), 

including in the context of fashion products (Ferreira et al., 2019; Gumparthi & Patra, 2020; 

Han & Choi, 2019; Salem et al., 2019).  

Word-of-Mouth (WOM) refers to the process in which consumers share information 

and express their opinions about products, brands, or services (Hankinson, 2004). It is a non-

commercial and informal communication (Ayuningsih & Maftukhah, 2020; Nguyen & 

Romaniuk, 2014). Word-of-mouth significantly influences consumer decision-making 

(Nguyen & Romaniuk, 2014) as it is perceived as more trustworthy and credible than messages 

conveyed by companies or organizations (Zhang et al., 2013). Therefore, word-of-mouth plays 

a crucial role in the success of businesses. Previous research has indicated that brand love 

positively predicts word-of-mouth behavior. In other words, when consumers develop a strong 

brand love, they are more likely to engage in positive word-of-mouth regarding the brand 

(Bairrada et al., 2019; Carroll & Ahuvia, 2006; Fetscherin, 2014). Past studies have identified 

correlations between brand love and positive consumer behavior, including brand loyalty and 

word-of-mouth (Amaro et al., 2020; Batra et al., 2012; Bıçakcıoğlu et al., 2018). The findings 

suggest that when consumers have strong brand love, this tends to result in positive behaviors 

toward the brand (Bıçakcıoğlu et al., 2018; Carroll & Ahuvia, 2006; Ismail & Melewar, 2015). 

The following hypotheses are presented accordingly: 

H6: Brand love positively influences brand loyalty. 

H7: Brand love positively influences word-of-mouth.  

 

3. RESEARCH METHODOLOGY 

 

3.1 Sample  

 

This study was conducted in Thailand, with the sample group consisting of Generation-

Z individuals born between 1997 and 2012 (Dimock, 2019), and aged between 18 and 26 years, 

who have experience purchasing fashion products online and encountering the promotion mix 

of such products. This specific age group was selected due to the fashion industry’s frequent 

targeting of Generation Z (Bush et al., 2004; Han & Choi, 2019), especially in the online 

shopping context (Gumparthi & Patra, 2020). Surveys were distributed to university students 

in Khon Kaen Province, Thailand, using convenience sampling. Participants were asked to first 

specify the name of the fashion product brand they had previously purchased online. Following 

this, they were requested to identify the fashion product brand they liked the most and had 

purchased online. They were also asked to respond to questions regarding their relationship 

with the brand they liked the most, such as brand love, word-of-mouth, and brand loyalty, 

similar to previous studies on brand love (Batra et al., 2012; Han & Choi, 2019; Thomson et 

al., 2005). There were a total of 312 respondents in this study. However, it was found that 36 

respondents had no experience in specific components of the marketing mix (personal selling 

and sponsored content). This resulted in a final sample size of 276 respondents. The sample 

size was determined based on the guidelines of Tye-Din et al. (2010), which recommended a 

sample size of over 200 respondents. Therefore, the sample size was deemed to be appropriate 

for analysis. The respondents’ demographic profile is reported in Table 1. 

 

Table 1 Population Demographics 

Respondent profile Category Frequency Percent 

Gender Male 133 48.2 

 Female 143 51.8 

Age 18-20 164 60.3 
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Table 1 (Continued) 

Respondent profile Category Frequency Percent 

 21-23 102 37.5 

 24-26 6 2.2 

Average monthly income < 5,000 69 25 

 5,001 - 10,000 144 52.2 

 10,001 - 15,000 48 17.4 

 15,001 – 20,000 9 3.3 

 20,001 – 25,000 2 0.7 

 25,001 – 30,000 3 1.1 

 > 30,001 1 0.4 

Average online purchases per month < 1 56 20.3 

1-2 117 42.4 

 3-4 54 19.6 

 5-6 27 9.8 

 7-8 18 6.5 

 9-10 4 1.4 

 > 10 0 0 

 

3.2 Instruments 

 

The survey was conducted via a questionnaire consisting of three parts. Part-1 consisted 

of questions related to the relationship between the sample group and fashion brands, covering 

aspects such as brand love, word-of-mouth, and brand loyalty, totaling 12 items (see Table 2). 

Indicators were adapted from Rageh Ismail and Spinelli (2012), Brakus et al. (2009), and Han 

and Choi (2019). Part-2 focused on the promotion mix of the fashion brands, encompassing 

advertising, public relations, personal selling, sales promotion, and sponsored content. It 

included 20 items adapted from Lang et al. (2022), Hsieh and Li (2008), Elgarhy and Mohamed 

(2022), and Rajh and Ozretić Došen (2009) (see Table 2). All indicators were assessed using a 

seven-point Likert scale anchored from 1 “Strongly Disagree” to 7 “Strongly Agree” (Brakus 

et al., 2009; Hsieh & Li, 2008; Rageh Ismail & Spinelli, 2012). Part-3 collected demographic 

information, including gender, age, monthly income, and average monthly online shopping 

behavior. 

 

3.3 Data Analysis  
 

An Integrated Generalized Structured Component Analysis (IGSCA) was employed to 

assess the structural model and was conducted using the GSCA Pro 1.2.1 (Napontun et al., 

2023) software developed by Hwang et al. (2023). Convergent validity was used to assess the 

criteria as follows. Factor loadings should surpass 0.7 for intense levels and 0.6 for acceptable 

levels. The recommended threshold for Average Variance Extracted (AVE) is to be above 0.50, 

while Composite Reliability (CR) should exceed 0.70 (Benitez et al., 2020; Hair et al., 2020; 

Manosuthi et al., 2021). Discriminant validity was evaluated using the Heterotrait-Monotrait 

Ratio of Correlations (HTMT), with a recommended threshold of below 0.85. According to the 

Fornell-Larcker criterion, the square root of AVE for each construct should surpass the inter-

construct correlations to confirm discriminant validity (Hair et al., 2020; Henseler et al., 2015). 

Regarding the model fit criteria, the recommended thresholds are as follows: Standardized Root 

Mean Square Residual (SRMR) should be below 0.08 and the Goodness of Fit Index (GFI) 

should be above 0.9 (Benitez et al., 2020; Hair et al., 2020; Manosuthi et al., 2021). 
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In the NCA model, aggregated factor scores obtained from the IGSCA were used, 

following the guidelines recommended by Dul (2016). This technique is increasingly 

employed, as evidenced in the SEM literature (Satitsamitpong et al. (2024); Manosuthi et al. 

(2022); Pinthong et al. (2024); Sathatip (2024). This study employs a component-based SEM 

approach, generating suitable linear composite scores for further analysis. The threshold for a 

variable to be considered a necessary condition in the NCA is having a p-value < .05. 

 

4. RESULTS 

 

4.1 Results of the Construct Validity, Discriminant Validity, and Model Fit Indices 

 

As shown in Table 2, the results indicate that convergent validity was established: the 

factor loadings ranged from .619 to .935, with AVE values ranging from .595 to .782; and CR 

values ranging from .853 to .935 (Benitez et al., 2020; Hair et al., 2020; Manosuthi et al., 2021). 

Table 3 reports the HTMT values, which ranged between .225 and .729, while the square root 

of AVE for each construct, was greater than the inter-construct correlations, establishing 

sufficient discriminant validity (Hair et al., 2020).  

The analysis of the model fit indices, presented in Table 2, reveals that the SRMR had 

a value of .05 and the GFI had a value of .985. These results demonstrate the adequacy of the 

structural equation model (Benitez et al., 2020; Hair et al., 2020; Manosuthi et al., 2021). 

 

Table 2 Results of Structural Model Analysis and Model Fit Indices 

Measurement items Mean SD Weights 
Load-

ings 

Advertising (AVE=.595 CR =.853) 

I think the advertisements of this brand are very interesting. 5.47 1.046 .363 .864 

I think the advertising of this brand is effective in communication. 5.37 1.075 .341 .811 

I frequently observe advertisements for this brand. 5.40 1.213 .260 .619 

I am impressed by the advertisements of this brand. 5.24 1.093 .323 .770 

Public Relations (AVE=.633 CR =.895) 

I have encountered the public relations messages of this brand 

more frequently than those of the competing brands. 

4.51 1.498 .217 .686 

I like that this brand conducts public relations activities that 

enhance consumer understanding of the brand and its products. 

5.02 1.406 .263 .832 

I like that this brand handles various issues that arise with the brand 

and its products promptly and sincerely. 

5.02 1.392 .267 .843 

I like that this brand can respond to consumer feedback promptly 

and sincerely. 

5.03 1.280 .259 .820 

I like that this brand consistently engages in public relations 

activities. 

5.18 1.399 .248 .785 

Personal Selling (AVE=.782 CR =.935) 

I see that the personal selling of this brand is always ready to assist 

customers. 

5.61 1.102 .273 .853 

I like that the personal selling of this brand can help customers. 5.59 1.110 .291 .909 

I observe that the personal selling of this brand is friendly. 5.63 1.086 .284 .889 

I like that the personal selling of this brand is enthusiastic about 

helping customers.  
5.56 1.185 .283 .885 

Sales Promotion (AVE=.621 CR =.867)     

I like this brand’s sales promotion programs. 5.57 1.012 .334 .831 

I am interested in this brand’s sales promotion programs. 5.53 0.981 .351 .872 
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Table 2 (Continued) 

Measurement items Mean SD Weights 
Load-

ings 

I see this brand’s sales promotion programs more frequently than 

those of the competitors. 

5.12 1.196 .294 .732 

I participate in this brand’s sales promotion programs. 5.03 1.379 .284 .706 

Sponsored Content (AVE=.728 CR =.889) 

I like that this brand serves as a sponsor for influencer content. 5.08 1.436 .366 .799 

I often purchase this brand because it sponsors influencer content. 4.72 1.629 .401 .875 

I perceive that this brand has a positive image because it supports 

influencer content. 

4.98 1.541 .405 .884 

Brand Love (AVE=.724 CR =.931) 

This brand is good. 5.70 0.941 .294 .851 

This brand makes me feel good. 5.72 0.968 .298 .861 

This brand is awesome. 5.50 1.036 .301 .871 

I love this brand. 5.38 1.133 .283 .818 

Brand Loyalty (AVE=.736 CR =.918)  

If I had to choose again, I would still choose this brand. 5.48 1.123 .281 .826 

I will continue to purchase this brand in the future. 5.59 1.103 .281 .828 

I continue to buy this brand even though other brands have similar 

features. 

5.11 1.315 .309 .910 

I continue to buy this brand even though other brands are equally 

good. 

5.06 1.338 .294 .865 

Word-of-Mouth (AVE=.77 CR =.93) 

When discussing this brand in conversation, I would recommend 

it. 

5.11 1.323 .278 .855 

I recommend this brand every time someone asks for my advice. 5.00 1.323 .291 .895 

I recommend this brand to my friends and/or family. 5.11 1.330 .303 .935 

I suggest that friends and family purchase this brand. 5.09 1.283 .267 .822 

SRMR = .05 GFI=.985 

 

Table 3 Results of Discriminant Validity  

Note. Advertising=AD, Public Relations=PR, Personal Selling=PS, Sales Promotion=SP,  

Sponsored Content=SC, Brand Love=BL, Brand Loyalty=BLY and Word-of-Mouth=WOM. 

Italic numbers are the HTMT values; non-italic numbers are the Fornell-Lacker values indicating the 

square root of AVE for each construct (in bold) and the inter-construct correlations. 

 

4.2 Hypothesis Testing Results  

 

The results of the hypothesis testing are presented in Table 4 and Figure 2. Results were 

found to support most hypotheses, similar to Bıçakcıoğlu et al. (2018); Kim and Kim (2018); 

Construct AD PR PS SP SC BL BLY WOM 

AD .772 .599 .479 .416 .577 .501 .484 .463 

PR .582 .795 .601 .502 .495 .348 .423 .462 

PS .470 .597 .884 .441 .225 .385 .44 .385 

SP .404 .492 .439 .788 .488 .410 .399 .459 

SC .546 .479 .220 .477 .853 .339 .307 .312 

BL .499 .340 .381 .403 .334 .851 .629 .605 

BYL .477 .415 .433 .390 .302 .617 .858 .729 

WOM .465 .453 .381 .454 .307 .597 .715 .877 
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Madadi et al. (2021), while Hypotheses 2 and 5 were not supported. The results revealed that 

only three components of the promotion mix significantly influence brand love. Advertising, 

personal selling, and sales promotion, together predict 31.3% of the variance in brand love, 

which itself predicts 38% of the variance in brand loyalty and 35.7% of the variance in word-

of-mouth.  

 

Table 4 Hypothesis Testing Results 

Hypothesis Estimate SE 95% CI Result 

H1: Advertising → Brand Love .371* 0.095 [.2; .523] Supported 

H2: Public Relations → Brand Love -.096 0.099 [-.296; .089] Not Supported 

H3: Personal Selling → Brand Love .164* 0.073 [.036; .324] Supported 

H4: Sales Promotion → Brand Love .209* 0.087 [.03; .374] Supported 

H5: Sponsored Content → Brand Love .042 0.088 [-.146; .223] Not Supported 

H6: Brand Love → Brand Loyalty .617* 0.064 [.472; .724] Supported 

H7: Brand Love → Word-of-Mouth .597* 0.055 [.46; .705] Supported 

Note. * = .05 Significance level  

 

Figure 2: Hypothesis Testing Results 

 
 
Note. Hexagon = Component, and Square = Observed variable 

         * denotes the .05 Significance level  

 

The results of the multigroup analysis, including the results of the hypothesis testing, 

path coefficients, standard errors, and 95% confidence intervals, are presented in Table 5 and 

Figure 3. It was found that, for males, advertising and personal selling had an impact on brand 

love. On the other hand, for females, only sales promotion influenced brand love. The analysis 

also revealed that brand love had an impact on brand loyalty and word-of-mouth for both 

groups. 

 



Kittipong Napontun, Prarawan Senachai, Puthipong Julagasigorn, Damisa Chuenpreecha 

12 

Table 5: Results of Multigroup Analysis 

Path coefficients Males SE 95% CI Females SE 95%CI 

AD → BL 0.478* 0.08 [.3; .633] 0.215 0.152 [-.094; .493] 

PR → BL -0.065 0.124 [-.277; .194] -0.109 0.147 [-.431; .111] 

PS → BL 0.265* 0.095 [.063; .443] 0.089 0.13 [-.133; .355] 

SP → BL 0.087 0.106 [-.094; .316] 0.386* 0.12 [.1; .579] 

SC → BL 0.098 0.116 [-.176; .321] 0.001 0.12 [-.187; .285] 

BL → BLY 0.546* 0.079 [.378; .674] 0.663* 0.088 [.466; .776] 

BL → WOM 0.585* 0.07 [.43; .707] 0.605* 0.092 [.403; .727] 

Note. * = .05 Significance level, Advertising=AD, Public Relations=PR, Personal Selling=PS, Sales 

Promotion=SP, Sponsored Content=SC, Brand Love=BL, Brand Loyalty=BLY and Word-of-

Mouth=WOM  

 

Figure 3: Results of Multigroup Analysis 

 

 
 
Note. Hexagon = Component, and Square = Observed variable  

          * = .05 Significance level 

 

4.3 NCA Results 

 

The results of the NCA analysis for brand love indicate that advertising and personal 

selling are necessary conditions for brand love, with a 95% confidence level (Table 6). 

Additionally, the NCA analysis for both brand loyalty and word-of-mouth reveals that 

advertising, personal selling, and brand love are necessary conditions, at the 95% confidence 

level. Figure 4, 5 and 6 present the NCA plots, which provide a clear illustration of the 

interactions and key structures within the model.  
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Table 6 Single Necessary Condition Analysis 

Note. CR-FDH=Ceiling Regression with Free Disposal Hull, * = .05 Significance level, 

Advertising=AD, Public Relations=PR, Personal Selling=PS, Sales Promotion=SP, Sponsored 

Content=SC, Brand Love=BL, Brand Loyalty=BLY and Word-of-Mouth=WOM  

 

Figure 4 NCA Plots (BL as Outcome) 

 

Outcome BL CR-FDH (d) p-value Necessary? 

AD  .27 .000 In kind* 

PR  .07 .256 In degree 

PS  .22 .000 In kind* 

SP  .10 .069 In degree 

SC  .08 .095 In degree 

Outcome WOM CR-FDH (d) p-value Necessary? 

AD  .28 .000 In kind* 

PR  .07 .369 In degree 

PS  .19 .006 In kind* 

SP  .07 .411 In degree 

SC  .04 .666 In degree 

BL  .33 .000 In kind* 

Outcome BLY CR-FDH (d) p-value Necessary? 

AD  .29 .000 In kind* 

PR  .07 .275 In degree 

PS  .20 .001 In kind* 

SP  .07 .359 In degree 

SC  .04 .554 In degree 

BL  .34 .000 In kind* 
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Figure 5 NCA Plots (WOM as Outcome) 

 
 

Figure 6 NCA Plots (BLY as Outcome) 
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5. DISCUSSION   

 

The evidence uncovered during this study supports three hypotheses: advertising was 

found to be the most significant influencing factor on brand love (β = .371), consistent with 

earlier research by Kim and Kim (2018) and Madadi et al. (2021). In the online fashion 

industry, advertising is often more visible to consumers than other promotion mix tools 

(Arkansyah et al., 2021). Advertising can attract positive attention and influence consumer 

attitudes (Moriarty et al., 2012). This suggests that creating advertising value is crucial. To do 

so, it is necessary to provide entertainment, informativeness, and customization of advertising 

to suit target audiences as required (Napontun & Senachai, 2023). Finally, consumers who are 

frequently exposed to a brand’s ads receive sufficient information about products and the brand, 

enabling them to establish an emotional bond with the brand and ultimately leading them to 

love the brand.  

The results of the study indicate that sales promotion has the second-highest influence 

(β = .209), aligning with the studies of Kim and Kim (2018) and Schwarz (2012). Sales 

promotion is a compelling tool to attract consumers’ interest in products and brands (Gordon-

Hecker et al., 2020; Koch & Benlian, 2015). Magatef and Momani (2016) noted that the success 

of sales promotions depends on the retailer’s ability to identify the customer demographic and 

behavioral characteristics. One reason for respondents in this study to be interested in sales 

promotion at the second rank may be that sales promotions were designed to meet the 

respondents’ needs. This further suggests that marketers should keep selecting sales 

promotions that meet customer needs.  

Specific to personal selling, the results of this study found that personal selling is the 

least influencing factor (β = .164). This might be because salespeople could interact with 

consumers only in the virtual realm, in contrast to facing customers onsite, which would allow 

them to interact with their customers face-to-face. Although interacting with customers via 

online channels, such as through live streaming, can create an environment which captures 

customers’ interest (Arkansyah et al., 2021), the customers in this study may receive inordinate 

information about products and brands, especially regarding fashion products which customers 

may want to see, interact with, and experience in real life. To overcome such limitations, 

salespeople may need to provide information that meets the needs of specific customer groups 

through demonstrating product usage, showcasing products, or offering product reviews 

according to the customers’ preferences. 

The results of the study did not indicate a direct impact of personal selling on brand 

love, which is consistent with the findings of Alavi et al. (2018). Khan (2021) found that 

personal selling had a meditating impact on online fashion. The customers in this study might 

know the brand very well, and personal selling activities might not fit their needs. Another 

reason could be that the advertising of these brands provided sufficient information for the 

customers, and they might not need any further help from sales staff. 

In this study, public relations was not found to significantly influence brand love. This 

may be because online public relations activities are primarily focused on disseminating news 

and information, building a positive organizational image, and managing negative news, 

stories, or events, related to the organization (Huang & Zhang, 2013), and the messages in 

public relations may not contain the information about products and brands. As a result, the 

customers could not evaluate the products and therefore did not experience the emotional 

impact necessary for developing brand love. 

Sponsored content was not found to significantly impact brand love. Being a content 

sponsor may not effectively convey the specific and comprehensive messages that the brand 

needs to communicate (Lane Keller, 2001). As a result, the customers may not receive sufficient 

information, preventing them from experiencing the emotional impact necessary for 
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developing brand love. On the other hand, customers might develop emotions and relationships 

with the influencers instead (Kim et al., 2016). However, Jan et al. (2023) found that sponsored 

content mediated brand credibility. 

The results of the study revealed that brand love significantly affects brand loyalty (β = 

.617) and word-of-mouth (β = .597), in line with prior research by Bıçakcıoğlu et al. (2018) 

and Carroll and Ahuvia (2006). In other words, if customers love an online fashion brand, this 

will lead to positive behaviors toward that brand, including brand loyalty and word-of-mouth. 

Regarding the multigroup analysis, advertising and the use of salespeople were found 

to significantly influence brand love among males. Meanwhile, only sales promotion 

significantly affected brand love among females. This suggests that males were receptive to 

information about products and brands through advertising and personal selling, fostering 

brand love in men’s fashion products. In this context, advertising and salespeople are geared 

towards effectively communicating information about products and brands to inspire the target 

audience (Arkansyah et al., 2021; Langner et al., 2016). Men might not have much information 

regarding fashion products. Therefore, advertising and using sales personnel are more able to 

influence men who are more receptive to information. Additionally, compared to women, men 

might not engage as frequently in searching, price comparison, or seeking promotions before 

making purchases (Laroche et al., 2000), resulting in sales promotion efforts having a reduced 

impact on men. 

For the female respondents in this study, various details about products and brands 

communicated through ads and personal selling could not induce their brand love. This 

discrepancy could be attributed to women’s generally higher interest in fashion products when 

compared to men, leading them to gather information about products beforehand (Cho & 

Workman, 2014). As a result, diverse information from advertising and personal selling might 

not significantly impact brand love in women. Instead, the emphasis lies on sales promotion, 

which serves as a tool to attract and engage women, encouraging them to be more receptive to 

information about products and brands. This, in turn, has emotional implications, fostering 

brand love (Kim & Kim, 2018). The study further reveals that the path of influence of brand 

love leads to brand loyalty and word-of-mouth, which is more significant for females than 

males. This suggests that if women have brand love, they are more likely to exhibit positive 

behaviors towards the brand than men. Considering these results, women have a higher 

probability of conveying positive word-of-mouth and becoming brand loyal compared to men. 

Interestingly, the results from the NCA test emphasize that advertising and personal 

selling are two crucial variables and necessary conditions for brand love, loyalty, and word-of-

mouth. These findings are consistent with the results of the SEM analysis. Nonetheless, sales 

promotions were found to be unnecessary for brand love, loyalty, and word-of-mouth. This 

implies that when online fashion retailers provide sufficient information about products 

through advertising and salespeople who constantly communicate with the customers, it is 

sufficient to create a love for online fashion brands. 

 

6. CONCLUSION  

  

This study provides insights into utilizing the promotion mix through social media, on 

brand love within the context of online fashion products. This study applies the Tri-component 

attitude model. The results show that advertising significantly influences brand love, followed 

by sales promotion and personal selling; meanwhile, brand love leads to brand loyalty and 

word-of-mouth. Through a multigroup analysis, advertising and personal selling instigated 

brand love among males, while only sales promotion significantly influenced brand love among 

females.  

 



Influences of the Promotion Mix on Brand Love, Brand Loyalty, and 

Word-Of-Mouth: Evidence from Online Fashion Retail in Thailand 

17 

6.1 Theoretical Implications 

 

The first section explored the genesis of brand love from a promotion mix perspective, 

utilizing the Tri-component attitude model as the foundational basis for investigation. The 

promotional mix components were identified as a cognitive function, assisting consumers in 

understanding and comprehending the brand, thereby facilitating the emotional aspect 

(affective) of brand love (Han & Choi, 2019). Accordingly, this study reports that three out of 

the five promotional mix elements significantly impacted brand love. Furthermore, the NCA 

results revealed that advertising and personal selling were necessary for brand love. This 

underscores the theoretical success of expanding the current understanding of the genesis of 

brand love from a promotion mix perspective. Furthermore, it emphasizes the importance of 

the promotion mix in brand management strategies (Berezan et al., 2016; Keller, 2009; Lang 

et al., 2022). This study investigated the online fashion context, but we do not know whether 

the relationship between the promotional mix and brand love exists in other types of products 

that are not as emotionally attractive as fashion; for example, online fast-moving consumer 

goods and online consumer electronics that are more functional products. It remains to be seen, 

whether the effect of the promotional mix on brand love will be small in functional products 

compared to emotional products. Furthermore, it seems that not only branded products but 

retail stores are also interested in promoting their brands to increase customer engagement, 

such as through word-of-mouth and brand loyalty (Prachaseree et al., 2022; Senachai et al., 

2023). It is interesting to know how the promotional mix and brand love can be a effective 

mechanisms to increase such engagements.  

The second section adapted the promotion mix components of Kotler and Armstrong 

(2010) to make them more contextually suitable for a study within social media. For instance, 

the term “sponsorship” was modified to “sponsored content,” as sponsored content is one of 

the popular marketing communication tools in today’s social media landscape (Castillo-Abdul 

et al., 2022). Other promotional mix elements were also adjusted to enhance their 

appropriateness and alignment with the study’s social media context. Statistical analysis 

demonstrated that all five components of the promotion mix were statistically suitable and 

beneficial for future research on the promotion mix in social media.  

The final section of the study unveiled the varying influence of each promotion mix 

component, depending on the gender of the sample group (e.g., advertising had an impact on 

brand love for males but not females). These findings hold significant implications for devising 

promotion mix strategies to cultivate brand love in fashion products, whether targeting a 

specific gender or promoting unisex products. 

 

6.2 Practical Implications 

 

The results of this study can offer a crucial strategic insight for online fashion 

businesses on how to use the promotion mix within the social media context to enhance brand 

love in the online fashion market in Thailand. Segmenting is vital for marketers, especially for 

fashion products (Handa & Khare, 2013; Rocha et al., 2005). Marketers may make errors in 

formulating their promotion mix strategies if they do not carefully consider their target groups, 

given that fashion brands predominantly define target groups based on gender. For instance, 

male-oriented fashion products predominantly employ male models, while unisex products 

may feature male and female models. Thus, a multigroup analysis of gender differences was 

conducted in this study to provide ideas for developing distinct promotional mix strategies for 

two main segments: males and females.  

1. Male-focused promotion mix: since advertising and personal selling were found to 

significantly impact brand love, focusing on these two tools from the promotion mix is 
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recommended for the male target group. Increasing the advertising budget and emphasizing the 

production of high-quality advertisements is recommended. It is essential to provide 

comprehensive information, as well as to entertain and tailor advertisements to align with male 

interests (Napontun & Senachai, 2023). This approach should enhance the overall effectiveness 

of advertisements, increasing the likelihood of cultivating brand love. Meanwhile, personal 

selling can be used as a complementary tool. Companies should focus on ongoing training for 

sales personnel, particularly with regard to improving their online selling skills. Sales staff 

should excel in using persuasive language and text to motivate customers effectively. 

Moreover, sales staff should consistently update their product-related information to provide 

quick responses and relevant guidance to customers (Amoako & Okpattah, 2018; Napontun & 

Pimchainoi, 2023). As online customers cannot physically interact with products, having sales 

personnel who can offer comprehensive details, such as size, texture, color, and more, helps 

customers to better understand the products and brands, ultimately increasing the likelihood of 

brand love development. 

2. Female-focused promotion mix: Sales promotion has been identified as the sole tool 

that significantly influences brand affinity among the female demographic. It is recommended 

that sales promotion tools be used to foster brand affection in female-oriented fashion products. 

However, it is crucial to note that each sales promotion tool has a distinct impact on target 

behavior (Kotler & Keller, 2011). Therefore, employing various sales promotions tailored to 

elicit specific behaviors is imperative. This strategy entails increasing the frequency and 

diversification of sales promotion activities. For example, offering discounts on products, 

providing cashback offers for reaching a certain spending threshold, implementing buy-one-

get-one promotions for items that can be used together, executing buy-one-get-one promotions 

for identical products, issuing member cards for point accumulation, and distributing gifts that 

hold value for the generational cohort, both as purchase incentives and as redeemable rewards 

(Senachai & Julagasigorn, 2024). Such endeavors aim to provide the female target audience 

with positive experiences derived from sales promotion activities and to enhance brand 

perception, ultimately leading to brand affection (Kim & Kim, 2018). Finally, sales promotions 

might facilitate personal selling or advertising (Momani & Magatef, 2016); thus, customers 

might quickly buy the products. 

However, if one were to adopt a gender-neutral promotion mix strategy, it would be 

recommended to follow study results from the SEM analysis without separating groups, as 

illustrated in Figure 2. These results indicate that advertising exerts the most substantial 

influence on brand love, followed by sales promotion, and personal selling. Nevertheless, the 

NCA analysis provides a more comprehensive perspective. When incorporating NCA (Table 

6), it becomes evident that sales promotion is not a necessary condition for brand love, brand 

loyalty, or word-of-mouth. Consequently, after thorough consideration, we propose that 

businesses allocate their budget primarily to advertising and personal selling, as these are 

identified as necessary conditions for these critical factors. This discovery is perceived as a 

significant and distinct contribution to the existing body of research, particularly regarding the 

interplay between the promotion mix and brand love. Furthermore, the NCA test substantiates 

that the components of the promotion mix are indeed necessary conditions for brand love. 

Conducted with a sample of the Thai population, the findings of this study are applicable to 

online fashion retail stores in Thailand. 

 

7. LIMITATIONS AND FUTURE RESEARCH 
 

Several limitations are inherent in this study. First, the study utilizes only quantitative 

methods, employing structural equation modeling for analysis. There have been significantly 

fewer qualitative studies in the stream of brand love (Gumparthi & Patra, 2020), and thus, 
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applying qualitative methods may lead to greater insight in identifying revelations of critical 

but empirical, in-depth, actionable insights. For example, employing a fuzzy set Qualitative 

Comparative Analysis (fsQCA) could be advantageous, as it provides causal and non-causal 

explanations when intricately developing and testing theories (Manosuthi et., al, 2021) Second, 

the study has found that specific components of the promotion mix in the context of social 

media, specifically advertising, personal selling, and sales promotion, significantly contribute 

to the development of brand love in the online fashion industry. However, the study did not 

thoroughly examine each component in detail, such as the types of sales promotions, the types 

of content used in advertising, and other related factors. A more comprehensive examination 

of each element within the promotion mix is required in order to better understand the potential 

impacts of marketing communication strategies on brand love, and the related concepts such 

as brand experience and brand loyalty. Investigating these topics can expand knowledge around 

the brand concepts from a marketing communication perspective.  

Lastly, the study primarily targeted a sample group from Generation Z, aged 18-20 

years, and focused on retail businesses mainly dealing in fashion products. Exploratory studies 

on brand love across diverse generational segments and other retail sectors is recommended in 

order to improve the findings’ generalizability. Studying brand credibility as a mediator may 

be of great interest. 
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