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ABSTRACT
In the fast-growing niche market of hijab fashion, understanding and enhancing the cus-
tomer experience is essential for the long-term success of any retail business. The purpose 
of this study was to examine the relationship between retail brand experience (RBE) and 
brand loyalty, with brand love serving as a mediating factor in the context of hijab fashion. 
Data were collected using a mall intercept survey, yielding 500 valid responses from Mus-
lim women aged 18 and older who have shopped at local hijab retail stores in the Klang 
Valley, Malaysia. To test the hypotheses, partial least squares structural equation modeling 
was utilized. The results revealed a positive and statistically significant relationship be-
tween RBE and brand loyalty, with brand love acting as a mediator in this relationship. The 
results highlight that the identified factors promoting brand loyalty are essential for driv-
ing long-term impact on company success and developing strategic marketing initiatives.
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INTRODUCTION
Islamic modest fashion has emerged as a significant player in global fashion. With a sub-
stantial and growing market of 1.9 billion Muslims worldwide (Dinar Standard, 2022), 
mainstream brands are attracted to this segment due to its growth and increased visibility. 
In 2021, the purchasing power for Muslims in Islamic modest fashion was recorded at 
$295 billion, up from $277 billion in 2019 (Dinar Standard, 2022). The global Muslim 
population will reach approximately 2.76 billion (29.7%) by 2050, constituting (Desilver 
& Masci, 2017). This highlights a sustained and significant potential demand for Islamic 
modest fashion, driven by the expanding Muslim consumer segment.
Malaysia’s Islamic modest fashion industry is a lucrative and open market. Malaysian 
Muslim women engage with fashion trends while keeping their values and beliefs. Cloth-
ing, accessories, makeup, and self-presentation on social media are increasingly important 
in modern society (Mustafa et al., 2018). Malaysia’s multiracial and multicultural status 
furthers this trend (Kamarulzaman & Shaari, 2023). This has created a dynamic market 
for modest fashion brands with a broad wide range of preferences and styles, from tradi-
tional to contemporary.
	 The hijab is a type of headscarf worn by many Muslim women which covers the 
hair and neck, but not the face (Mustafa et al., 2018). As a fashion statement and status 
symbol, worn also for its style and versatility (Grine & Saeed, 2017; Lim, 2023). Modest 
fashion allows Muslim women to enhance their individuality and beauty, while also fulfill-
ing their religious obligations (Hassan & Ara, 2021). Unfortunately, the hijab may also be 
stigmatized as a symbol of oppression (Amin, 2023). A wide range of styles, fabrics, and 
colors to cater to diverse consumer preferences. Traditional markets have begun to expand 
towards more fashionable options for a wider variety of consumers.
	 Local entrepreneurs have begun to establish their own lines in order to address 
this new demand, blending mainstream trends with unique styles to address demand from 
fashion-conscious consumers for contemporary styles (Hassan & Ara, 2021; Karakavak & 
Özbölük, 2023; Mustapha, 2019). Social media platforms enhance brand visibility and 
expand brand audiences (Karakavak & Özbölük, 2023). Hijab fashion enthusiasts have 
increasingly used these platforms to build communities (Kamarulzaman & Shaari, 2023; 
Mat Sharif, 2020). Local entrepreneurs can market their designs and connect directly with 
customers in this way (Hanafi et al., 2023).
	 However, locally produced brands often struggle in the competitive marketplace. 
Declining sales have contributed to an increasing number of local companies shutting 
down (Maduretno & Junaedi, 2022; Notani & Jain, 2021; Zainudin et al., 2020). Intense 
competition has become the primary obstacle to their survival (Mustapha, 2019; Su-Lyn, 
2015; Zainudin et al., 2018). Global brands such as Dolce & Gabbana, DKNY, H&M and 
Zara have also entered the market (Dinar Standard, 2018; Hassim, 2017; Sari & Asad, 
2019). These conditions have led to some local players being forced to shutter after only a 
few months (Zainudin et al., 2020).
	 Globalization in the Malaysian retail landscape has underscored the need for lo-
cal brands to strengthen their competitive positioning. Competitive strategies would al-
low local players to differentiate themselves and expand their brand presence (Agostini 
et al., 2015; Harun et al., 2010). Strong customer-brand relationships, achievable through 
a strong level of brand experience, are a vital part of this strategy (Gómez-Suárez et al., 
2017). Accordingly, customer experience plays a significant role in physical retail settings 
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(Anggara et al., 2023; Das et al., 2019). 
	 Today’s consumers expect not only functional benefits but also experiential value 
from retail brands (Bapat & Thanigan, 2016; Khan & Rahman, 2016; Valaei & Nikhashemi, 
2017). Fikry and Ahmad (2019) found that Malaysian customers prefer purchasing hijabs 
from brick-and-mortar stores rather than online, as this allows them to directly assess the 
texture of the materials. The ability to touch and feel a product in a brick-and-mortar store 
is increasingly important for fashion consumers (Hassan et al., 2022; Skrovan, 2017).
	 Brands must create unique and memorable consumer experiences under intense 
competition to differentiate themselves and foster loyalty. Memorable experiences en-
hance long-term performance and strengthen a brand’s market position (Anggara et al., 
2023; Bagdare & Jain, 2013; Bustamante & Rubio, 2017). Brand credibility is evaluated 
through direct interactions, with store attributes either reinforcing or weakening brand 
attachment (Dwivedi et al., 2018; Mohd-Ramly & Omar, 2017). Traditional marketing 
strategies, which emphasize product promotion, are now insufficient. RBEs generate more 
positive reviews, word-of-mouth, and repeat patronage (Chen et al., 2014; Khan et al., 
2021; Menidjel et al., 2017; Yadav et al., 2023).
	 RBEs have been widely recognized; however, empirical research on its retail-spe-
cific application remains limited and fragmented (Diallo et al., 2021; Nikhashemi et al., 
2019). Extant research typically focuses on product or service brands such as Starbucks, 
Nike, Apple, and American Express. The unique retail-specific components of brand ex-
perience calls for a different approach (Ishida & Taylor, 2012). This is because unlike ge-
neric brands, retail brands involve broader customer interactions, such as bargaining, en-
gagement with sales staff, and returning products (Dabholkar et al., 1995). The distinctive 
factors driving RBE must be captured, rather than relying solely on generic brand experi-
ence measures (Ailawadi & Keller, 2004; Khan & Rahman, 2016).
	 This study has focused on hijab fashion, rather than the broader category of mod-
est fashion, because the hijab represents the core elements of Islamic hijab fashion. The 
cultural and symbolic significant of Muslim women’s modest dressing practices are exem-
plified by the hijab. It uniquely combines religious devotion, fashion consciousness and 
identity formation, making it ideal for capturing consumer behavior in the retail setting 
(Mustafa et al., 2018; Hassan & Ara, 2021). In addition, the phenomena of the modern 
hijabista, or fashion-conscious Muslim women, further reinforces the significance of this 
hijab segment in Malaysia’s fashion landscape.
	 This study addresses gaps in the literature by examining the multidimensional 
nature of RBE in the context of hijab fashion and brand loyalty. Building on Khan and 
Rahman’s (2016) six-dimensional conceptualization of RBE, brand love is added as an 
important mediating variable. It not only influences brand loyalty, but also acts as a criti-
cal intermediary between brand experience and loyalty outcomes (Huang, 2017; Khan et 
al., 2021). However, research linking RBE, brand love, and brand loyalty remains scarce, 
particularly in the context of hijab fashion (Anggara et al., 2023; Mohd-Ramly & Omar, 
2017). Marketing studies have neglected the mediating role of brand love in these relation-
ships (Huang, 2017). The following questions are thus addressed by this study:

1.	 Does RBE have a positive effect on brand loyalty?
2.	 Does RBE have a positive effect on brand love?
3.	 Does brand love have a positive effect on brand loyalty?
4.	 Does brand love mediate the relationship between RBE and brand loyalty?
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	 In the context of Malaysia’s emerging hijab fashion market, the relationship be-
tween RBE and brand love in building customer brand loyalty is important. Shopping ex-
periences relate to factors such as product quality, store ambiance, and customer service. 
Positive RBE inculcates emotional connections and fosters brand love, thus increasing 
loyalty.

LITERATURE REVIEW
The Stimulus-Organism-Response Model
One of the most prominent theories used for explaining consumer behavior is the Stim-
ulus-Organism-Response model. Mehrabian and Russell (1974) developed it to explain 
how people respond emotionally to environmental triggers (Figure 1). Jacoby (2002) later 
extended the model to better explain the relationships between stimuli, emotional and 
cognitive responses, and resulting behaviors. This model proposes that environmental 
cues or stimuli (S) prompt a person’s (the organism, O) cognition and emotion, result-
ing in a response (R). Whether the response is favorable or unfavorable depends on the 
stimuli’s nature and the person’s internal state (Donovan & Rossiter, 1982; Mehrabian & 
Russell, 1974).

Figure 1. S-O-R Model

	 Stimuli refers to environmental triggers that influence the cognition and emotions 
of an individual (Eroglu et al., 2001). In this study, these triggers refer to marketing ac-
tivities that can have a major effect on a consumer’s perceptions and actions. Examples 
include advertisements, promotions, brand awareness initiatives, brand image displays, 
product assortment, showrooms, and distribution channels (Alanadoly & Salem, 2022; 
Chokkannan et al., 2023; Kwon et al., 2020; Shi et al., 2022). Social factors, salesperson 
interactions, as well as retailer support and customer service are also external environ-
mental triggers affecting consumer behavior (Arora et al., 2022). In the context of the 
telecommunications sector, Mostafa and Kasamani (2021) proposed brand experience as 
the main stimulus of self-brand connection, brand love, and brand trust, all leading to the 
development of brand loyalty, thus expanding the S-O-R framework.
	 The emotions of customers can be provoked by external triggers (Islam & Rah-
man, 2017) like marketing ploys, product showcases, and salesperson interaction. There 
triggers in turn shape the customer’s cognitive processes and emotional responses, sub-
sequently influencing his general perception and behavior towards the brand. The organ-
ism’s cognitive and affective mechanisms are run by factors like trust, satisfaction, com-
mitment, perceived quality, sense of community, and price (Alanadoly & Salem, 2022; 
Fang et al., 2021; Huang et al., 2014; Roberts-Lombard & Petzer, 2021; Zhu et al., 2020). A 
person’s perception and emotional state is shaped by his behavioral responses to external 
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stimuli. Ali et al. (2021), for instance, studied how love leads to the behavioral intention to 
use smart phone travel apps. In retail, the effect of external stimuli on behavioral outcomes 
such as the disposition to pay premiums, brand loyalty, spreading of positive word-of-
mouth, and adoption intention has been studied (Ali et al., 2021; Mostafa & Kasamani, 
2021; Noor et al., 2022).
	 The S-O-R framework was extended by Rao and Ko (2021) by studying the ef-
fect of impulsive purchasing on luxury brand loyalty as mediated by perceived usefulness 
and perceived joy. Ting et al. (2021) studied the mediating role of social interactivity in 
driving the effect of customer engagement on brand loyalty. Ngah et al. (2022) examined 
how celebrity endorsements affect halal cosmetic repurchase intention as mediated and 
moderated by religiosity, attitude, and brand image. Alanadoly and Salem (2022) explored 
how product variety, opinion seeking, and fashion engagement affect online fashion pur-
chasing. Meanwhile, Anggie and Haryanto (2011) examined olfactory stimuli, approach 
behavior, and experiential marketing influence consumers’ purchase intention in a retail 
environment. With these extensive studies, we establish the relevancy of the S-O-R frame-
work in various consumer behavior settings which hinge on emotional and social stimuli. 
The S-O-R-based research framework for this study is hence developed as illustrated in 
Figure 2.

Figure 2. Research model

RBE and Brand Loyalty
According to Brakus et al. (2009), brand experience is the fundamental factor driving 
consumer perception and behavior. This includes the cognitive, emotional, and physical 
responses to brand-based stimuli, leading to brand loyalty. Although intellectual, affective, 
behavioral, and sensory scales can be used to measure brand experience, they do not cover 
specific retail elements and settings that are equally influential. Khan and Rahman (2015) 
highlight RBE as the consumer’s overall cognitive, emotional, behavioral, and sensory re-
sponses as triggered by brand-driven stimuli like customer service, retail store design, 
ambience, communication, and packaging before, during, and post-purchase.
	 Brand name influence, billing orders and application forms, mass media impres-
sion, point-of-sales service, salesperson commendations, and emotional experience are all 
part of RBE (Khan & Rahman, 2016; Anggara et al., 2023). Brand name influence is basi-
cally the appeal of the retail brand name to the consumer, shaping their brand perceptions 
and feelings. Customer billing order and application forms represent the functionality 
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and effectiveness of the retail brand, specifically the smoothness of their billing processes, 
transactions, receipt issuance, and in-store applications.
	 Mass media impression entails the brand’s advertising, social media presence, 
and visibility on other media platforms, heightening customer awareness and perception. 
Next, point-of sales service refers to how well the brand displays their products, designs 
their store, and comes up with a variety of goods, all of which improve retail experience. 
Salesperson recommendations are the perceived believability and usefulness of the advice 
or suggestions given by the salesperson. Finally, emotional event experience is the extent 
to which participating in brand events, product launches, and exhibitions can trigger pos-
itive consumer-brand emotions (Khan & Rahman, 2016; Anggara et al., 2023). 
	 Mahmood et al. (2019) in the context of the fashion industry in Pakistan proposed 
a positive link between brand experience and brand loyalty. Similarly, Briliana (2017) like-
wise found a direct positive correlation between brand experience and brand loyalty in In-
donesia. As the fashion industry grows, so does the competition between its players. This 
is why fashion brands must create memorable brand experiences to get ahead (Brakus et 
al., 2009; Huang, 2017; Mahmood et al., 2019). This current study hence includes retail 
brand experience as a construct.
	 Yin et al. (2022) using the RBE proposed the positive and significant effect of brand 
experience on customer retention. Omnichannel physical stores are joyful and exciting for 
customers, positively affecting their purchase decisions (Lazaris et al., 2022). Khan et al. 
(2020) likewise found a significant link between customer experience and brand loyalty in 
the context of branded retail stores. Therefore, retail performance is driven by customer 
loyalty via positive purchasing behavior, as well as brand attitudes.

H1: RBE has a positive impact on brand loyalty.

RBE and Brand Love
Brand love is the entrenched emotional link and affection that a customer has towards 
a brand, driven by strong brand loyalty and positive word-of-mouth (Carroll & Ahuvia, 
2006; Joshi & Garg, 2021). A customer who feels deeply attached, passionate, and devoted 
to a brand develops positive sentiments and perceptions towards it, resulting in repeat-
ed purchases. But this can change according to their retail experiences with the brand. 
Brand perception can shift based on rational and emotional factors driven by brand stim-
uli (Chaffey & Ellis-Chadwick, 2016). Long-term consumer-brand relationships are rein-
forced by brand love (Joshi & Garg, 2021; Karjaluoto et al., 2016). Anggara et al. (2023) 
found that retail brand stimuli like merchandising, salespeople interactions, store envi-
ronment, and ease of transactions affect consumers’ hijab brand love. Hijab brand love 
among consumers is often characterized by enthusiastic purchases, brand attachment, ex-
pressions of love for the brand, and likelihood to spread positive word-of-mouth (Anggara 
et al., 2023; Joshi & Garg, 2021).
	 Brand love has been positively linked to sensory, intellectual, and behavioral expe-
riences, rendering brand experience a key factor (Huang, 2017), with sensory experience 
being the strongest determinant.  Santos and Schlesinger’s (2021) study on the effect of 
brand experience on brand love in relation to Spain’s TV streaming services indicated 
the significance of sensory and emotional experiences. Hence, brand experience is key to 
fostering brand love, considering the tendency of consumers to buy from brands that they 
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are emotionally attached to.

H2: RBE has a positive impact on brand love.

Brand Love and Brand Loyalty
Shetty and Fitzsimmons (2022) found the significant and positive effect of brand love on 
brand loyalty in their study involving 415 luxury fashion consumers in Dubai. Similar 
findings were derived in the US-based study by Song and Kim (2022), demonstrating the 
positive effect of brand love on attitudinal loyalty. Ghorbanzadeh and Rahehagh (2021) 
found that brand loyalty is significantly predicted by brand love in Iran’s fashion industry. 
Another study on Spain’s TV streaming platform indicate that brand love directly and 
positively determines brand loyalty (Santos & Schlesinger, 2021). In India, Sreejesh et al. 
(2016) in their study on 30 retail brand customers revealed that brand love boosts the 
effect of brand loyalty initiatives. Other studies have also reported similar results (Fer-
nandes & Inverneiro, 2021; Ghorbanzadeh, 2021; Shetty & Fitzsimmons, 2022). In Indo-
nesia, Mayasari et al. (2023) found that brand love significantly influences the repurchase 
intention of local fashion brands among millennial consumers.

H3: Brand love has a positive impact on brand loyalty.

The Mediating Role of Brand Love
H2 suggests the positive effect of RBE on brand love, whilst H3 proposes the significant 
effect of brand love in driving brand loyalty. These hypotheses essentially suggest the cru-
ciality of emotional links in fostering customer loyalty. Other studies have also proven 
the mediating effect of brand love on the link between brand experience and brand loy-
alty (Huang, 2017; Kazmi & Khalique, 2019). Fernandes and Inverneiro (2021) showed 
its positive mediating effect whilst Yadav et al. (2023) demonstrated it partial mediating 
role. Bae and Kim (2023) also confirmed the positive mediating effect of brand love in the 
brand experience–brand loyalty relationship.

H4: Brand love mediates the effects of RBE on brand loyalty.

METHODS
Research Design and Measurement
A quantitative research design was used to examine the determinants of brand loyalty 
among Muslim women consumers of local hijab brands in Malaysia. The key constructs 
included retail brand experience (RBE), brand love and brand loyalty. This conceptual 
framework was used to investigate the dynamics of consumer-brand relationships in the 
context of local hijab fashion.
	 A self-administered survey questionnaire was developed for this study. A prelim-
inary list of measurement items was created through an extensive review of dimensions 
related to relationship of RBE and brand love, both of which are key factors in building 
brand loyalty. The constructs of RBE and brand love were assessed using a 5-point Lik-
ert scale, with response options ranging from “strongly disagree” (1) to “strongly agree” 
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(5). Brand loyalty was evaluated using a 7-point Likert scale, with options from “strongly 
disagree” (1) to “strongly agree” (7). This choice of different scale points was intended to 
minimize the potential for common method bias (CMB), as recommended by Kock et al. 
(2021).
	 The questionnaire incorporated 38 indicators in total in order to capture all three 
constructs (see appendix). The 24 indicators measuring RBE were adapted from Anggara 
et al. (2023) and Khan and Rahman (2016). An additional nine indicators measuring the 
mediating variable of brand love were adapted from Fernandes and Inverneiro (2021), Ka-
zmi and Khalique (2019), Nikhashemi et al. (2019), and Pontinha and Vale (2020). Finally, 
five indicators used to measure brand loyalty were adapted from Anggara et al. (2023) and 
Khan et al. (2020).
	 A two-stage validation process was used to determine content validity. Three mar-
keting experts validated the questionnaire. Their feedback and suggestions resulted in sev-
eral modifications. Then, a pilot test with 30 respondents was used to evaluate the clarity, 
reliability, and overall effectiveness of the revised questionnaire. The intended constructs 
were therefore found to be relevant.
Sampling and Data Collection
	 The minimum required sample size was guided by the formula proposed by Burns 
et al. (2017):

	 where: n = required sample size, z = value of the standard normal distribution at 
the desired confidence level (1.96 for 95%), P = estimated population proportion (set at 
0.50 to maximize variance, as recommended by Macfarlane, 1997), and d = margin of 
error (0.05, suitable when prevalence lies between 10% and 90%) (Naing et al., 2006). The 
values were substituted as follows:

	 The minimum required sample size was therefore determined to be 385. Over 500 
samples were ultimately collected in order to account for potential non-response, incom-
plete data, and to enhance the study’s statistical power and generalizability. More robust, 
reliable results were obtained due to this larger sample size, while minimizing the impact 
of unforeseen variability in the data (Ahmed, 2024).
	 Ethical clearance was first obtained from the Research Ethics Committee. The study 
complied with established ethical standards for research involving human participants, 
including voluntary participation, informed consent, and the protection of respondents’ 
confidentiality and anonymity. Ethical considerations were held to be paramount due to 
the nature of the mall-intercept surveys and printed questionnaires.
	 Due to its rapid growth as a major metropolitan area and its role as Malaysia’s 
economic, cultural, and financial center, the Klang Valley area was selected for this study 
(Huff, 2024). The area also has the highest average monthly income in Malaysia among 
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the top 20% of households (Department of Statistics Malaysia, 2022). This region also has 
the highest concentration of shopping malls in Malaysia (Leng, 2024), meaning that it is 
diverse in terms of education and income levels, as well as household size. Nine key loca-
tions in Klang Valley were purposively selected for survey sites, namely Suria Kuala Lum-
pur City Centre, KL East Mall, Melawati Mall, IOI Putrajaya, Bangi Sentral, One Utama, 
Pusat Komersial Seksyen 7 Shah Alam, Setia City Mall, and I-City Mall. These malls were 
chosen for their status as hubs for modest fashion and feature numerous hijab boutiques.
	 A non-probability sampling technique, specifically purposive sampling, was em-
ployed in this study in order to identify respondents who met specific criteria for selecting 
sampling units. Predetermined criteria were used, namely Malaysian Muslim women aged 
18 and above who had purchased local hijab brands in the past 6 months and were famil-
iar with hijab fashion. The mall-intercept method was employed (Bruwer et al., 1996). 
Visitors to hijab stores were invited to participate in the survey via printed and structured 
questionnaires. If an individual declined, the next potential respondent was approached. 
Those who agreed to participate were provided with the questionnaire to complete on-site. 
Confidentiality and anonymity were guaranteed.
	 The survey was conducted over a three-month period spanning from March to 
May 2024. A total of 520 responses were collected. Of these, 500 responses were deemed 
valid and usable for analysis after screening, for an excellent response rate of 96.15%. The 
final usable sample of 500 respondents surpassed the minimum requirement of 382 for 
partial least squares structural equation modeling, as recommended by Sekaran and Bou-
gie (2016). A sample size should range between five to ten times the number of indicators 
(Hair et al., 2010).

Statistical Analysis
Statistical analysis employed Partial Least Squares Structural Equation Modeling (PLS-
SEM) 4.1.0.3. PLS-SEM is most often applied in exploratory research for which theoret-
ical frameworks are still under development (Hair et al., 2020; Memon et al., 2017). As a 
variance-based SEM and causal prediction technique in consumer behavior and market-
ing research (Hair et al., 2020; Safeer et al., 2021), PLS does not require data normality, 
meaning that it is suitable for predicting and explaining target constructs and any other 
influential construct (Hair et al., 2020).
	 PLS-SEM analysis involves both a measurement model and a structural model. 
The measurement model assesses reliability and validity of the constructs through indica-
tor loadings, internal consistency reliability, convergent validity and discriminant validity. 
Analysis then proceeds to the structural model. Here, the hypothesized relationships be-
tween the latent constructs are examined by assessing the strength and significance of the 
path coefficients, as well as the model’s explanatory power (R²), predictive relevance (Q²), 
and effect sizes (f²) (Hair et al., 2010; Hair et al., 2020).

Model Specifications
RBE has been conceptualized and treated as a second-order reflective-reflective construct 
in the PLS-SEM model. Therefore, the construct consists of six first-order reflective di-
mensions, namely, brand name influence, transactional convenience, mass media impres-
sions, point-of-sale displays, salesperson recommendations and emotional brand events. 
Each first-order dimension has been measured through several reflective indicators that 
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capture the specific aspect of the overall RBE. The hierarchical component model (HCM) 
was specified using the repeated indicator approach in SmartPLS 4.1.0.3, following the 
methodological guidelines established by Hair et al. (2020) and Sarstedt et al. (2019).
	 This approach allows all indicators of the first-order constructions to be assigned 
to the higher-order construct. This further the enables simultaneous estimation of both 
lower and higher order relationships. This reflective-reflective specification was select-
ed because all dimensions are conceptually interrelated and jointly represent consumers’ 
overall RBE perceived by consumers. This modeling approach ensures both theoretical 
coherence and model parsimony that represents the multidimensional nature of RBE.

RESULTS
Demographic Profile
A majority of respondents were between 31 and 40 years old (50.8%). In terms of educa-
tion, most held a bachelor’s degree (65.8%). 42.8% of respondents had an average monthly 
income between RM2501 and RM5000. Most worked in the private sector (66.4%). Most 
respondents (86.8%) indicated they had bought fewer than five hijabs hijab purchases over 
the past six months, followed by 12.2% who at five and ten, and only 1% at more than ten. 
A table of the respondent profiles is presented in Table 1.

Table 1. Respondent profiles
Demographic profile Characteristic Frequency Percent (%)
Age Below 30 147 29.4

31-40 254 50.8
41-50 82 16.4
51-60 17 3.4

Education Secondary school 34 6.8
Diploma 88 17.6
Bachelor’s degree 329 65.8
Postgraduate degree 49 9.8

Monthly income Less than RM2500 38 7.6
RM2501 - RM5000 214 42.8
RM5001 - RM7500 134 26.8
RM7501 - RM10000 64 12.8
RM10001 and above 50 10.0

Employment Public sector 113 22.6
Private sector 332 66.4
Self-employed 55 11.0

Purchase frequency Less than 5 times 434 86.8
(Within 6 months) 5-10 times 61 12.2

11 times and more 5 1.0
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Normality Test
Normality was evaluated for each construct for ranges between -2 and +2 for skewness 
and between -3 and +3 for kurtosis (Kline, 2011). Table 2 demonstrates that all three con-
structs exhibited significant deviations from normality, with pronounced skewness. Giv-
en these discrepancies, SmartPLS is well-suited for analysis. This is because it effectively 
manages non-normal data, accommodates complex models, and employs variance-based 
estimation methods which do not rely on normality assumptions (Hair et al., 2014).

Table 2. Normality test

Construct
Skewness Kurtosis

Statistic Std. error Statistic Std. error
RBE -2.419 0.109 5.220 0.218
Brand love -2.175 0.109 4.655 0.218
Brand loyalty -2.010 0.109 4.857 0.218

Common Method Variance
According to Podsakoff et al. (2003), in structural relationships, there could be distinc-
tions in behavioral factors. Hence, there is a need to ensure that the measurement and 
structural analyses are robust and credible by managing the occurrence of CMB. This 
study therefore performed the Harman one-factor test on the first-order latent variables; 
it revealed the absence of any significant bias based on the resulting values being lower 
than the 50% cut-off (Podsakoff & Organ, 1986). Variance inflation factor (VIF) was also 
calculated using the full collinearity method to determine the data’s overall collinearity. It 
is recommended that VIF values remain below 3.3 in order to confirm that the data are 
free from CMB (Kock, 2015). The VIF results indicated no collinearity issues, with none 
of the independent variables having a VIF of greater than 3.0 (Table 3).

Table 3. Variance inflation factor
Path VIF
RBE → Brand loyalty 1.143
RBE → Brand love 1.000
Brand love → Brand loyalty 1.143

Measurement Model
To ensure the adequate representation of the latent variables by their indicators, the study 
conducted reliability and validity tests. Cronbach’s alpha and composite reliability (CA) 
were used to measure internal consistency reliability, whilst factor loadings were used to 
determine convergent validity. Lastly, the Fornell-Larcker criterion and HTMT ratio were 
used to measure average variance extracted (AVE) and discriminant validity (Hair et al., 
2020). Convergent validity was confirmed as all the loadings were above the 0.70 cut-
off value (Hair et al., 2020). Likewise, internal consistency was also confirmed as all the 
Cronbach’s alpha and composite reliability values were above the 0.70 threshold (Hair et 
al., 2020). With AVE values exceeding 0.50, each construct was confirmed to explain the 
variance at the 50% level (Fornell & Larcker, 1981).
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Table 4. Measurement model

First order Second 
order Item Loading Cronbach’s 

alpha CR AVE

Brand Loyal-
ty (BL)

0.881 0.913 0.679
BL1 0.879
BL2 0.899
BL3 0.795
BL4 0.770
BL5 0.767

Brand Love 
(BV)

0.953 0.960 0.727
BLV1 0.843
BLV2 0.862
BLV3 0.868
BLV4 0.819
BLV5 0.883
BLV6 0.877
BLV7 0.834
BLV8 0.840
BLV9 0.847

Convenience 
transaction 
(BEC)

0.942 0.958 0.851
BEC1 0.931
BEC2 0.898
BEC3 0.939
BEC4 0.922

Emotional 
event experi-
ence (BEE)

0.948 0.962 0.865
BEE1 0.936
BEE2 0.928
BEE3 0.917
BEE4 0.938

Mass media 
impression 
(BEM)

0.948 0.962 0.864
BEM1 0.934
BEM2 0.919
BEM3 0.924
BEM4 0.941

Brand name 
influence 
(BEN)

0.923 0.945 0.813
BEN1 0.931
BEN2 0.902
BEN3 0.894
BEN4 0.878

Point-of-
sales assis-
tance (BEP)

0.924 0.947 0.816
BEP1 0.926
BEP2 0.835
BEP3 0.932
BEP4 0.917
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Recommen-
dation of a 
salespeople 
(BER)

0.953 0.966 0.876
BER1 0.933
BER2 0.934
BER3 0.930
BER4 0.947

Retail brand 
experience 
(RBE)

BEC 0.901 0.958 0.966 0.826
 BEE 0.934

BEM 0.913
BEN 0.907
BEP 0.870
BER 0.925

	 Discriminant validity measures the extent to which a construct is truly separate 
and distinct from other constructs (Hair et al., 2020). Fornell and Larcker’s (1981) criteri-
on and the Heterotrait-Monotrait (HTMT) ratio were both used . Table 5 shows that the 
square root of the AVE values was greater than the correlation values, while Table 6 shows 
that the HTMT ratio of correlations was below the maximum threshold of 0.90. This fur-
ther confirms discriminant validity (Franke & Sarstedt, 2019).

Table 5. Square root of AVE (italic diagonal) and correlation matrix
RBE Brand love Brand loyalty

RBE 0.909
Brand love 0.355 0.853
Brand loyalty 0.442 0.810 0.824

Table 6. HTMT matrix
RBE Brand love Brand loyalty

RBE
Brand love 0.365
Brand loyalty 0.480 0.870

Structural Model
Once the validity and reliability of the measurement model were each confirmed, a path 
analysis was performed for the structural model. Table 7 exhibits the results of hypothe-
sis testing for direct effect. RBE significantly affects brand loyalty (β = 0.177, p < 0.001), 
thereby validating H1. RBE also has a significant positive effect on brand love (β = 0.354, 
p < 0.001), supporting H2. Additionally, brand love significantly influences brand loyalty 
(β = 0.748, p < 0.001), validating H3.

Table 7. Hypothesis testing for direct effect
Relationship β Std. error t-value p-value Decision
H1: RBE → BL 0.177 0.042 4.328 0.000 Supported
H2: RBE → BV 0.354 0.061 5.819 0.000 Supported
H3: BV → BL 0.748 0.036 20.865 0.000 Supported
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	 Table 8 presents the results for testing H4 using the mediation analysis procedure 
proposed by Preacher and Hayes (2008). The first criterion for establishing mediation is 
the presence of a significant indirect effect of the independent variable on the dependent 
variable through the mediator. The results indicate that the indirect effect of RBE on brand 
loyalty through brand love is significant. The second criterion requires that the bias-cor-
rected confidence interval (BCI) for the indirect effect does not include zero. As shown 
in Table 8, the 95% confidence interval for the indirect effect [0.179, 0.348] excludes zero, 
confirming a statistically significant mediating effect.
	 The findings support H4, demonstrating that brand love significantly mediates the 
relationship between RBE and brand loyalty. Specifically, the indirect effect of RBE on 
brand love through brand trust was significant (β = 0.265, SE = 0.043, t = 6.220, p < 0.001, 
95% BCI [0.179, 0.348]). Meanwhile, the direct relationship between RBE and brand love 
remained significant (β = 0.177, SE = 0.042, t = 4.328, p < 0.001). This indicates that brand 
love partially mediates the relationship between RBE and brand loyalty.

Table 8. Hypothesis testing for indirect effect
Relationship β Std. error t-value p-value BCI LL BCI UL

H4: RBE → BV → BL 0.265 0.043 6.220 0.000 0.179 0.348

	 Table 9 shows the coefficient of determination (R²), effect size (f²), and predictive 
relevance (Q²) of the exogenous variables on the endogenous variables. The R² values for 
brand love and brand loyalty were 0.125 and 0.684, respectively. This indicates that the ex-
ogenous variable, RBE, explains 12.5% of the variance in brand love, while the combined 
influence of RBE and brand love accounts for 68.4% of the variance in brand loyalty. Both 
RBE and brand love had effect sizes below 0.15, which is considered small (Cohen, 1988). 
Furthermore, the Q² value of 0.190 obtained from the blindfolding procedure is greater 
than zero. This means that the exogenous variables may be predictive of the endogenous 
variable (Hair et al., 2014).

Table 9. Assessment of coefficient of determination, 
effect size and predictive relevance

Construct R2 f2 Q² RMSE MAE
Brand love 0.125 0.143

Brand loyalty 0.684 0.087 0.190 0.913 0.567

DISCUSSION 
RBE has clearly been shown to have a positive effect on brand loyalty in this study. This 
is consistent with the literature (Bae & Kim, 2023; Santos & Schlesinger, 2021). Retail ex-
periences are important for several reasons. The tactile nature of in-store shopping allows 
hijab fashion customers to physically interact with products. Being able to feel and exam-
ine the fabrics, sizes, and styles significantly enhances customer satisfaction. Hands-on 
engagement therefore contributes to a more enjoyable and memorable shopping experi-
ence. Knowledgeable salespeople offering personalized assistance further enrich the in-
store experience. Their expertise and tailored service make customers feel valued, thereby 
boosting their loyalty to the brand. Visually appealing hijab displays are also critical to the 
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retail experience, as they can effectively highlight the quality, fabric, and unique designs 
of the hijabs.
	 RBE’s positive effect on brand love suggests that as the quality of the retail experi-
ence improves, customers are more likely to develop a stronger, more positive emotional 
connection or “love” for the brand (Bae & Kim, 2023; Santos & Schlesinger, 2021). Con-
sumers appreciate emotional and sensory engagement. Feeling fabrics, trying on hijabs, 
and observing visually appealing displays create a deeper sense of connection and satis-
faction which is more than transactional. This encourages emotional attachment to the 
brand, as consumers may associate their positive experience with feeling of joy, a sense of 
belonging and comfort. Personalized assistance and convenient transaction process en-
hances the customer experience by making customers feel appreciated and emotionally 
understood.
	 Brand love has a strongly positive impact on brand loyalty. For many customers, 
the hijab is more than just a form of apparel, as it also plays a vital role in self-expression 
and personal style. Brand love means that consumers not only value products, but form an 
emotional attachment and a strong sense of commitment to the brand. Repeat purchases 
and long-term brand loyalty are predicated on this emotional bond. A premium price may 
be considered more acceptable to customers when their emotional bond with the brands 
overcomes more rational considerations. Brand love also fosters advocacy, as consumers 
can become advocates who engage in positive word-of-mouth among friends and family.
This study supports the S-O-R model to explain the relationship between RBE, brand 
love and brand loyalty. Brand love serves as a key mediator in the RBE-brand loyalty re-
lationship, per Huang (2017) and Bae and Kim (2023). Physical interaction with hijab 
products delivers an engaging retail experience that facilitates the formation of brand love. 
Such an emotional bond thus inculcates a sense of emotional brand loyalty. The mediating 
role of brand love emphasizes how emotional connections can strengthen the positive 
effects of RBE on brand loyalty. Retailers should prioritize creating emotionally engaging 
experiences in order to strengthen lasting customer-brand relationships. By integrating 
emotional and sensory components, the S-O-R model can be used to improve the under-
standing of customer psychology as a means of enhancing brand loyalty in hijab fashion.

 

CONCLUSION
Theoretical contributions
The result of this research validates and extend the S-O-R model (Mehrabian & Russell, 
1974) by identifying RBE as the stimulus, brand love as the organism and brand loyalty as 
the response. These constructs act as key determinants influencing brand loyalty towards 
local hijab brands. The findings of this study demonstrate that both RBE and brand love 
exert a significant and positive influence on brand loyalty. The study found that greater 
levels of RBE and brand love correspond to higher levels of brand loyalty. In addition, 
this study has also validated that RBE (brand name influence, transaction convenience, 
mass media impression, point-of-sales assistance, recommendation of salespersons and 
emotional event experience) demonstrates a significant and positive influence on brand 
love as well as brand loyalty. As such, a higher degree of RBE fosters greater brand love and 
strengthens brand loyalty. 
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Managerial Insights
Managerial implications of this study for hijab brands indicate that they should devel-
op brand loyalty through RBE. RBE’s significant effect on brand love is an indication for 
marketing managers and retailers to put customer experience at the top of their list for 
improvement. More attractive product displays, more personalized services, and highly 
engaging in-store events offer memorable retail experiences for customers, captivating 
their attention and emotion. All these reinforce their love for the brand and ultimately 
their loyalty. Anggara et al. (2023) previously highlighted the same finding, that brand 
love is developed through memorable and satisfying retail experiences.
	 To develop brand love, marketing managers and retailers should strive to create 
unforgettable retail experiences like delivering exceptional products, personalizing cus-
tomer services, ensuring ease of transactions, and providing accurate product details. In 
terms of engagement, customers should be encouraged to spread information about the 
brand’s latest collections and updates, an activity would strengthen brand love.
	 This research therefore suggests marketing players or retailers should prioritize in 
relation to key components of RBE that can enhance the overall impression and interac-
tion a customer has with a brand during their shopping experience. For instance, the hijab 
brand name contributes to the overall impressions of customers on the brand, as well as 
their fashion styles and social status. Secondly, transaction convenience, such as return 
policies, various payment policies and information on product offers during transaction, 
is vital. Next is the significance of mass media, such as the utilization of new media as 
a means of communication between local hijab brands and their customers. Marketing 
managers and retailers should recognize on the significance of product displays particu-
larly for niche products such as hijabs. The engagement of salespeople with customers 
also should be given attention to understand their specific needs as well as preferences 
on hijabs. This would allow a personalized shopping experience and recommendation to 
enhance the overall positive RBE. Finally, the launch of a new product is a strategic oppor-
tunity to improve brand experience and increase customer engagement.

LIMITATION
While the relationships hypothesized in this study were significantly consistent with the-
oretical expectation, several limitation warrant consideration. The uniformity of the find-
ings suggests the proposed model effectively explains the connection between RBE, brand 
love and brand loyalty, but the study may not capture the full complexity of consumers be-
haviors in the context of retail. Therefore, the findings limit the possible alternative behav-
ioral mechanism that may influence the strength of these relationships. Future research 
could extend this framework by including additional mediators such as brand trust, brand 
personality and brand community, as well as the role of moderators such as generation 
cohort, age, religiousity or purchasing frequency, to determine when and for whom RBE 
most strongly predicts brand loyalty.
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