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Abstract

This research endeavors to investigate the effect of lovemarks on luxury fashion consumer decision-making in Egypt,
examining its implications on the international competitive posture of Egyptian luxury firms. It seeks to bridge a
significant research gap in the understanding of luxury consumer behavior in Egypt, particularly against the backdrop of
global luxury market transformations. The study's objectives encompass the analysis of critical lovemarks drivers
effecting luxury purchases and the exploration of the interplay between love and respect in the emotional attachment
between consumers and brands. Employing a positivist epistemological approach, this research utilizes a deductive
methodology within a cross-sectional framework, underpinned by quantitative data analysis from 440 luxury brand
consumers. A five-point Likert scale questionnaire, informed by non-probability judgmental sampling based on
socio-economic and lifestyle criteria, elucidates consumer perspectives. Structural Equation Modeling (SEM) identifies
intimacy, sensuality, and mystery as pivotal in nurturing brand love, while trust, performance, and reputation
predominantly foster brand respect. Notably, intimacy emerges as the most influential factor in developing brand love,
underscoring the value of personal brand-consumer connections. From an academic standpoint, this study contributes to
the scholarly dialogue on luxury consumer behavior, with a special focus on the Egyptian milieu. In practical terms, it
provides luxury brands with strategic insights for intensifying marketing approaches through emotional engagement and
narrative construction. These insights are crucial for stakeholders in luxury brands, offering a strategic framework to
enhance investment decision-making and bolster consumer loyalty in a culturally varied market.
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1. Introduction

The luxury fashion market, according to Bain & Company (2023), has reached an impressive valuation of
approximately $345 billion, establishing itself as a pivotal component within the global economy. It serves not only as a
barometer for economic health but also as a canvas for the expression of social ideals such as prestige, wealth,
individualism, and innovation. In a market where innovation and adaptability to the nuanced desires of discerning
consumers are paramount, luxury fashion brands must remain at the forefront of creative and strategic thinking to
sustain their competitive edge (Bain & Company, 2023).

This sector stands at the confluence of global economic interdependence and rich cultural diversity, offering a unique
vantage point to observe the varying patterns of society and culture across the globe. Historically, fashion has been an
important social signifier, with ancient Egyptian society using it to denote social hierarchy, a practice that has continued
through various forms to the present day (Delor, 2012).

Today, luxury consumers present a complex challenge with their substantial spending power, varied tastes, discerning
judgement, and the high standards necessary for brands to maintain their exclusivity. Their purchasing behavior, driven
by the pursuit of status and exclusivity, suggests a significant opportunity for brands that can successfully cater to these
desires (Khalifa & Elsahn, 2013).
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The concept of 'Lovemarks', introduced by Kevin Roberts in 2005, adds a nuanced layer to understanding
consumer-brand relationships within the luxury domain, suggesting that some brands achieve more than traditional
loyalty by forging deep emotional connections with consumers, thereby reaching 'Lovemark' status. This concept
underscores the capacity of brands to engage consumers emotionally and cognitively, creating bonds that extend beyond
the product's physical attributes. In Egypt, a country with a rich legacy in fashion and textiles, there is a clear
predilection for the artistry and elegance associated with luxury fashion.

Egyptian consumers' preference for international luxury brands underscores their quest for quality and social and
psychological affirmation, seeking branded goods and experiences not only for their utility but also for the status and
prestige they represent. The main aim of this study is to delve into the factors that contribute to achieving 'Lovemark’
status and their effect on the purchasing patterns of luxury consumers.

Moreover, this research will scrutinize the tactics employed by both international and Egyptian luxury brands to remain
competitive in the global marketplace. Through a comprehensive analysis of these strategies, the research intends to
shed light on the complex nature of consumer behavior within the luxury fashion sector and its broader impact on the
global economic, cultural, and social landscapes.

The luxury consumer research field has been relatively quiet on the subject of the preferences and behaviors of the
Egyptian eclite, a silence that becomes more pronounced amidst the rapidly changing dynamics of the global luxury
scene. Theories like "Lovemarks' emphasize the need for culturally aligned research, with Pourazad, Stocchi & Pare
(2019) suggesting that businesses could greatly benefit from insights tailored to the Egyptian context. Despite extensive
studies on the global luxury fashion market, there exists a noticeable void in literature focusing on the Egyptian market
(Marsasi & Yuanita, 2023), a gap that is particularly intriguing given Egypt's historical significance and socio-economic
diversity that likely shapes consumer behavior in unique ways. Addressing this gap, this research will explore the
determinants that influence the Egyptian luxury market, enabling brands to forge deeper, more enduring relationships
with their clientele.

Academically, this study enriches the theoretical discourse on lovemarks within the luxury brand context, aiming to
deepen the understanding of how emotional attachment and brand loyalty are cultivated among Egyptian luxury
consumers. It provides valuable insights into consumer decision-making, aiding marketing and psychology scholars in
unpacking the complex interplay of emotional and cognitive factors within luxury consumption.

Practically, the implications of this research are immediate and actionable for luxury brands, both within and outside
Egypt. By emphasizing the elements of "Lovemarks', brands can craft more engaging, emotionally resonant campaigns
that resonate with their target audience. For the luxury fashion industry, applying the Lovemarks theory could have
significant practical consequences, enabling brands to bolster emotional ties and engender a loyalty that surpasses mere
rational choice. For investors, stakeholders, decision makers and marketers in the luxury market, understanding the
impact of lovemarks on brand performance and market positioning can improve decision-making regarding investments,
expansion, and resource allocation.

2. Literature Review
2.1 Luxury Fashion Brands Emotional Attachment

The influence of luxury fashion on the social and economic structures of past ages was substantial, and this influence
continues today in many countries. The concept of luxury has its origins in the etymology of the term "luxury" may be
traced back to its Latin origin, "luxus,” which conveys the concept of an abundance that surpasses necessity, an
extravagant lifestyle, or the exhibition of wealth with the intention of fulfilling wants that extend beyond material
requirements (Cabigiosu, 2020). Fashion is a powerful and influential phenomenon that has consistently had a
significant position in the evolution of human civilization. According to Okonkwo (2007), throughout the course of
human civilization, fashion has consistently had a prominent impact and has played a substantial role in its
development.

The origins of fashion may be linked to ancient civilizations such as the Egyptian, Greek, and Roman empires.
Throughout history, fashion has served as a significant social component, reflecting societal values and norms through
various forms of attire, accessories, and cosmetics. Moreover, it exerted a significant impact on the formulation of
decisions in the realms of politics, economy, education, and the arts. Over time, luxury grew to represent a symbol of
social prestige inside royal civilizations (Kapferer, 2015). Furthermore, according to Okonkwo (2007), the prominence
of luxury and its correlation with appearance, beauty, and fashion emerged during this particular era of ancient Egyptian
culture.

Human relationships are referred to as attachments; in this case, attachments take many different forms as a result of
people's feelings for one another. An attachment object is linked to a consumer's self-concept when it is integrated into it.
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This relational viewpoint is in contrast to the trait perspective on attachment, which saw attachment as an individual
difference variable that described a person's consistent connecting style throughout time in many relationships (Ulag,
Tumbuan & J. Rumokoy, 2023).

Stronger emotional bonds are correlated with more intense emotions of passion, love, affection, and connection. A basic
human need, according to Bowlby (1979), is the urge to develop close emotional bonds with particular people.

As per Tsiotsou (2010), new research has revealed that emotional attachment to businesses can function as a dependable
indicator for identifying brand loyalty. Chaudhuri & Holbrook (2001) state that empirical research suggests brand
attachment has an impact on the decision to buy and the attitude of loyalty. Furthermore, Thomson, Maclnnis & Park
(2005) discovered a direct correlation between brand loyalty and brand attachment.

The results of this study show that brand attachment has a major impact on brand loyalty, which is consistent with
another research. Shimul, Phau & Lwin (2019) defines luxury brand attachment as the affective bond that creates an
emotional bond between a customer and a luxury brand, resulting in strong feelings within the customer towards the
brand. Six separate dimensions are defined by Dubois, Laurent & Czellar (2001) in their study.

These include exceptional quality, high price, exclusivity, design, personal history, and superfluity. According to Keller
(1993), there are ten different characteristics that help to define what luxury is. These include maintaining an elite
reputation, creating intangible brand associations, adhering to high standards of quality, using logos, symbols, and
packaging as drivers of brand value, cultivating secondary associations with individuals, events, nations, and other
entities, putting in place controlled distribution channels, implementing a premium pricing strategy, carefully managing
the brand architecture, identifying a wide range of competitors, and protecting the brand's legal protection.

2.2 Lovemarks Theory and Lovemarks Drivers

Kevin Roberts, CEO of Saatchi & Saatchi, created the term "Lovemarks" to highlight the emotional connection that
exists between luxury companies and their clientele and to underscore the significance of emotions in understanding
these kinds of relationships. Through his theory of consumer emotional attachment, which encompasses love and
respect for brands, he identifies the Lovemarks notion as a concept defined by the sum of associations that leads to
an emotional connection to certain brands. In his justification, he pointed out that lovemark which are connected to
feelings of emotional attachment to goods or services have replaced brand loyalty as the driving force behind customer
behavior. However, his work does not offer a thorough categorization of brand association theory.

Cho & Fiore (2015) posit that customers' love and respect for a brand are important emotional elements that impact
both short-term (like the desire to remain loyal to the company) and long-term (like the intention to temporarily increase
brand use) behavior. This discovery aligns with the findings of Song, Bae & Han (2019) research, which showed a
favorable correlation between Lovemarks and consumer purchase intention. Foster (2008) argues that emotions, such as
brand love and respect, have an impact on consumer decision-making, attitudes, and loyalty. The significance of
emotions is being emphasized more than ever because they play a crucial role in the relationship between a brand and
its customers. Specifically, eliciting positive emotions is necessary for consumers to engage in a variety of
consumption-related activities (Han Yu & Lee, 2020).

Roberts claims that the brand's more practical qualities are expressed in respect. These characteristics affect how
customers view a product or brand and assess its practical qualities, especially its dependability, performance, and
reputation. When combined, these characteristics show a brand's preference among consumers. The brand's emotional
traits, "mystery," "sensuality," and "intimacy," on the other hand, are all related to love and relate to the user's
relationship with the brand. (Shuv-Ami, Vrontis & Thrassou, 2017; Roberts, 2005).

According to Song et al. (2019), Lovemarks' six drivers act as triggers to increase customer loyalty and emotional
involvement. "Mystery" stimulates people's interest and encourages them to learn more about a brand's history.
"Sensuality" creates an immediate, sensory-rich connection by appealing to the senses. "Intimacy" creates a relatable
and customized experience, integrating the brand with the customer's identity. Together, "reputation" and "trust" provide
the brand credibility and dependability. Finally, "performance" establishes the foundation for customer expectations by
consistently delivering quality and utility. Though these motivations are important, the terms "love" and "respect" have
not been given as much consideration in study initiatives.

A Lovemark and its holder share an emotional connection that is beyond simple love or loyalty. It enters a domain of
love and dedication where customers actually adore the brand in addition to enjoying and trusting it. A strong emotional
bond with the brand frequently results in advocacy and a desire to spread its word to others (Roberts, 2005).

2.3 Relationship between Lovemarks theory and Brand Experience and Brand Equity

The idea of brand experience, according to Brakus, Schmitt & Zarantonello (2009), is related to customers' internal and
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personal reactions, such as feelings, ideas, and sensations, as well as their subsequent behaviors, which are sparked by
stimuli connected to a brand. These stimuli cover a wide range of elements that make up a brand, including its settings,
communications, packaging, identity, and design. All of the experiential components that encompass all of the brand's
interactions are collectively referred to as the brand experience.

Caru & Cova (2003) claim that consumer experiences have the capacity to elicit emotions, ignite imaginations, and
involve sensory elements, thereby forging an affective bond with clients throughout the purchasing process. Schmitt
(1999) divided experiences into five categories: "think" (relating to mental processes), "feel" (associated with emotional
states), "act" (referring to physical interactions), and "relate" (relating to social identity experiences) (Beig, Faseeh &
Nika, Fayaz, 2019).

Oliver (1997) states that emotional consumer-brand interactions develop over time and that these experiences stick in
the minds of consumers, affecting their satisfaction and loyalty. The branding literature has thoroughly examined a
number of dimensions, including brand equity, brand community, brand trust, brand attachment, and brand personality.
It is noteworthy that brand experience has a considerable role in influencing consumer happiness and loyalty through
consumer-brand dynamics, both directly and indirectly, owing to its unique nature and dimensional structure (Brakus et
al., 2009).

Brand equity, like brand experience, is a concept that incorporates numerous dimensions, as explored by Aaker, 1991.
Aaker (1991) states that brand loyalty, perceived quality, brand associations, and awareness are the elements that make
up brand equity. The construct being examined is a multifaceted phenomenon that is mostly based on customers'
subjective assessments and beliefs about a specific brand.

According to Gallart-Camahort, De la Oliva-Ramos & Fernandez-Duran (2021), the author suggests that these attributes
function as a strong indicator of the brand's value because they are able to detect alterations and may be utilized for a
variety of brands, product categories, and markets.

Greve (2014) states that there is proof to back up the claim that higher levels of connection activity are positively
connected with a stronger brand image. The present study raises questions about how brand image may affect
participation in the premium market. In the luxury market, building and establishing brand equity depends heavily on
the interplay of brand awareness, brand image, brand loyalty, and brand engagement (Gallart-Camahort et al., 2021).
Cho, Fiore & Russell (2014) state that the following characteristics are part of the idea of brand image and are closely
related to the drivers of lovemarks:

— Cognitive Associations: Mystery: Mystery includes mental associations established by captivating stories,
past and present interactions with a certain brand, and future goals that reflect a particular lifestyle. Roberts
(2005) asserts that very well-written stories can draw from the collective mythologies, renowned individuals,
and goals of a culture (Cho et al., 2014). They provide people with inspiration and encompass past, present,
and future elements. Roberts (2005) asserts that the brand's favorable associations come from the way that the
brand story expresses individual goals, dreams, or an inspirational attitude. Customers' past experiences form
their opinions and attitudes towards a brand, which in turn affects how they see the brand now and, in the
future, (Cho et al., 2014).

— Sensory Associations: Sensuality: The pleasurable fusion of several senses, taste, touch, smell, hearing, and
vision—that are shaped by a customer's encounters with a brand is known as sensuality. Numerous channels,
including the product itself, the retail setting, and advertising initiatives, may be used to facilitate these
interactions (Roberts, 2005; Cho et al., 2014). The author proposed, based on Roberts (2005), that a variety of
sensory stimuli, such as auditory stimuli like music, olfactory stimulation, and a range of tactile experiences, as
well as visual sensations from features like displays, logo designs, and packaging, contribute to the formation
of happy associations (Cho et al., 2014).

— Affective Associations: Intimacy: Intimacy is the term used to describe the feelings that come from
interacting with a specific brand. According to Roberts (2005), the idea of intimacy includes the relationships
and emotions that customers have with brands, which in turn affects how they behave and how they feel about
the brand. For example, a company's comprehension of a customer's opinions and preferences, a customer's
unwavering loyalty, and a customer's enjoyable interactions with a brand may foster positive feelings and
attitudes towards it (Cho et al., 2014).

3. Conceptual Framework

The purpose of this study is to provide insight into the effect of Lovemarks Drivers (Mystery, Sensuality, Intimacy,
Trust, Reputation, and Performance) on Lovemarks (Love and Respect) and luxury fashion brands. Moreover, other
studies have been undertaken to investigate the correlation between Lovemarks, including both love and respect, and
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the emotional attachment to luxury fashion brands.

3.1 The effect of Lovemarks Drivers (Mystery, Sensuality, Intimacy, Trust, Reputation, and Performance) on
Lovemarks (Love and Respect) on luxury fashion brands.

In the domain of branding, the concept of "Lovemarks," introduced by Roberts (2005) in "Lovemarks: The Future
Beyond Brands," suggests that some brands transcend typical loyalty by forging a deep emotional connection with
consumers, characterized by elements of mystery, sensuality, and intimacy, alongside trust, reputation, and performance
(Roberts, 2005).

Pawle & Cooper (2006) further substantiated this by developing a diagnostic tool that transforms brands into
Lovemarks, highlighting the influence of these emotional aspects on purchasing intentions and customer behavior.
Subsequent research by Di Mattia, Rodriguez & Pérez-Acosta (2018) emphasized intimacy as a critical emotional
trigger, with emotional responses driving 90-95% of buying decisions. Song et al. (2019) corroborated the significant
impact of the antecedents of the lovemarks theory “mystery, sensuality, and intimacy” on brand love.

Montoya-Restrepo, Restrepo, Berrio & Montoya-Restrepo (2020) expanded on this by integrating the variable of brand
experience into the lovemark concept, arguing for its centrality in brand co-creation. Further, Cho (2011) found that the
brand’s physical environment and visual identity play a vital role in shaping consumers' cognitive and emotional
responses, with sensual pleasure arising from visual, olfactory, auditory, and tactile elements enhancing emotional
attachment to brands. Cho identified three key intimacy themes: a firm's empathy, consumers' commitment, and
enjoyment, all contributing to a lasting brand relationship (Cho, 2011).

Finally, Jahanvi & Sharma (2021) validated the brand respect scale, demonstrating its connection to increased brand
loyalty and positive word-of-mouth referrals, reinforcing the notion that respect is foundational to the durability of
brand relationships. This body of research collectively affirms the intricate interplay of emotional factors in
consumer-brand dynamics and the enduring impact of lovemarks in the branding landscape.

Following prior studies, the following hypothesis were formed:
H;: Lovemarks Drivers have a positive effect on lovemraks (Love and Respect) of luxury fashion brands.

Hia: “Lovemarks Drivers— (1) Mystery, (2) Sensuality, and (3) Intimacy—have a positive effect on love, a
subdimension of Lovemarks of luxury fashion brands.”

Hib “Lovemarks Drivers— (1) Trust, (2) Reputation, and (3) Performance—have a positive effect on respect, a
subdimension of Lovemarks of luxury fashion brands.”

3.2 The effect of Lovemarks, which include both love and respect on the Luxury fashion brand's emotional attachment.

Using Kevin Roberts' "Lovemarks" idea, Esmailzadeh, Meral & Agilonu (2010) examined brand love and its main
qualities. Mystery, sensuality, intimacy, and respect were used to study brand loyalty. Respect, together with these
aspects, greatly develops brand love, according to studies. The study also shows how emotionally attached consumers
respect others' opinions, underscoring word-of-mouth's impact in brand relationships.

This supports Esmailzadeh et al. (2010)’s finding that strong brands affect pricing. Customer loyalty allows beloved
businesses to set pricing more independently, even during price hikes, according to the research. This encourages
corporations to build emotional brand ties beyond pricing in consumer decision-making. Marketers must understand
emotional attachment to establish unique, customer-centric brands that inspire emotional attachment in today's
competitive market.

Song et al. (2019) examined lovemarks and mystery, sensuality, intimacy, trust, reputation, and performance.
Lovemarks (brand love and respect) and emotional attachment were examined in a popular coffee shop. Brand
emotional attachment increased brand love and respect, according to his study. Lovemark traits including sensuality,
intimacy, and trust affected brand loyalty. This suggests that lovemarks can help explain commitment. Mystery,
sensuality, and closeness also explain brand love, according to study.

Fetais, Algharabat, Aljafari, & Rana (2022) examine how community engagement and lovemark effect luxury
fashion brand attachment. Lovemarks, which consists of "brand love" and "brand respect,”" forecast sales for luxury
fashion brands on social media. Research on this topic offline and online supports this outcome. Social Media
Marketing affects brand emotional attachment through community participation and lovemark, as shown by the entire
mediation.

As per the previous studies, the following hypothesis was formulated:

H,: “Lovemarks (Love and Respect) have a positive effect on Luxury fashion brands emotional attachment”
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4. Model Development

Research and academic background show that lovemarks effect on customer loyalty and emotional attachment to brands.
According to market studies, the conceptual model was created to examine lovemark drivers' effect on luxury
customers' emotional attachment to luxury fashion brands as below:

W Lovemarks

Lovemarks Drivers

Mystery

e
CE=0
(ot )
L/

Sensuality

Hila Love
Intimacy

Luxury Fashion
H2 Brand Emotional

Attachment

- .

Figure 1. Prepared by the researcher

5. Methodology

The purpose for employing the Positivism research philosophy in this study is driven by the assertion that social
phenomena can be understood through a neutral perspective (Melnikovas, 2018). Additionally, there is a requirement to
thoroughly examine the mechanisms and structures that impact the association between Lovemarks and emotional
attachment within the context of luxury fashion brands. The process of interpreting observations involves analyzing real
or measurable data. This particular research paradigm employs deductive reasoning, formulation of hypotheses,
empirical testing, the establishment of definitions, utilization of equations, computations, extrapolations, and
articulation of findings. Positivism is a highly effective methodology for investigating and analyzing the chosen study
topic.

The study aims to employ the research philosophy of Positivism and the deductive methodology, utilizing highly
structured approaches, large sample sizes, and measurement techniques. The analysis will mainly employ quantitative
methods, although various types of data will be considered. The objective is to uncover significant insights into the
influence of Lovemarks on emotional attachment within the luxury fashion industry. This approach enhances the
theoretical rigor and practical relevance of my study, facilitating the incorporation of valuable perspectives into the
subject matter.

The cross-sectional study is a descriptive research design that aims to provide a snapshot of a population at a specific
point in time. The study employs a research strategy that emphasizes the use of descriptive and cross-sectional
approaches. The focus of this phase is to help decision-makers in the assessment and selection of the most effective
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ways to tackle particular challenges, as emphasized by Malhotra and Shaiwalini (2023). The execution of the study
involves the utilization of an online survey, which specifically focuses on a sample of 440 individuals who are buyers of
luxury brands. The present study employs a quantitative methodology to examine customer opinions, providing insights
into the complex dynamics of Lovemarks in the luxury fashion sector.

To test the research hypotheses, a five-point scale with end points of “Strongly disagree” (1) and “Strongly agree” (5)
was used to measure the items in which the definitions and measurements of research constructs. Table (1) presents the
definitions of research variables adopted in the current study, illustrating how the variables are measured
(operationalized).

Following the validation of the model in this study by qualitative analysis, the model is then evaluated using a
questionnaire administered to customers of luxury fashion brands. The data was gathered from various gender and age
groups, with the exclusion of respondents who do not fall under the category of luxury fashion brand users.

The non-probability judgmental sampling technique is employed in order to pick specific respondents for the study. The
selection of this sample technique was based on its unsuitability for collecting and selecting specific data on luxury
consumers. This is due to the limited availability of data for only one category, namely income, although there exist
various other elements that influence social class status. In the Egyptian society, social stratification is commonly
determined based on factors such as economic status, professional engagement, educational attainment, and standard of
lifestyle. A non-probability, judgmental sample was chosen in light of the lack of a demographic frame. Consequently,
our sample selection relied on socioeconomic and lifestyle criteria.

According to the respondent profile, the percentage of female participants in the study (59.1%) exceeds that of male
participants. Specifically, female respondents accounted for 59.1% of the overall sample, corresponding to a count of
260 individuals. In contrast, male respondents constituted 40.9% of the sample, with a count of 180 individuals.
Furthermore, it is worth noting that the age bracket spanning from 30 to under 40 has a greater magnitude than all other
age brackets, accounting for 36.8% of the whole population, which amounts to 162 individuals. Conversely, the age
bracket from 20 to under 20 represents the smallest proportion, constituting merely 2.0% of the total population,
equivalent to 9 individuals. The largest proportion of participants, accounting for 47.3% of the overall sample size of
208 respondents, possessed a bachelor's degree. Conversely, the smallest proportion, comprising 10.0% of the sample,
consisted of individuals with a degree other than a bachelor's. This category was represented by a total of 44
respondents.

Furthermore, it is worth noting that the job category labelled as "Employed Full-Time" garnered the greatest number of
participants, accounting for 34.8% of the overall sample size, which equates to a total of 153 respondents. Conversely,
the employment category denoted as "Retired" received the lowest number of participants, constituting merely 7.3% of
the sample, with a total of 32 respondents. The category of "Less Than 20000 EGP" for average monthly household
income has the smallest proportion of respondents, accounting for 10.2% of the sample size and comprising a total of 45
respondents. The category of Average Monthly Household Income "More Than 100.000 EGP" has the highest
proportion of respondents, accounting for 50.2% of the sampled population.

6. Results and Discussion

The objective of this section is to conduct an analysis of the replies acquired from the questionnaire. The present
analysis encompasses the comprehensive evaluation of data validation procedures, alongside a detailed depiction of the
variables under scrutiny and the rigorous verification of the research hypotheses. The analysis was conducted with
SPSS version 26 and AMOS version 25. The aforementioned software applications are employed for the analysis of the
data collected from the questionnaire that has been specifically designed for the current research project.

Regarding the reliability testing, it means that the responses for a group of statements forming a certain construct are
consistent. To test the reliability, the Cronbach alpha value is computed which represents a scale from zero to 1. If the
Cronbach alpha value for a certain construct shows a value of 0.7 or more, then the reliability is considered accepted for
such construct.
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Table 1. Reliability and Validity results

42

Variables KMO AVE % Cronbach’s a Items Factor Loading
EA1 .907
EA2 .908
EA3 973
EA4 .984
EA5 950
EA6 954
EA7 921
Luxury Brands EAS 952
Emotional 978 94.242 .996 EA9 .894
Attachment EA10 966
EA11 973
EA12 910
EA13 919
EA14 .983
EA15 982
EA16 .902
EA17 941
MS1 917
MS2 .850
MS3 924
MS4 .890
Mystery 968 87.705 984 M3 oL
MS6 927
MS7 .909
MSS8 .906
MS9 910
MS10 .625
SN1 .946
SN2 953
SN3 .904
SN4 927
SN5 951
Sensuality 977 90.380 .989 SN6 960
SN7 .966
SN8 914
SN9 919
SN10 .950
SN11 .554
Intimacy 968 92.244 989 N1 928
IN2 923
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Variables KMO AVE % Cronbach’s a Items Factor Loading
IN3 931
IN4 925
INS .929
IN6 937
IN7 923
IN8 910
IN9 .896
TS1 .944
Trust 887 93.904 978 152 sl
TS3 .940
TS4 934
RP1 924
Reputation 883 91.533 969 RP2 ol
RP3 923
RP4 .905
PRI 729
PR2 932
Performance 914 87.366 962 PR3 905
PR4 913
PR5 .890
BL1 917
BL2 .903
Brand Love 926 91.502 977 BL3 922
BL4 923
BL5 910
BR1 920
BR2 917
Brand Respect 916 91.054 975 BR3 .909
BR4 .899
BRS .908

Source: Results of SPSS version 26.

Based on the facts in Table 1, the following is a summarized scientific assessment of the reliability and validity of
several constructs:

Sample Size Adequacy: The Keiser-Meyer-Olkin (KMO) measure consistently above the threshold of 0.5 for all
constructs, suggesting that the sample sizes were sufficient for conducting factor analysis, which is a critical component
in evaluating construct validity.

The factor loadings for all cases surpassed the minimum permissible level of 0.4. The observed high range of loadings
indicates a robust association between the items and their corresponding constructs, hence enhancing the construct
validity.

The Average Variance Extracted (AVE) values of all constructs were found to be significantly higher than the 50%
guideline. The aforementioned percentages demonstrate a significant degree of variance accounted for by the constructs,
hence providing additional support for their credibility.

The Cronbach's alpha coefficients for each construct were found to exceed the required level of 0.7. The
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aforementioned elevated values serve as an indication of robust internal consistency and trustworthiness of the
structures.

To summarize, the constructs pertaining to Luxury Brands Emotional Attachment, Mystery, Sensuality, Intimacy, Trust,
Reputation, Performance, Brand Love, and Brand Respect exhibit strong levels of construct validity and reliability. This
is supported by the robust KMO values, factor loadings, AVE percentages, and Cronbach's alpha coefficients. The
empirical evidence affirms that these constructs exhibit statistical validity and reliability within the context of the
investigation.

Table 2. SEM Analysis for the Research Variables

Estimate P |Standardized Estimates] R
Brand Love <--- Mystery 216 oAk 224
Brand Love <--- Sensuality 321 ok .348 .800
Brand Love <--- Intimacy .390 oAk 409
Brand Respect <--- Trust 268 oAk 277
Brand Respect <---|  Reputation 265 ok 265 .666
Brand Respect <---| Performance 353 Hoxk .356
Luxury Brands Emotional Attachment | <---| Brand Love .699 oAk 617
Luxury Brands Emotional Attachment | <---| Brand Respect .320 ok .302 7

Source: Results of AMOS version 25.

The structural equation modeling (SEM) analysis detailed in Table 2 elucidates the influence of several independent
variables on different brand-related constructs.

6.1 Effect on Brand Love

Mystery: With an estimate of 0.216 and a significant P-value (P < 0.05; P = 0.000), Mystery is shown to have a notable
positive effect on Brand Love. Sensuality: Exhibits a strong positive effect on Brand Love (estimate = 0.321, P <0.05; P
=0.000). Intimacy: Demonstrates a significant positive impact on Brand Love (estimate = 0.390, P <0.05; P = 0.000).

The R-squared value for Brand Love is 0.800, indicating that 80% of its variance is accounted for by these variables,
showcasing a strong model fit. The standardized estimates rank the strength of relationships as follows: Intimacy
(0.409), Sensuality (0.348), and Mystery (0.224), suggesting that Intimacy has the most substantial effect on Brand
Love.

6.2 Effect on Brand Respect
Trust: Shows a significant positive effect on Brand Respect (estimate = 0.268, P < 0.05; P = 0.000).

Reputation: Also has a notable positive impact on Brand Respect (estimate = 0.265, P < 0.05; P = 0.000). Performance:
Exhibits a strong positive influence on Brand Respect (estimate = 0.353, P < 0.05; P = 0.000).

The R-squared value for Brand Respect is 0.666, meaning the model explains approximately 66.6% of the variance.

The standardized estimates indicate that Performance (0.356), Trust (0.277), and Reputation (0.265) are predictive of
Brand Respect, with Performance being the most influential.

Impact on Luxury Brands Emotional Attachment:
— Brand Love: Has a considerable positive effect (estimate = 0.699, P < 0.05; P = 0.000).
— Brand Respect: Also significantly influences Luxury Brands Emotional Attachment (estimate = 0.320, P < 0.05;
P =0.000).

The R-squared value of 0.717 indicates that the model accounts for roughly 71.7% of the variance in Luxury Brands
Emotional Attachment.

The standardized estimates show that Brand Love (0.617) has a more pronounced relationship with Luxury Brands
Emotional Attachment than Brand Respect (0.302), suggesting it is the stronger predictor of attachment.

In summary, the SEM analysis indicates that the constructs of Intimacy, Sensuality, and Mystery are strong predictors of
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Brand Love, with Intimacy being the most significant. Trust, Reputation, and Performance are substantial determinants
of Brand Respect, with Performance having the highest predictive power. Lastly, Brand Love and Brand Respect are
both important predictors of Luxury Brands Emotional Attachment, with Brand Love being the predominant factor.
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Figure 2. SEM results for the Research Variables

Source: Results of AMOS version 25

The research achieves the First Research Objective (1) “Study the key lovemarks drivers effect the luxury customer
purchasing decisions.”, Through examining the First Hypothesis, which is “H1: Lovemarks Drivers have a positive
effect on lovemraks (Love and Respect).” Moreover, the research achieves the Second Objective (2) “Investigate the
relationship between love and respect and its effect on the emotional attachment customers create toward luxury fashion
brands.” Through examining the Second Hypothesis which is “H2: Lovemarks have a positive effect on Luxury
fashion brand emotional attachment.”

First Hypothesis (H;): Lovemarks Drivers have a positive effect on lovemraks (Love and Respect). Is consists of 6 sub-
hypotheses.

According to (Song et al., 2019) research findings revealed the key factors for each level of brand love and respect.
According to the lovemarks theory, all of the antecedents, mystery, sensuality, and intimacy, had significant impacts on
brand love. and according to Dos Santos, Rocha, Fernandez, De Padua & Reppold (2018), The most essential emotional
trigger is intimacy, as research suggest that emotions influence 90-95% of responder buying decisions. The research
conducted by Montoya-Restrepo et al. (2020) affirms that the lovemark concept comprises two components, namely
love brand and brand respect. Furthermore, the study establishes that brand experience is a crucial element in brand
co-creation, covering a third concept that is influenced by three fundamental branding actions: mystery, sensuality, and
intimacy. The study conducted by Jahanvi and Sharma, M. (2021) provides evidence that supports the reliability of the
brand respect scale, as well as its content, convergent, discriminant, and nomological validity. The theoretical
framework of the brand respect scale posits that brand respect exerts a favorable influence on both brand loyalty and
word of mouth.

First sub-hypothesis (Hai1): "Lovemarks Driver (Mystery) has a positive relationship of love, a subdimension of
Lovemarks" According to the SEM analysis for the influence of the research variables, it was discovered that Mystery
had a substantial positive effect on Brand Love, with a standardized estimate of 0.224. Customers are impacted by the
brand's behavior as measured by the Mystery Driver, such as efforts to improve the customer experience, include the
consumer in the company's story and history, inspire customers, and follow in their footsteps, which makes consumers
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adore the brand.

The second sub-hypothesis (Ha2) states that "Lovemarks Driver (Sensuality) has a positive relationship with love, a
Lovemarks subdimension." According to the SEM analysis for the impact of the research variables, there is a
significant positive effect of Sensuality on Brand Love, as the standardized estimates are 0.348. The Sensuality Driver
evaluates how the brand appeals to the senses of its customers, including sight, sound, smell, touch, and taste. These
elements all play a part in influencing consumers' opinions of the brand.

Third sub-hypothesis (H,3): "Lovemarks Driver (Intimacy) has a positive relationship with love, a subdimension of
Lovemarks" According to the SEM analysis for the influence of the research variables, it was discovered that Intimacy
had a substantial positive effect on Brand Love, with a standardized estimate of 0.409. As a result, the Intimacy driver is
the most powerful driver since it assists brands in developing a genuinely intimate relationship with customers by
listening to, comprehending, meeting their requirements, and addressing their problems.

According to the standardized estimates, Intimacy has a high association with Brand Love, followed by Sensuality and
Mystery. This suggests that increasing the level of Intimacy in a brand's actions is most likely to increase Brand Love.

Fourth sub-hypothesis (Hp1): "Lovemarks Driver (Trust) has a positive relationship with Respect, a subdimension of
Lovemarks" According to the SEM analysis for the impact of the research variables, it was discovered that there is a
significant positive effect of Trust on Brand Respect, with the standardized estimates being 0.277. For a customer to
have trust in a brand and develop an attachment to it through respect, the brand must be reliable and trustworthy in
addressing the customer's concerns and providing security against risk.

Fifth sub-hypothesis (Hy2): "Lovemarks Driver (Performance) has a positive relationship with Respect, a Lovemarks
subdimension." According to the SEM analysis for the influence of the research variables, there is a substantial positive
effect of Performance on Brand Respect, with a standardised estimate of 0.356. In order to meet client expectations, the
company is working on practical elements such as quality, innovation, design, durability, and functionality.

Sixth sub-hypothesis (Hp3): "Lovemarks Driver (Reputation) has a positive relationship with Respect, a subdimension of
Lovemarks" According to the SEM analysis for the influence of the research variables, it was discovered that
Reputation has a substantial positive effect on Brand Respect, with a standardized estimate of 0.265. Customers need
luxury brands to be well-known, to have a strong identity, and to have high credibility in order to be positioned as
premium brands, so having an amazing reputation is the brand's default.

According to the standardized estimations, Performance has a high association with Brand Respect, followed by Trust
and finally Reputation. This suggests that improving a brand's performance is likely to have the biggest influence on
building brand respect.

According to the results of the SEM analysis the R-squared value of "Brand Love" accounts for 80% of the variability,
indicating that it can be explained by the model's independent variables. Furthermore, the R-squared value of "Brand
Respect" accounts for 66.6% of the variability that can be accounted for by the model's independent variables.

Second Hypothesis (H»): “Lovemarks have a positive effect on Luxury fashion brand emotional attachment”.

Shuv-Ami et al. (2017) conducted a study to validate the relationship between the Lovemarks scale, comprising the
"Love and Respect" sub-scales, and brand attachment. The findings of their research indicate a robust and positive
association between the Lovemarks scale and brand attachment. Notably, the "Love" dimension emerges as the most
influential factor, suggesting that the bond between consumers and brands is predominantly emotional rather than
rational. Dos Santos et al. (2018) emphasize the need to understand that an increase in love and emotional attachment
towards a brand might result in a higher level of respect, thus establishing a correlation between these two dimensions.
The research conducted by Song et al. (2019) indicates that brand love exerts a more significant impact on brand
attachment compared to brand respect. This implies that buyers are more likely to cultivate brand loyalty based on their
emotional attachment to the brand, rather than their respect for it. Nevertheless, it is crucial to acknowledge that as per
Roberts' (2005) findings, the longevity of brand love is contingent upon the establishment of a solid basis of profound
brand respect. Hence, it is imperative for researchers and practitioners to constantly investigate both brand love and
respect, as they have been recognized as crucial determinants in fostering brand attachment.

According to the Lovemarks theory, both brand love and brand respect should have a positive impact on luxury fashion
brands emotional attachment; however, according to the SEM, there is a significant positive effect of Brand Love on
Luxury Fashion Brands Emotional Attachment, with a standardized estimate of 0.617; however, Brand Respect has a
significant positive effect on Luxury Fashion Brands Emotional Attachment, with a standardized estimate of 0.302.
Furthermore, according to the data, Brand Love has a high association with Emotional Attachment to Luxury Brands,
followed by Brand Respect. This means that increasing a consumer's level of Brand Love is likely to have the greatest
impact on increasing Luxury Brands Emotional Attachment. As a result, customers are more likely to feel an emotional
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connection to a brand than a rational one, and research shows that brand love has a greater influence than brand respect.
7. Conclusion

In conclusion, this research has meticulously validated statistical constructs pivotal to understanding consumer behavior
within the luxury brand sector, with a specific focus on the concept of lovemarks and their influence on emotional
attachment. The thorough reliability and validity analyses reinforce the credibility of the constructs examined, which
encompass Luxury Brands Emotional Attachment, Mystery, Sensuality, Intimacy, Trust, Reputation, Performance,
Brand Love, and Brand Respect.

The SEM findings reveal a significant predictive capacity of Intimacy, Sensuality, and Mystery on Brand Love,
designating Intimacy as the foremost influential factor. Concurrently, Trust, Reputation, and Performance have been
identified as crucial drivers for Brand Respect, with Performance being the most impactful element. The results further
affirm the theory that Brand Love is more influential than Brand Respect in fostering Luxury Brands Emotional
Attachment.

Through its exploration, the study successfully meets its aim by pinpointing critical lovemarks drivers that sway the
purchasing decisions of luxury consumers and by shedding light on the nuanced interplay between love and respect,
along with their collective influence on the emotional bonds’ consumers develop with luxury fashion brands. The data
underscores the dominance of emotional connections over rational assessments in the development of consumer-brand
relationships, emphasizing the need for luxury brands to focus on emotional resonance within their marketing strategies.

This research, while comprehensive, is not without its limitations. Future studies could expand upon this work by
exploring a more diverse array of cultural contexts and by integrating qualitative methodologies to capture the depth of
emotional attachments consumers form with luxury brands. Additionally, investigating the long-term impact of
lovemarks on brand equity and consumer loyalty would provide further valuable insights into the enduring power of
emotional connections in the luxury fashion industry. Such future research endeavors would greatly enrich the academic
literature and offer practical guidance for luxury brands aiming to navigate the complex consumer landscape effectively.
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