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Abstract

Brand loyalty is crucial in the competitive fashion market, particularly among Generation Z. Although previous
studies have investigated what drives loyalty, there is still limited evidence from India, particularly about gender
differences. This study adopts a context-specific and exploratory approach to examine brand loyalty and its drivers
among Generation Z fashion consumers in Bangalore. The study adopts a quantitative research design with a
structured questionnaire using a 5-point Likert scale. A sample of 100 Generation Z students in Bangalore was
selected using convenience sampling to collect the data. Further descriptive and inferential statistical analyses were
conducted using SPSS. The findings show positive associations among brand loyalty, brand awareness, perceived
quality, emotional connection, and social influence. Independent-samples t-tests reveal no significant difference in
overall brand loyalty between male and female respondents. However, regression analyses indicate that perceived
quality and brand awareness are relatively stronger predictors of brand loyalty among male respondents. In contrast,
emotional connection is a stronger predictor among female respondents. These findings suggest differences in
motivational pathways rather than loyalty intensity. The study suggests that while overall brand loyalty levels are
similar across genders, the motivational drivers underlying loyalty differ. These findings are context-specific and
exploratory, and their generalizability is limited by convenience sampling and a restricted geographic scope.
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1. Introduction

Brand loyalty plays a decisive role in determining success in the fashion industry, especially in one where trends
change rapidly. Generation Z, people born between the late 1990s and early 2010s, is identified as technology-savvy
and socially responsible [1]. Unlike previous generations, Gen Z consumers choose products based on criteria that
go beyond product quality, including brand authenticity, alignment with values, and social media presence [2]. In
Bangalore, a cosmopolitan city with influences from both global and native fashion trends, this study focuses on Gen Z
students as a context-specific group to examine fashion-related brand loyalty, recognizing that their preferences are
shaped by cultural exposure and interaction with global fashion trends, without implying representativeness beyond
this demographic.
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Although the rising prominence of this generation has received considerable attention, relatively little research has
examined how gender influences the underlying forces of brand loyalty, specifically in the Indian context. According to
past studies, male consumers place relatively greater emphasis on durability, functionality, and utility, while female
consumers associate more strongly with aesthetic appeal, emotional connection, and subjective attachment [3]. Although
gender-related factors of fashion consumption have received articulation from various past studies on consumption
patterns in Western contexts as well as Africa [3], generalization to the specific Indian scenario tends not to be directly
applicable, owing to the more complex, dynamic, and divergent developments of the fashion industry within the country.
Moreover, past studies on Generation Z tend to be comparatively focused on impulse buying, especially on emotional
attachment, rather than on long-term forces of brand loyalty [1]. The present study contextually validates established
brand loyalty drivers among Indian Gen Z students, with a focus on gender differences. This study is positioned as a
context-specific and exploratory validation of established brand equity and self-congruity mechanisms rather than an
extension of theory.

2. Related Work

Prior research consistently identifies brand awareness as a foundational antecedent of brand loyalty, as familiarity
and recognition reduce perceived risk and strengthen trust in repeat purchase decisions [4, 5]. In fashion markets,
where product differentiation is limited and trends shift rapidly, visibility through brand recall plays a critical role in
sustaining customer preference [6].

However, most existing studies examine awareness either as a direct predictor of purchase intention or of short-term
engagement, rather than its role in sustaining long-term loyalty, particularly in youth-dominated, digitally saturated
environments. Furthermore, empirical evidence on whether awareness influences loyalty differently across gender groups
within Indian Generation Z populations remains limited, warranting context-specific validation. Perceived quality
remains a critical determinant of loyalty in the fashion sector, where durability, fabric standards, and craftsmanship
influence post-purchase satisfaction [7, 8]. Higher perceived quality has been linked to increased trust and reduced
brand switching, particularly in competitive apparel markets [9].

While some studies suggest that males and females may prioritize different quality attributes during evaluation [7],
empirical findings on whether perceived quality translates into loyalty differently across gender groups are inconsistent
and underexplored in Indian student populations. This limits understanding of whether functional value operates
uniformly or exhibits gender-specific pathways to loyalty. Emotional association has been widely conceptualized as
an affective bond arising from alignment between brand image and consumer self-concept [10, 11]. Such alignment
enhances psychological attachment and increases resistance to brand switching over time [12]. Although several
studies suggest that female consumers may exhibit stronger emotional engagement with fashion brands, particularly
through narrative-based branding and influencer interactions [13], empirical validation of these patterns within Indian
Generation Z cohorts remains limited. Moreover, much prior research emphasizes impulse buying rather than sustained
loyalty, leaving open the question of whether emotional attachment drives long-term brand commitment or short-term
consumption behavior. Social influence operates through both normative pressure from peer groups and informational
cues from digital media and influencers, shaping perceptions of product desirability and social acceptance [14, 15].
Among Generation Z consumers, the credibility and relatability of online sources are particularly influential in fashion-
related decision-making [16]. However, existing research often treats social influence as a broad construct, failing
to distinguish between conformity-driven behavior and identity-based social signaling. This conceptual ambiguity
limits understanding of whether social influence contributes to loyalty through emotional identification or temporary
trend-following, especially in student-dominated urban markets.

Overall, the existing literature supports the significance of awareness, perceived quality, emotional associations, and
social influence for various brand outcomes, yet very few studies simultaneously examine these constructs in Indian
Generation Z fashion settings. Conversely, gender disparities in fashion behaviors have long been a prominent topic,
but very little research has examined intensity discrepancies as moderators rather than loyalty levels. This implies that
very little can be concluded about the differential mechanisms underlying loyalty generation across genders at a similar
level of loyalty intensity. This research, therefore, aims to perform a construct-specific validation for pre-existing brand
theories.

3. Theoretical Framework

Aaker’s Brand Equity Model (1991) suggests that improving brand loyalty involves strengthening key dimensions
such as brand awareness, perceived quality, and brand associations. Enhancing these aspects makes the brand more
recognizable and trusted, leading consumers to choose it repeatedly. When customers view the brand as high quality
and form positive associations, their loyalty naturally increases.
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