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Abstract: The study aimed to investigate the impact of fashion innovation, 

brand image, brand love, and behavioral intention on Customers of Ria Mi-

randa products in Malang. The research sample consisted of 200 purposively 

selected Customers of Ria Miranda products, with the data being analyzed us-

ing the partial least squares (PLS) methodology through SmartPLS. The re-

search methodology involved an assessment of the internal consistency of the 

measurement models, the examination of outer models, the construction of 

path diagrams, and the testing of hypotheses. The study's findings suggest that 

fashion innovation directly impacts customer behavioral intention toward Ria 

Miranda products. Additionally, brand image and love mediate between fash-

ion innovation and customer behavioral intention towards Ria Miranda prod-

ucts. To conclude, the study demonstrated the significant impact of fashion 

innovation on customer behavioral intention towards Ria Miranda products 

and the mediating role of brand image and brand love in this relationship. The 

high satisfaction level of these customers results in strong brand loyalty, fur-

ther strengthened by brand love. The findings of this study indicate that cus-

tomer behavioral intention can be formed if the fashion product management 

focuses on exploring the existing advantages of the brand, such as the dimen-

sion of fashion innovativeness while considering the brand image and the emo-

tional feelings of the customer. When processed, a high-quality brand image 

and the emotional feelings of the customer play a full role as mediators in af-

fecting behavioral intention. 
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INTRODUCTION 

 The fashion industry has seen significant 

growth in Indonesia in recent decades, driven by 

the rise of local designers, improved economic 

conditions, and retail sector growth. Fashion has 

become a lifestyle for many individuals who seek 

to look attractive and different from others and are 

often willing to pay extra for fashionable and up-

to-date clothing. Customers in the Indonesian fas-

hion market choose clothing products based on the 

function and brand alignment with their style and 

lifestyle. Fashion companies and brands must de-

velop marketing strategies to attract customers and 

drive buying intentions by providing product in-

formation and creating positive associations (Ar-

sinta and Purnami, 2015). 

 Marketing is crucial in driving sales and cus-

tomer satisfaction, as companies must adjust their 

strategies accordingly. Marketing strategy is logic 

where the company can create value for the custo-

mers and achieve a mutually beneficial relation-

ship with them (Kotler and Armstrong, 2012). Lo-

gic plays a vital role for Ria Miranda, a top 10 Hi-

jab Fashion Brand in Indonesia. The brand uses it 

to form behavioral intentions from the customers. 

As Olson and Peter (2008) define, behavioral in-

tention is a proportion that connects one's self to 

future actions. The strategy used by Ria Miranda 

is Fashion Innovativeness, differentiating its prod-

ucts from others, leading to repurchases by custo-

mers. Innovativeness refers to tendency to be the 

first to adopt new products, services, and brands 

(Rogers, 1983). The brand positions itself as a mid-

dle-up hijab fashion brand targeting the middle and 

upper classes in cities like Jakarta, Surabaya, and 

Malang with higher price points than competitors. 

The presence of Ria Miranda Lovers Communiti-

es, which consists of people who bought their pro-

ducts in previously mentioned cities, indicates that 

brand has loyal customers. The group of this loyal 

customer is known for doing events like meetings, 

workshops, discussions, and even social services 

among its members. Based on the things mention-

ed above, Ria Miranda has created a phenomenon 

related to Fashion Innovativeness Intentions thro-

ugh Brand Image and Brand Love.  

 As per Zhang and Kim (2013), fashion in-

novativeness involves two sub-processes: imitati-

on and differentiation. Fashion innovators differe-

ntiate themselves by seeking new styles while fol-

lowers imitate. Fashion innovation positively af-

fects attitudes toward repurchasing luxury goods 

(Zhang and Kim, 2013). High fashion innovative-

ness is linked with interest in fashion styles and 

brands (Beaudoin and Lachance, 2006; Workman 

and Cho, 2012). Customers with high fashion in-

novativeness actively seek information about new 

products/brands (Muzinich et al., 2003) and experi-

ence pleasure and enjoyment while shopping (Mu-

zinich et al., 2003). These cognitive, sensory, and 

affective associations form the brand image, which 

is an antecedent of a lovemark (Cho et al., 2017), 

with the strength of a lovemark positively related 

to brand loyalty (Cho et al., 2017; Roberts, 2005). 

 Fashion innovativeness has a positive imp-

act on customer behavioral intention, according to 

research by Cho et al. (2017). However, the relati-

onship between fashion innovativeness and beha-

vioral intention is inconsistent, as shown by Nasu-

tion and Astuti's (2012) study. Their research con-

cluded that fashion innovativeness does not direct-

ly affect behavioral intention, suggesting the need 

for further research in diverse product domains. T-

he current study examines the effect of fashion in-

novativeness on the customer behavioral intention 

of Ria Miranda products through brand image and 

brand love. Based on the above, it can be conclud-

ed that there are differences from previous studies 

between fashion innovativeness, brand image, br-

and love, and behavioral intentions. These differ-

ences then give rise to a gap for new research that 

focuses on understanding the significance of the 

influence of these variables to provide benefits bo-

th theoretically and practically in general and for 

the Ria Miranda brand in particular. 

 

LITERATURE REVIEW  

Fashion Innovativeness  

 Innovativeness is the tendency to adopt new 

products, services, and/or brands first (Rogers, 

1983). Cognitive innovativeness is seeking new 

experiences that stimulate thinking, while sensory 

innovativeness is searching for new experiences 

that are sensory in nature (Venkatraman and Price, 

1990). The innovation is described as innate or do-

main-specific, meaning general personality traits 

reflect search for stimulation and uniqueness (Ro-

ehrich, 2004). The specific innovativeness refers to 

buying new products or obtaining new informati-

on from the specific product categories (Goldsmith 
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and Hofacker, 1991; Roehrich, 2004). For exam-

ple, a customer may have a high level of innova-

tion related to technology products but not cloth-

ing or music. Consumers with high fashion innov-

ativeness make efforts to gather the information on 

prices and promotions before buying fashion prod-

ucts to achieve utilitarian benefits such as cost ef-

ficiency and savings (Kim and Hong, 2011; Work-

man and Cho, 2012). 

 

Brand Image 

 The brand image represents the overall per-

ception of a brand, resulting from information and 

the past experiences. A positive brand image leads 

to favorable attitudes and an increased likelihood 

of purchases. The characteristics can be associated 

with the attributes, benefits, and attitudes (Shimp 

in Tjiptono, 2014). These associations, such as d-

sign, color, and functional benefits, are what cus-

tomers associate with the brand in particular. 

 

Brand Love 

 Fournier (1998) stated love is crucial in cus-

tomer-brand relationships and is expressed in a se-

lf-oriented manner by customers. Love's emotio-

nal aspect attracts attention from marketing prac-

titioners as it influences customer behavior and is 

important in creating quality customer-brand rela-

tionships (Turgut, and Gultekin, 2015; Huang, 

2018). Brand love is the attachment and emotional 

arousal of satisfied customers (Carrol and Ahuvia, 

2006) and a combination of emotions and passion 

that leads to commitment and loyalty (Roy et al., 

2012). It is an affective response from customers 

toward a brand (Niyomsart and Khamwon, 2016). 

 

Behavioral Intention 

 One of the developments of Behavioral loy-

alty is the existence of Repurchase Intention / Be-

havioral Intentions, characterized by Repurchase 

Intention / Behavioral Intention, which refers to 

customers' intentions towards products and servi-

ces based on their level of satisfaction. Behavioral 

intention is the desire to own, dispose of, and use 

products or services, which can lead to behaviors 

such as finding information, promoting the prod-

uct, and buying or disposing of it. According to 

Peter and Olson (2008), behavioral intention is lin-

ked to future actions and is the frequency of pur-

chases by the loyal buyers (Schiffman and Kanuk, 

2010). The satisfaction process that leads to beha-

vioral intention can be classified into economic 

and social behavior (Liestyana, 2009). 

 

HYPOTHESIS DEVELOPMENT  
 Cho et al. (2017) explained that customers 

with high fashion innovativeness could contribute 

to a brand's long-term success by increasing brand 

awareness and maintaining positive brand associ-

ations during the product/brand purchasing stage. 

Fashion innovativeness is linked to the desire for 

three dimensions of brand image: cognitive, sens-

ory, and affective associations. These dimensions, 

in turn, lead to brand love and appreciation, which 

significantly contribute to the formation of loyal-

ty, including behavioral intention. Fashion innov-

ativeness, the process of fashion adoption, invol-

ves imitation and differentiation (Zhang and Kim, 

2013). The fashion innovators aim to differentiate 

themselves by seeking new styles, while followers 

imitate (Zhang and Kim, 2013). Fashion innovati-

on positively affects attitudes toward repurchasing 

luxury fashion goods (Zhang and Kim, 2013). A 

high level of fashion innovativeness is linked to a 

positive direct relationship with behavioral inten-

tion, according to research by Cho et al. (2017). 

H1 : Fashion innovativeness has a significant pos-

itive effect on behavioral intention. 

  

 According to the research of Cho et al. 

(2017), customers with high fashion innovative-

ness make many efforts to seek information about 

prices and promotions before buying fashion prod-

ucts to achieve utilitarian benefits such as shop-

ping efficiency and saving money (Kim and Hong, 

2011; Workman and Cho, 2012). The mental acti-

vities involved during the purchase process inclu-

de the evaluating product fashion intrinsic signals 

(brand image and store), design signals (style and 

product fit), and product use (utility, comfort, and 

suitability). Purwianti and Tio (2017) stated that 

brand image significantly impacts behavioral in-

tention. Forming a brand image is difficult, and it 

is hard to change once established. The brand im-

age represents the overall perception of a brand 

and is shaped by past information and experiences. 

According to Shiau (2014), the most fundamental 

characteristic of the product innovation is chang-

ing the basic attributes of the product, making it 

appealing to consumers, and inducing them to pur- 
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 chase it. 

H2 : The role of brand image is able to mediate the 

influence of fashion innovativeness on beha-

vioral intention. 

  

 Carrol and Ahuvia (2006) define brand love 

as the level of attachment and emotional excite-

ment that satisfied customers have towards a par-

ticular brand. It is similar to the definition of brand 

love by Roy et al. (2012), who conceptualize it as 

an emotional feeling and enthusiasm towards a br-

and, leading to commitment or loyalty. Brand love 

is a combination of emotions and excitement that 

interact and arise from the customer's affective re-

sponse (Niyomsart and Khamwon, 2016). Thus, 

the brand love is an affective aspect that represents 

the emotional excitement bond between customers 

and a brand. (Cho et al., 2017) highlight the posi-

tive feelings like joy, happiness, and pleasure that 

customer’s associate with a brand through affecti-

ve associations. The affective dimension of brand 

image captures customers' enjoyment from own-

ing and interacting with fashion brands, similar to 

long-term customers. The benefits from the expe-

riences gained align with the affective dimension, 

reflecting the feelings from using a product. Cust-

omers with high fashion innovativeness have shop-

ping experiences for pleasure and consider shop-

ping for fashion products as enjoyable and recrea-

tional (Workman and Cho, 2012). It highlights the 

experience benefits for those with high fashion in-

novativeness, resulting in a positive relationship 

between fashion innovativeness and affective as-

sociation (feelings of love for the brand). In fashi-

on, brand image is used to strengthen emotional 

ties with customers. If successful, it led to positive 

word-of-mouth and increased customer use, bring-

ing benefits to the company (Spinelli and Ismail, 

2011). It is backed by research that shows brand 

love positively impacts behavioral intention (Shen, 

2016; Carrol and Ahuvia, 2006). 

H3 : The role of brand love is able to mediate the 

influence of fashion innovativeness on beha-

vioral intention. 

 
 

 
 

Figure 1. Conceptual Framework 

Brand Image (Z1) 

Brand Love (Z2) 
Fashion 

Innovativeness (X1) 

Behavioral 

Intention (X2) 

H2 

H3 

 

H1 

 

                 : Direct influence                          : Indirect influence 



 WWW.JURNALJAM.UB.AC.ID 

VOLUME 21 ISSUE 1 MARCH 2023 

 

 
 

JURNAL APLIKASI MANAJEMEN 

 

265 
 

 

METHOD  

 This study uses a quantitative approach to 

examine the relationship between fashion innova-

tion, brand image, brand love, and behavioral in-

tention. The sample includes 200 female custom-

ers of the Ria Miranda boutique in Malang, select-

ed to ensure accurate data. Primary data is collect-

ed via a structured online questionnaire distributed 

to female customers of Ria Miranda Malang, and 

secondary data is obtained from books, articles, and 

previous research. The study uses a questionnaire 

to collect data. SPSS (Statistical Program for So-

cial Science) and SmartPLS 2.0 were used to per-

form the validity and reliability data test and pro-

vide the inferential statistical analysis approach of 

Partial Least Square (PLS) to test the hypothesis. 

 
Table 1. Definition of Variable Definition of Variable Fashion Innovativeness (X) 

 

Indicator Item 

The interest on the new product 1. If there is an update on the latest fashion products of the brand 

concerned, be willing to buy directly. 

Being the pioneer for  the new product 2. Be the first to wear the latest fashion products. 

Collecting many products 3. Collecting many products from several editions. 

Source: Nasution dan Astuti (2012); Cho et al. (2017) 

 
Table 2. Definition of Variable Definition of Variable Brand Image (Z1) 

 

Indicator Item 

Saliency. 4.   This brand has an important meaning. 

Reputation. 5.   This brand has a good reputation. 

Familiarity. 6.   This brand is easily recognizable / familiar. 

Trustworthy. 7.   This brand can be trusted. 

Excellency. 8.   This brand is a superior brand. 

Source: Fianto et al. (2014) 

 
Table 3. Definition of Variable Definition of Variable Brand Love (Z2) 

 

Indicator Item 

Passion for a brand. 9.   Passion or passion using the brand. 

Brand attachment. 10. Interest in the brand.  

Positive evaluation of the brand. 11. Positive evaluation of the brand. 

Positive emotions in response to the 

brand. 

12. Positive feelings due to enthusiasm for the brand. 

Declarations of love toward the brand. 13. Consumer willingness to express love for the brand. 

Source: Carrol dan Ahuvia (2016); Drennan (2015); dan Huang (2018) 
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Table 4. Definition of Variable Definition of Variable Behavioral Intention (Y) 
 

Indicator Item 

Purchase Intention. 14. Intend to buy a product when viewing it. 

 15. In the future, you will repurchase the product. 

 16. This brand will be your first choice when you shop for 

products. 

Willingness to pay more. 17. Willing to pay more for this product. 

 18. Will continue to shop for this product even if other prod-

ucts have a sale. 

Brand recommendation. 19. I often share information about the Ria Miranda brand 

with relations. 

 20. Spread positive experiences about the product. 

  21. Always recommend this brand to relatives who ask for 

opinions about a brand. 

Purchase Intention. 22. Intend to buy a product when viewing it. 

Source: Turhan and Ozbek (2013) 

 

RESULTS 
  

Table 5. Result of Coefficient Determination 

(R2) 
 

Variable Coefficient 

Determination (R2) 

Brand Image 0,338 

Brand Love 0,390 

Behavioral Intention 0,658 

Source: Processed Primary Data (2020) 

 

Q² = 1 - (1 – R1²)(1 – R2²)(1 – R3²) 

= 1 – (1 – 0,114)(1 – 0,152)(1 – 0,433) 

= 1 – 0,426 

= 0,574 
 

Note: 

Q2 = predictive relevance 

R1² = coefficient of determination of brand satis-

faction 

 

R2² = coefficient of determination of brand love 

R3² = coefficient of determination of brand loy-

alty 
 

 Based on the above calculation results, it can 

be concluded that this research model is categoriz-

ed as a strong model (Ghozali and Latan, 2015). It 

means that 57.4% of behavioral intention variables 

can be predicted by innovativeness, brand image, 

and brand love variables. The remaining 42.6% is 

explained by other variables not found in this rese-

arch model. Based on the table 6, it can be conclud-

ed the results of the direct influence hypothesis test 

are as follows. H1 Fashion Innovativeness signifi-

cantly influences behavioral intention: the value of 

the H1 path coefficient is 0.057 with a t-statistics 

value of 0.109 and a significance level (p-value) of 

0.369. Looking at the parameter provisions of the 

t-statistics value <1.96 and the significance level 

<0.05, the H1 results are significant. It shows that 

fashion innovativeness significantly affects behav-

ioral intention; H1 is accepted. 

Table 6. The Analisys Result of Direct Effect Hypothesis 

 

Hypothesis 
Relationship Between Variables Path 

Coefficient 
t- statistics p- value Note  

Independent Variable Dependent Variable  

H1 Fashion Innovativeness Behavioral Intention 0,057 0,109 0,043 Significant 



 WWW.JURNALJAM.UB.AC.ID 

VOLUME 21 ISSUE 1 MARCH 2023 

 

 
 

JURNAL APLIKASI MANAJEMEN 

 

267 
 

 

Table 7. Hypothesis Test Results of the Mediation Effect 

 

Relationship  Indirect Coefficient t- statistics p- value Note  

Fashion Innovativeness -> Brand Image -> Be-
havioral Intention 

0,254 2.301 0,005 Significant  

Fashion Innovativeness -> Brand Love -> Be-

havioral Intention 
0,555 4.653 0,010 Significant 

 
 Based on the analysis results from the table 

7, it can be concluded that the results of the hypo-

thesis of indirect influence are as follows. H2 Brand 

Image is able to mediate the influence of Fashion 

Innovativeness on Behavioral Intention; it shows 

that the relationship of fashion innovativeness to 

behavioral intention mediated by brand image has 

t-statistics value greater than t-table (> 1.96), wh-

ich is equal to 2.301 so that it can be declared sig-

nificant. It shows that brand image is able to me-

diate the influence of fashion innovativeness on be-

havioral intention. Thus H2 is accepted. The influ-

ence between fashion innovativeness with brand 

image and behavioral intention with the brand im-

age that is equally significant supports the influen-

ce of partially mediated, according to Hair et al. 

(2010). H3 Brand Love is able to mediate the in-

fluence of Fashion Innovativeness on Behavioral 

Intention; it shows that the relationship of fashion 

innovativeness to behavioral intention mediated by 

brand love has a t-statistics value greater than t-

table (> 1.96), which is 4.653 so that it can be de-

clared significant. It shows that brand love is able 

to mediate the influence of fashion innovativeness 

on behavioral intention. Thus, H3 is accepted. The 

influence between fashion innovativeness with br-

and love and behavioral intention with brand love 

is equally significant in favor of partially mediated 

influence, according to Hair et al. (2010). And the 

findings also illustrate that brand love has a more 

dominant role in influencing the relationship of 

fashion innovativeness to behavioral intention be-

cause it has a greater t-statistics value when com-

pared to brand image. 

 

DISCUSSION 

Fashion Innovativeness and Behavioral Inten-

tion 

 The findings indicate that fashion innova-

tiveness has a significant influence on behavioral 

intention. The study's results contradict Nasution 

and Astuti (2012), who found that innovativeness 

does not always positively affect behavioral inten-

tion. In other words, the desire to innovate Cus-

tomers from the Ria Miranda brand can directly 

influence the intention to buy back Ria Miranda 

brand products. The previous research shows that 

innovation has different domains. A study by Na-

sution and Astuti (2012) used electronic goods as 

their innovativeness domains, while this research 

focused on fashion domains. This domain-specific 

innovativeness can have a significant impact on 

customer behavior. Hirunyawipada and Paswan 

(2006) found that domain-specific innovativeness 

is a mediating factor in the relationship between 

innovativeness and the intention to adopt new pro-

ducts. 

 Sensory associations are the most substan-

tial relationship between brand image and fashion 

innovativeness, while love relationships have a 

stronger relationship with cognitive and affective 

associations. Lovemark influences brand loyalty 

related to fashion. Lovemark and fashion innova-

tiveness significantly affect behavioral intention, a 

dimension of loyalty. To strengthen the relation-

ship between the two, mediation is needed (Cho et 

al., 2017). Ria Miranda's high fashion innovative-

ness leads to repeat orders and increased brand lo-

yalty. Fashion innovativeness is an interest in fas-

hion style and products. As this interest increases, 

so does the customer's purchasing intention, lead-

ing to repeat orders. Customers who make their in-

novations on Ria Miranda products show that the 

brand is superior and favored. Marketers of the Ria 

Miranda should utilize this advantage. The fact that 

customers are taking the initiative toward Ria Mi-

randa products shows the brand's superiority and 

popularity. Based on these findings, the Marketers 

of Ria Miranda can take advantage of and utilize 

it properly. 
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The Mediation Role of Brand Image 

 Fashion innovativeness significantly influ-

ences behavioral intention, and brand image has a 

mediating role in this relationship, according to 

this study. The results support partial mediation 

where brand image affects fashion innovativeness 

and behavioral intention. The results of this study 

are consistent with the statement of Cho et al. 

(2017) about fashion innovators. Those with high 

fashion innovativeness were involved before (Kim 

and Hong, 2011; Workman and Cho, 2012) and 

during product purchases (Venkatraman and Pri-

ce, 1990). Mental activities involved during pur-

chasing process include evaluating extrinsic cues 

for fashion products (brand image and stores), de-

sign cues (style and suitability of a product), and 

product usability (utility, comfort, and suitability) 

(Muzinich et al., 2003). Today's product purchases 

are also heavily influenced by brand awareness and 

brand image, which will directly affect repurchase 

intentions (Esch, 2006). According to Dharmesta 

(2007), the behavior of individuals can be estimat-

ed based on their intentions. In contrast, more pre-

cisely, it is estimated from their attitudes towards 

attitudes and subjective norms, so they decided to 

visit again (behavioral intention) (Carlson and O'-

Cass, 2010). It follows the role of mediation; ac-

cording to Hair et al. (2010), full mediation will 

occur if the effect of mediating variables on the 

dependent variable is significant, while the impact 

of the independent variable on mediation is not 

significant. Conversely, suppose the influence of 

the dependent variable on the mediating variable 

is significant, and the effect of the independent va-

riable on the mediating variable is also significant. 

In that case, it can be interpreted that the findings 

support the partially mediated effect. The study 

supports that Customers with high fashion innova-

tiveness prefer products with a good brand image. 

Ria Miranda is considered to have high fashion in-

novativeness and a strong brand image in the Mos-

lem fashion market, making them loyal customers 

who use their products.   

 

The Mediation Role of Brand Love 

 Another finding in this study is that brand 

love is mediating in the relationship between the 

influence of fashion innovativeness and behavio-

ral intention. In this study, fashion innovativeness 

directly impacts behavioral intention, but it is exp-

ected that the mediation of brand love will streng-

then the relationship. According to Hair et al. 

(2010), partial mediation was found with brand 

love as a mediator having a significant effect on 

behavioral intention and fashion innovativeness 

variables. Following the C-A-B (cognition-affect-

behavior) theory proposed by Holbrook and Batra 

(1987), the cognitive state of the customer can af-

fect their affective state, which then influences cus-

tomer behavior. When customers get positive ex-

periences from the Ria Miranda brand, deep emo-

tional feelings (love) emerge, increasing customer 

loyalty to the Ria Miranda brand. Love is an essen-

tial emotional dimension in shaping the quality of 

the relationship with the brand, creating a strong 

long-term relationship between the customer and 

Ria Miranda. With the emergence of the Ria Mi-

randa brand community, the brand has become be-

loved by some. Customers' love of the brand caus-

es the research respondents to choose to repurcha-

se and spread positive associations about Ria Mi-

randa. 

 

IMPLICATIONS  

 The study theoretically provides an overview 

of the relationship between customers and brands 

regarding aspects that can influence customer be-

havioral intention for fashion products, such as fa-

shion innovativeness, brand image, and brand lo-

ve. The theoretical implications suggest that fash-

ion innovativeness as a variable, which has not be-

en widely studied, can be influenced by brand im-

age and brand love through a direct effect on be-

havioral intention. Building a long-term relation-

ship between customers and brands (loyalty) requ-

ires cognitive and emotional aspects that can pro-

vide quality to the relationship. As emotional as-

pects, brand image and brand love play a full role 

as mediators that can influence fashion innovati-

veness to behavioral intention. Among these two 

mediating variables, brand love is dominant in cre-

ating a long-term relationship between customers 

and brands. The findings of this study indicate that 

customer behavioral intention can be formed if the 

fashion product management focuses on exploring 

the existing advantages of the brand, such as the 

dimension of fashion innovativeness while consi-

dering the brand image and the emotional feelings 

of the customer. When processed, a high-quality 

brand image and the emotional feelings of the cus-
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tomer play a full role as mediators in affecting be-

havioral intention. 

 

RECOMMENDATIONS 

 This research focuses on the brand, particu-

larly in forming a behavioral intention, so many 

other variables still have yet to be revealed in in-

fluencing behavioral intention. It becomes an op-

portunity for future research to add other variables 

that can clarify aspects related to the brand, spe-

cifically in influencing behavioral intention. Fur-

thermore, the researcher chose Ria Miranda as one 

of the data collection locations, which may not be 

effective because Ria Miranda is not a top-ranked 

brand in Indonesia. By researching other brands 

with a higher ranking than Ria Miranda, it is hoped 

that a more satisfying result will be obtained. 

 This research was conducted in 2019 when 

Covid-19 had not yet spread in Indonesia. The pan-

demic emerged and spread in Indonesia in the ear-

ly 2020 and has been indicated to affect various as-

pects of daily life, including the economy. The rel-

evance of this research may vary depending on the 

perspective used, before or after the Covid-19 pan-

demic in Indonesia. Thus, it will be better if future 

research that discusses similar variables or objects 

to this research considers the impact of the Covid-

19 pandemic on the used variables or similar indu-

strial sectors. It will support the currentness of the 

research and its relevance to the actual community 

and can be used as a reference or guideline for rel-

evant parties who need it. 

  Further research should look into other fac-

tors that impact loyalty, such as brand ambassadors 

and celebrity endorsements. Ria Miranda's man-

agement should focus on maintaining and improv-

ing the brand's identity, latest products, marketing 

strategies, and marketing environment to build the 

strong customer relationships. Consistent improve-

ment in fashion innovativeness and brand love will 

enhance the quality of the customer-brand relation-

ships and increase brand loyalty. 

 

CONCLUSIONS 

 The high fashion innovativeness of Ria Mi-

randa's customers directly impacts their behavioral 

intention. It is due to their high fashion innovative-

ness and being part of the brand's community, re-

inforcing their fashion-forward mindset. The brand 

image acts as a mediator between fashion innova-

tiveness and behavioral intention. Customers who 

see Ria Miranda as a Muslim fashion brand are mo-

re likely to make repeat purchases and talk posi-

tively about the brand. The high satisfaction level 

of these customers results in strong brand loyalty, 

further strengthened by brand love. 
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