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ABSTRACT

This thesis examined the influence of brand love on brand loyalty on
online fashion. The research background of this study is the phenomena of loyalty
increasing and lots of company did customer relationship program to keep their
customer loyal with the company. Previous research stated that brand love
influence brand loyalty, while brand love influenced by brand trust, brand
identification and brand experience. The setting of this study is online fashion
local brand from Yogyakarta, Indonesia, that is Shop at Local. This study tested
151 respondents whose ever purchase at Shop at Local. Structural Equation
Modeling (SEM) is applied to this study to test the hypothesis. The results of this
study show that brand trust, brand identification and brand experience is
positively influence brand love and not significantly influence brand loyalty.
Keywords: Brand Love, Brand Loyalty, Brand Identification, Brand Experience,

Brand Trust, Online Business, Online Shopping
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