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FROM CLICKS TO AFFECTION:
HOW ONLINE CONVENIENCE
CULTIVATES BRAND LOVE
THROUGH IMPULSIVE BUYING
IN APPAREL RETAIL

Abstract

Given the paramount importance of brand love (BL) in the contemporary marketplace,
this study analyzes the influence of online convenience (OC) on brand love among ap-
parel customers. It further investigates the mediating role of impulsive buying behavior
(IBB) in the relationship between OC and BL by considering its contextual relevance.
OC is conceptualized as multi-dimensional construct comprising seven distinct fac-
ets: access convenience (AC), search convenience (SC), evaluation convenience (EC),
transaction convenience (TC), relationship convenience (RC), possession convenience
(PC), and post-possession convenience (PPC). This framework positions OC as a criti-
cal factor influencing customers’ psychology. Primary data were collected through an
online survey administered to 410 Nike apparel customers in Bangalore, India. The
proposed research model was analyzed using Partial Least Squares Structural Equation
Modelling (PLS-SEM) in SmartPLS. The results reveal that evaluation, transaction,
possession, and post-possession convenience have significant positive influences on
BL. The study also demonstrates that IBB plays a statistically significant mediating role
in the relationship between most dimensions of OC and BL, except for possession and
post-possession convenience. The research highlights the necessity of offering better
OC to customers to boost BL. Furthermore, this research emphasizes that firms can
utilize the potential of the IBB concept as a competitive strategy to accelerate the evo-
lution of BL.

Keywords brand love, online convenience, impulsive buying
behavior, apparel customers
JEL Classification M31, D12, D91, L81

INTRODUCTION

In an era of “cut-throat” competition, branding has evolved into a sig-
nificant asset that shapes the identity of marketers and attracts top
talents and strategic partnerships (Choi et al., 2024; Chou & Chen,
2025; Rauschnabel et al., 2024). This in turn enhances marketing ef-
fectiveness and results in significant business growth and expansion.
Additionally, strong brands establish long-lasting trust and credibility
among customers (Ghorbanzadeh, 2024). In a consumerist culture, in-
dividuals mark their daily existence through the experience rendered
through consumption, using brand images as a meaningful mode of
self-expression and for conveying their identity to the outside world.
BL represents a multifaceted construct that captures the complex, in-
tertwined psychological and emotional journey of a customer. This
journey encompasses multiple stages of customer interactions, en-
gagement, trust building, and the creation of a strong emotional rap-
port (Ghorbanzadeh, 2024; Mostafa & Sobhy Temerak, 2024). Rooted
in brand consciousness, consumers’ progress through exciting experi-
ences of brand knowledge, brand trust, and brand attachment before
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reaching the state of BL (Mostafa & Sobhy Temerak, 2024). Understanding this progression is highly sig-
nificant for marketers as it helps them create effective marketing strategies, enhanced customer relation-
ships, and a significant competitive edge (Aboulnasr & Tran, 2019). BL manifests a longstanding “pas-
sionate emotional attachment” between a brand and a customer. BL has garnered considerable attention
within both academic and industrial circles due to its power to dictate a brand trajectory (Aboulnasr &
Tran, 2019; Choi et al., 2024; Rodrigues et al., 2024; Carroll & Ahuvia, 2006).

The dramatic rise of Direct to Consumer (D2C) brands as a game changer has created an exponential
rise in the direct digital retail sales, from 2-3 % of the market 5 years ago to a notable 10-15 % today.
D2C brands are capitalizing on their websites, software applications and social networking channels
to build an immediate association with customers. This paradigm shift has contributed remarkably to
the expansion of India’s Rs. 5.86 lakh crore digital retail industry. By 2027, the Indian D2C market is
predicted to grow at a CAGR of 40 percent, reaching an estimated value of $60 billion. Thus, the Indian
online retail industry is set to flourish beyond boundaries. Within this evolving context, it becomes
imperative for marketers to develop in-depth understanding of Indian online consumers’ behavior, and
its interconnections with OC and BL (IBEF, 2025). In the digitally driven consumer market, it is argued
that OC serves as a virtual salesperson guiding customers through various digital touchpoints during
the purchase process (Jabbour Al Maalouf et al., 2025; Duarte et al., 2018; Jabbour Al Maalouf et al.,
2025; Lina et al., 2022). Although previous studies have established the influence of OC on various as-
pects of customer purchase intentions, its specific impact on BL remains underexplored. This creates a
potential hindrance to the marketers in understanding and optimising the capacity of OC dimensions
for BL creation. Therefore, the primary research problem of this study is to address this gap in the litera-
ture by analyzing the influence of OC on BL, specifically examining factors such as AC, SC, EC, TC, EC,
PC, and PPC. Additionally, whether IBB has an intervening role in the BL creation process is also not
empirically proven. Therefore, this study aims to come up with a comprehensive model by incorporat-
ing aforementioned variables specifically aimed at BL creation in Indian online retail context, with an
explicit focus on the apparel industry.

1. LITERATURE REVIEW

tionship between BL and brand image is subject to

AND HYPOTHESES
DEVELOPMENT

In recent years, BL has become a core focus of
marketing literature and practice, resonating its
robust potential to foster sustained emotional
bonds and desirable consumer perceptions to-
ward brands (Batra et al., 2012; Mostafa & Sobhy
Temerak, 2024). Carroll and Ahuvia (2006) con-
ceptualize BL as a combination of passion, attach-
ment, supportive evaluation, and affectionate dec-
larations towards a brand. The formation of BL is
a gradual process. It is also influenced by factors
such as high brand quality, self-expressive and he-
donic benefits, product-related features (unique-
ness, high price, quality), and brand stimuli in-
cluding packaging, product, logo, and communi-
cations (Ghorbanzadeh, 2024; Mostafa & Sobhy
Temerak, 2024; Choi et al., 2024). BL exerts a re-
inforcing influence on brand loyalty. Still, the rela-
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variation as brand image can exhibit a direct im-
pact on brand loyalty without the mediation of BL
(Choi et al., 2024; Rodrigues et al., 2024). In this
increasingly competitive global marketplace, BL
has evolved into a key catalyst for consumer-brand
relationships. It integrates elements of loyalty, sat-
isfaction and advocacy. BL supports the long-term
vision of marketers with its unique capacity to cre-
ate resilience against negative information and co-
creation of lifetime value (Choi et al., 2024; Junaid
et al., 2020). The proliferation of social media and
digital platforms has further intensified this phe-
nomenon. It has transformed brands from static
identities into interactive personalities that engage
with customers (Palusuk et al., 2019).

This research is grounded in the Relationship
Marketing Theory (RMT). RMT emphasizes the
importance of establishing long-term customer-
stakeholder associations, moving beyond tradi-
tional single point transactions to foster loyalty
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and facilitate mutual value creation (Gummesson,
2002). RMT provides a comprehensive framework
for understanding how OC serves as a relational
tool that elevates customer brand interactions and
ultimately cultivates deep emotional bonds and
BL (Aslam et al., 2020; Gummesson, 2002). The
theoretical foundation offered by RMT is par-
ticularly relevant to consumer behavior studies.
User-generated content influences the responses
of the customers and triggers actions such as in-
formation sharing, impulsive purchases, future
purchase intentions, and active brand engagement
(Aslam et al., 2020). RMT postulates that a well-
balanced mutually beneficial relationship between
the organization and the customer leads to long-
term value. In digital commerce, RMT explains
how cohesively streamlined online experiences
get converted into impulsive purchases and later
into deep emotional connections. In alignment
with the RMT perspective, the present study ex-
amines the influencing factors of OC as a stimulus
that contributes to BL creation among customers
(Berry, 1995; Shaw & Jones, 2005).

OC refers to the perceived ease and efficiency ex-
perienced by customers across various aspects of
the online shopping journey. These include access,
search, evaluation, transaction, delivery, posses-
sion, service recovery, and post purchase commu-
nication (Lina et al., 2022; Palacios & Jun, 2020).
The possession, transaction and evaluation di-
mensions of online convenience have substantial
impact on the customers’ digital shopping inten-
tions (Duarte et al., 2018). The study posits that the
ground-breaking service solutions from website
managers and marketers have enhanced customer
expectations to a greater level. This has made the
real-time tracking of customers’ perceptions and
outlook regarding OC a prerequisite for its contin-
uous improvement. OC is operationalized in this
study as a multi-layered construct encompassing
seven dimensions such as AC, SC, EC, TC, EC, PC,
and PPC (Lina et al., 2022). Each dimension is out-
lined further.

The speed and convenience with which a cus-
tomer approaches a store are referred to as AC
(Almarashdeh et al., 2020; Shankar et al., 2025).
In an online context, store location is immaterial
and website accessibility is considered the most
significant aspect. Features such as ease of web-
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site navigation, flexible purchasing channels, re-
liable delivery or social media accessibility boost
customer value perception. They also strengthen
emotional connection with brands. These experi-
ences can transform affective commitment to BL,
which eventually drives loyalty and advocacy.

SCrefers to how easily and quickly customers iden-
tify and select products to purchase (Almarashdeh
etal., 2020; Katawetawaraks & Wang, 2011). Search
inconvenience remains a key impediment to con-
venient and efficient online shopping. The critical
issues that cause search inconvenience often stem
from download pace, web page design, search op-
eration and item classification. With the advent of
the internet, a huge revolution has been witnessed
in disseminating detailed information to custom-
ers through paid advertisements, website optimi-
zation and social media handles. All of these have
opened up vast doors of choice in front of a cus-
tomer, saving them from crowds, time wastage
and physical visit to stores (Lina et al., 2022). SC
is now treated as a significant antecedent of BL as
it synchronizes with brand trust and brand care.

In recent times, the staggering choice of products
and the accessibility of information at the finger-
tips have increased the sensitivity of customers to
EC. The availability of unlimited, but simple prod-
uct descriptions, the visual extravaganza of capti-
vating text, video, and images on the company’s
webpage enhance evaluation convenience (Jiang et
al., 2011). The peer evaluation system further re-
duces the time and efforts of customers to choose
their desired products. Hence, the EC is consid-
ered as an integral factor that influences consumer
trust and the tendency to adopt smart retailing
technologies.

The ease of making transactions is referred to as
TC, which is found to be one of the important fac-
tors for inducing customer satisfaction or dissatis-
faction (Palacios & Jun, 2020). Time efficiency and
simplicity of the transaction process enhance the
customers experience and boost their repurchase
intentions as well.

The individualized attention provided to clients
by the online retailers ensures online business
longevity and it explains the concept of RC. The
use of decision aids by online merchants, such
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as shopping bots, suggestion agents, and human
assistance, plays a major role in easing purchas-
ing choices and improving customer experience
(Lina et al., 2022). Customers tend to appreciate
and remain loyal to the brands that reduce time,
mental load and physical efforts, leading to emo-
tional connection and loyalty. Proactive assistance
coupled with tailored solutions create a feeling of
‘being valued’ among customers, which enhances
emotional connection.

PC indicates the comfort level enjoyed by consum-
ers in acquiring, storing, and using a product af-
ter purchase. As an aspect of service convenience
(Duarte et al., 2018), PC is commonly linked to
reduced time consumption, ease of operation and
availability of products. Such refined experienc-
es converge into BL, a profound emotional bond
in which customers manifest passion, adherence,
and advocacy for a brand.

PPC encompasses the convenience and facilitation
customers experience after purchasing a product or
service. It extends beyond the transaction and pos-
session stage, and involves aspects such as product
usage, maintenance, customer support, returns, up-
grades, and overall after-sales service. PPC denotes
customers’ perceived time and efforts expenditure
when they recontact the company after acquiring
goods (Lina et al., 2022). This concept is critical in
shaping BL, as positive post-possession experiences
for customers bolster their satisfaction, trust, and
emotional connection.

While BL plays a crucial role in the current digi-
tal marketing era, the motives behind customer
purchases require an equal analysis and scrutiny
(Iyer et al., 2019; Kimiagari & Asadi Malafe, 2021;
Rook & Fisher, 1995). It is particularly essential to
discern whether the online purchase decisions are
genuine and need-oriented, or an unplanned and
momentary one backed by the impressive visual
appeal of products (Li et al., 2024). The unplanned
purchase decisions made by customers are termed
“impulsive buying behavior” (IBB). The IBB is one
of the widely researched areas in marketing due
to its significant impact on the sales and profit
margins of companies. IBB is an emotional out-
come rather than a rational consequence (Goel et
al., 2022; Liapati et al., 2015). It is triggered by at-
tractive promotions, limited-time discounts, or an
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inviting spending ambience. Although IBB offers
instant gratification, it can lead to regret and fi-
nancial challenges if not controlled (Gupta et al.,
2024; Huang et al., 2024; Nyrhinen et al., 2023).
Conversely, IBB which is triggered by a friction-
less online experience, leads to a positive psycho-
logical impact in the customer which directly ben-
efits the brand ecosystem, incrementally enhanc-
ing the emotional alignment and gradually culmi-
nating in BL.

The above reviewed literature has examined the
theoretical foundations of RMT and prior studies
across three key constructs: BL, OC (with its seven
constituent dimensions), and IBB. While each of
these constructs has been individually investigated
within the consumer behavior domain, several criti-
cal gaps remain unaddressed. First, the specific im-
pact of OC on BL remains underexplored. Moreover,
E-commerce platforms provide more online pur-
chase convenience in terms of access, search, evalu-
ation, transaction, possession, and post-possession
aspects (Li et al., 2024). However, the extent to which
OC reinforces the IBB of customers through its cap-
tivating features remains unclear (Japutra et al., 2022;
Kathuria & Bakshi, 2024). Additionally, its impact on
BL creation also needs further investigation. In short,
it can be inferred that the actual impact of impulsive
purchase decision on BL creation is not sufficiently
explored in prior research (Gupta et al., 2024; Rook
& Fisher, 1995). Therefore, it is pertinent to fill this
gap by investigating the mediating effect of IBB on
the relationship between OC and BL. Addressing
these gaps is vital for gaining a comprehensive un-
derstanding of Indian online customers and retail
industry.

This study aims to examine the direct influence of
each of the seven dimensions of OC on BL, the di-
rect influence of IBB on BL, and the mediating role of
IBB in the relationships between each convenience
dimension and BL among Indian apparel customers.

Building on the above insights, the following hy-
potheses are proposed:

HI: Access convenience positively influences
brand love.
H2:  Search convenience has a significant positive

influence on brand love.
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H3:

H4:

Hb5:

He:

H7:

HS:

HO9:

HI0:

HII:

Access
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Source: Authors’ own.

Impulsive Buying
Behaviour

Convenience

Search
Convenience

Evaluation
Convenience

Transaction
Convenience

Relationship
Convenience

Online Convenience

Possession
convenience

Post possession

Brand Love

Convenience

Figure 1. Research model

Evaluation convenience positively influences
brand love.

Transaction convenience positively influenc-
es brand love.

Relationship convenience positively influenc-
es brand love.

Possession convenience positively influences
brand love.

Post-possession convenience positively influ-
ences brand love.

Impulsive buying behavior positively influ-
ences brand love.

Impulsive buying behavior mediates the re-
lationship between access convenience and
brand love.

Impulsive buying behavior mediates the re-
lationship between search convenience and
brand love.

Impulsive buying behavior mediates the re-
lationship between evaluation convenience
and brand love.

http://dx.doi.org/10.21511/im.22(3).2026.03

HI12: Impulsive buying behavior mediates the re-
lationship between transaction convenience
and brand love.

HI13: Impulsive buying behavior mediates the re-
lationship between relationship convenience
and brand love.

Hi4: Impulsive buying behavior mediates the re-
lationship between possession convenience
and brand love.

HI5: Impulsive buying behavior mediates the re-
lationship between post-possession conve-
nience and brand love.

In alignment with the earlier discussions and
proposed hypotheses, the conceptual model of
the study has been developed and is illustrated
in Figure 1. In this model, the seven dimensions
of OC are presented as the independent variables,
while BL serves as the dependent variable. The IBB
acts as the mediating variable.

2. METHODOLOGY

The present study adopted a quantitative para-
digm and employed a deductive approach to ex-
plore the pivotal role played by seven dimensions
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of OC (access, search, evaluation, transaction, re-
lationship, possession, and post-possession) in the
BL creation process in detail. Specifically, this ap-
proach was employed to examine whether the OC
dimensions are significant predictors of IBB and
whether IBB has an intervening role in BL creation.
The target population comprised apparel custom-
ers of ‘Nike’ brand. Primary data were collected
from 410 sample respondents who were identified
using the judgmental sampling method. This ap-
proach was adopted for several reasons. Due to
privacy constraints, customer information was
not accessible from Nike brand stores. Therefore,
judgmental sampling method was considered suit-
able to identify the prescribed number of sample
respondents. Furthermore, the population was in-
finite, and a specific sampling frame was unavail-
able. Since the targeted sample respondents are a
specific group of customers of a renowned apparel
brand (Nike), the judgmental sampling method
was found to be contextually appropriate for this
study. The underlying judging criteria were the
prior purchase experience of the Nike customers.
More specifically, customers who had repeatedly
purchased apparel items within the last two years
were included in this study.

A self-administered online questionnaire was used
for primary data collection. A pilot study with 100
customers was conducted to verify the internal
consistency of the measures before administering
the final questionnaire. The final data collection
was conducted between February and June 2025
in Bangalore, one of the emerging tech cities in
India. Given the specificity of the target group, ob-
taining the minimum required sample size posed
practical challenges.

The final sample size consisted of 410 Nike ap-
parel customers. Of these respondents, 53.70%
were male and 46.30% were female. Regarding
the respondents’ age, the majority of the respon-
dents (44.15%) were in the 20-40 age group. With
regards to the occupational status of respondents,
the majority (41.22%) were professionals. In terms
of product preference, clothing was found to be the
most preferred apparel category of the majority of
the respondents (37.56%). Besides, the income-re-
lated classification revealed that the majority were
in the Rs. 50,001 — Rs. 75,000 income range. The
detailed profile is presented in Table 1.
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Table 1. Respondents’ demographic profile

Source: Primary data.

Variable Category n=410 : Percent (%)
 Male i 220 ¢ 5370
Female . 190 4830
Below20yearsold : 78 i 1902
20- 40 years old 181 .
Al-60yearsold  © 118
Above 60 years o'I‘q. 33
Students 29
Professionals  © 169 1 4l22
Career status :.B.U.?'F‘?.st. 106
: Government : 76 1854
Unemployed . 399732
glothing i 1343756
Apparel Shoesandsocks  : 127 i 3098
preference Bags  o...i...530...1293
Otheraccessories : 76  .i..1854 ..
Rs.250000rbelow . 35 . ..0854
i Rs. 25,001- Rs.
50,000 : 118 28.78
i Rs. 50,001- Rs.
i Above Rs. 75,000 : 106 25.85

Data cleaning, descriptive statistics of the demo-
graphic profile of respondents, and evaluation of
the Common Method Bias (CMB) were carried out
using SPSS 25 (Podsakoft et al., 2003). The hypoth-
eses testing and research model evaluation were
conducted using Partial Least Squares-Structural
Equation Modelling (PLS-SEM) in SmartPLS 4.0
software. The SEM analysis was employed follow-
ing the approach proposed by Hairetal. (2017,2011,
2019). PLS-SEM is recognized as a non-parametric
statistical technique, and it is widely used for em-
pirical research. It is also employed for the inves-
tigation of complex models, including mediation
and moderation, as well as for predictive analyses.
The PLS-SEM application is well-known for its ca-
pacity to handle datasets with non-normal data
and small sample sizes. Besides, it imposes fewer
restrictions on data collection assumptions and
can derive strong predictive results from the path
analysis. Compared to CB-SEM, the PLS-SEM is
more appropriate for higher-order constructs and
formative-reflective models.

The measures were adapted from previous lit-
erature with minor contextual modifications. BL
was operationalized as a reflective construct and
was measured using the instrument consisting of
10-items adapted from Carroll and Ahuvia (2006).

http://dx.doi.org/10.21511/im.22(3).2026.03



OC was operationalized as a seven-dimensional
construct, and all its dimensions were measured
using reflective items adapted from Lina et al.
(2022). The IBB variable was measured as a reflec-
tive construct with 10 items adapted from Rook
and Fisher (1995). All the items were measured on
a five-point Likert-type scale where 1 stands for
‘strongly disagree’ and 5 stands for ‘strongly agree’.
The complete list of measurement items is provid-
ed in Appendix A.

3. RESULTS

As the present study followed a cross-sectional de-
sign, the CMB was analyzed in detail using two
statistical tests (Hair et al., 2011, 2013; Podsakoff
et al., 2003). The Harman’s single-factor test was
carried out, and the variance explained by the sin-
gle factor amounted to 34.64%, which is less than
the threshold of 50% (Aguirre-Urreta & Hu, 2019).

Innovative Marketing, Volume 22, Issue 3, 2026

Furthermore, the extensive collinearity test re-
vealed that the Variance Inflation Factor (VIF) val-
ues were below the recommended threshold of 3.3
(Kock, 2015) (see Table 2). Based on these results, it
can be confirmed that the model is free from CMB.

The measurement model assessment is the initial
stage of PLS-SEM analysis. It involves an exami-
nation of the reliability and validity estimates of
the model (Hair et al., 2011, 2013; Hair Jr. et al.,
2014). As part of the measurement model analysis,
Confirmatory Factor Analysis (CFA) results were
taken into consideration to examine the construct
validity (Table 2). The construct validity compris-
es convergent validity and discriminant validity.
The convergent validity was reviewed based on
factor loadings, composite reliability (CR), and
Average Variance Extracted (AVE) (Hair et al,
2017; Hair Jr. et al., 2014). The CFA results revealed
that all the factor loadings were above the recom-
mended threshold of 0.5, except one indicator of

Table 2. Reliability, convergent validity, and multicollinearity

Source: Primary data analysis in SmartPLS.

Cons;::::: and Loading Cronbach’s Alpha ReCI;'L‘iFI)i:;I::R) : Ag';:aai:e\;a{:;;e Collinearity (VIF)
Access Convenience
AC2 0.918 0.888 0.888 0.818 3.090
e | s
Search Convenience
Neil 0.898 : : 2.574
SC2 e 095 0.897 0.899 0.829 2B
SC3 0.917 : 2.813
Evaluation Convenience
EC2 0.890 0.898 0.898 0.830 2.370
s | e
Transaction Convenience
TC1 0.866 f 2.036
T 08860867 0.867 0.790 L2305
TC3 0.914 : 2.805
Relationship Convenience
R i 0305 0.884 0.888 0811 L2507
RC3 0.886 : 2.385
Possession Convenience
pPC2 0.910 0.879 0.880 0.805 2.610
e | i
Post-possession Convenience
PPC1 : 0.918 : 0.885 : 0.889 : 0.814 : 2.878
PPCD e OFM e 218
PPC3 0.874 2.184

http://dx.doi.org/10.21511/im.22(3).2026.03
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Table 2 (cont.). Reliability, convergent validity, and multicollinearity

Construct and

. Cronbach’s Alpha
items : :

Loading

Composite
Reliability (CR)

i Average Variance . .
. Extracted (AVE) | Collinearity (VIF)

Impulsive Buying Behavior

IB3
2 R
IBS
72
IB8

0.723

0.694

0.703

0.772
2T S S N N
0753 e

1.683
2015
1.740
e
1976

1.745

Brand Love

0

B

B 0T
BL10

0889 ...

S O S S . S
0.780 .
22 O S S .- B

BL. That is BL5 has factor loading of 0.486, which
is slightly below the recommended threshold of
0.50. Consistent with PLS-SEM guidelines, indi-
cators with loadings between 0.40 and 0.70 may
be retained when construct reliability and validity
remain acceptable and when theoretical consider-
ations support their inclusion. Therefore, the item
BL5 has been retained.

It was also noted that all the CR values were above
0.7; and the AVE values were above 0.50 (Hair Jr.
et al.,, 2014). Hence, the convergent validity of the
model was established. To cross-check the multi-
collinearity issues, the outer model VIFs were con-
sidered at the measurement model stage. It was

Table 3. Fornell-Larcker criterion

found that the model is free from multicollinear-
ity issues, as all VIF values were below the thresh-
old limit of 3.3 (Podsakoff et al., 2003).

Further, the discriminant validity was assessed
using three approaches: Fornell-Larcker crite-
rion, HTMT ratio, and cross-loadings (Fornell &
Larcker, 1981; Hair et al., 2019; Hair Jr. et al., 2014).
This discriminant validity analysis helped to en-
sure that all the variables used in the model were
distinct from each other, and that it was meaning-
ful to keep all the variables separately in the model.
Otherwise, it is not contextually relevant to keep
similar variables in the same model. The Fornell-
Larcker criterion values (Table 3) showed that all

Source: Primary data analysis in SmartPLS.
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Table 4. Discriminant validity test using HTMT criterion

Source: Primary data analysis in SmartPLS.

1. Access Convenience -

9. Transaction Convenience

4 | 5 - 6 7 8 9

Note: HTMT < 0.90.

the square roots of AVE values were above the in-
ter-construct correlation values. Additionally, the
cross-loadings were less than the acceptable limit
of 0.7. The results obtained for HTMT ratios con-
firmed that all values were below the threshold of

Following the measurement model analysis, the next
phase of analysis was the structural model and path
analysis. The bootstrapping method was adopted to
derive the accurate model validity estimates and per-
form hypothesis testing. As part of path analysis, the
estimates such as regression coefficients or beta coef-
ficients, t-statistics, p-values, and the explained vari-
ance (R-square values) were derived.

Source: Primary data analysis.
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Figure 2. Structural model results
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First, the hypothesis testing was conducted utiliz-
ing path coefficients and p-values. The study pro-
posed eight direct hypotheses and seven mediation
hypotheses. The analysis revealed that five direct
hypotheses were accepted: H3, H4, H6, H7, and HS.
Three direct hypotheses, HI, H2, and H5, were re-
jected. HI-H7 examined the direct influence of di-
mensions of OC on BL, and H8 assessed the direct
influence of IBB on BL. In addition to the direct
hypotheses, we had also seven mediation hypoth-
eses, which proposed the mediating role of IBB on
the relationship between each of the dimensions
of OC and BL. The results showed that five media-
tion hypotheses were accepted (H9, H10, H11, H12,
H13) and two were rejected (H14, HI5). A compre-
hensive summary of hypotheses testing results is
presented in Figure 2 and Table 5. Following the
hypotheses testing, we proceeded to verify the ex-
plained variance or R*. The R? can be classified in-
to three levels namely, significant, moderate, and
weak. When the value is less than 0.02, it is weak. If
R?value is less than 0.13, it is considered moderate,
while above 0.26 is deemed significant. The analy-
sis results of the present model yielded R*value of
0.721 for IBB and 0.833 for BL. This denotes that
about 72.10 per cent variance in IBB is explained
by the seven dimensions of OC (AC, SC, EC, TC,
RC, PC, and PPC). Besides, all these seven dimen-
sions of OC together with IBB make a combined
explained variance of 83.3 percent of BL. Both R?
values are above 0.26. Therefore, it can be inferred

Table 5. Hypotheses testing results

that these values are ‘significant’ and a substan-
tial amount of variance in endogenous variables
is explained by exogenous variables. Although the
model explained a substantial proportion of vari-
ance in Impulsive Buying Behavior (R* = 0.721)
and Brand Love (R* = 0.833), the predictor con-
structs represent theoretically distinct dimensions
of online convenience, and the low VIF values (<
3.3) suggest that the high explanatory power is not
attributable to problematic multicollinearity or
excessive construct overlap.

Next, the E, values were screened to examine the
‘effect size’. This metric determines how much im-
pact will be created on the R, value of an endog-
enous construct if a specific predictor variable is
removed (Hair et al., 2013). The F, value related to
IBB revealed that AC has the highest effect size of
5.7%, which is a ‘strong’ level. This indicates that
the removal of AC can lead to the highest impact
on the IBB. Similarly, for BL, the highest effect size
is with PPC (6.3%). This ‘strong’ effect size implies
that the removal of PPC can lead to the highest
impact on BL. In the next stage, the predictive rel-
evance of the model was checked with the help of
Q, value, which was derived through blindfolding
procedure (Hair et al., 2017). This value denotes
the predictive power of the model concerning its
endogenous constructs. The value of the Q, should
be greater than zero to establish the predictive rel-
evance of the model. The results revealed that the

Source: Primary data analysis in SmartPLS.

Hypotheses | Association Coei(‘FI;;Ient t-value p-value Decision Q2 predict R?
 HI AC->BL 0.073 1.652 0.099 Rejected
H2 SC->BL -0.003 0.079 0.937 '
B EC5BL 0.134 2680 0.007 Acc
 H4 TC>BL 0.182 3.999 <0.001 A
L5 RCBL 0.000 0.000 1,000 Rejected
ot PC3BL 0.177 4.115 <0.001 Accepted
L PPCBL 0.248 5479 <0.001 Accepted
H8 IBB>BL 0.185 5.212 <0.001 Accepted IBB =0.706 BB =0.721
Mediation analysis BL=0.814 | BL=0.833
o H9 AC%IHBB%BL O.HO28 2:‘585 01010 Full mediation
o ./7110 SC%I"BBéBL O.HOZS 2."128 O',QSS
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present model has Q, of 0.706 for IBB and 0.814
for BL. Therefore, the predictive relevance of the
model was also supported.

4. DISCUSSION

The present study examined the influence of seven
dimensions of OC, namely, AC, SC, EC, TC, RC,
PC, and PPC, on BL. The IBB was conceptualized
as a mediating variable, and its intervening effect in
the relationship between each dimension of OC and
BL was also investigated. Based on SEM analysis re-
sults, the hypotheses were tested, and the model rel-
evance was validated. The hypothesis testing results
were interesting and are explained below in detail.

The first hypothesis (HI) tested the influence of ac-
cess convenience on BL (AC>BL), and the results
were intriguing (p = 0.073, p > 0.05). Contrary to
our hypothesis, this result indicates that AC is not
a significant predictor of BL, nor is it positively re-
lated to BL. This is quite surprising, and it diverges
from the work of Loureiro et al. (2017), who assert-
ed that convenience in accessing a product or ser-
vice positively contributes to BL creation. However,
the rejection of HI in our study suggests the pres-
ence of potential mediating variables in the rela-
tionship between AC and BL. As we have examined
IBB as a mediator, the corresponding findings are
discussed in the subsequent section addressing me-
diation hypotheses.

The second hypothesis (H2) examined the influence
of search convenience on BL (SC~ BL). The results
were interesting (B = -0.003, p > 0.05). This path co-
efficient was statistically insignificant, therefore, H2
was rejected. This finding is contrary to the study
of Nilowardono (2022), who reported that web-
search related convenience experienced by custom-
ers during online purchasing positively contributes
to long-term brand association and repurchase in-
tention. Similar to HI, the relationship between SC
and BL also implies the presence of some potential
mediators that can explain this linkage more ade-
quately. In the mediation analysis section, the role
of IBB as a mediator is explained in detail.

The third hypothesis (H3) investigated the influ-

ence of EC on the BL (EC>BL) creation. The re-
sults revealed statistically significant path coeffi-
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cients (P = 0.134, p <0.05); hence, H3 was accepted.
This finding indicated that the convenience appar-
el customers experience during online purchase
enhances customers’ ability to evaluate the qual-
ity of the products and make informed decisions.
Specifically, this is achieved through compre-
hensive product specifications, detailed texts and
graphics, and information that facilitates product
differentiation. This evaluative clarity, in turn, can
lead to BL creation. This result aligns with the
finding of Unal and Aydin (2013).

The fourth hypothesis (H4) tested the influence of
TC on BL (TC>BL). Based on the results ( = 0.182, p
<0.05), H4wasaccepted, whichisinline with Anggara
etal. (2023). Therefore, it is evident that when apparel
companies ensure TC for online customers, through
flexible payment methods, easy completion of trans-
action and reduced transaction time, they cultivate
better customer-brand relationship. Ultimately, a
strong BL is created in the long run.

The fifth hypothesis (H5), which assessed the in-
fluence of RC on BL (RC>BL), yielded surprising
results. H5 was rejected due to statistically insig-
nificant results ( = 0.000, p >0.05), indicating that
RC is not a direct predictor of BL. Although a di-
rect influence is logically plausible, the statistical
evidence suggests the presence of an intervening
variable in the relationship between RC and BL.
This H5 rejection contradicts the findings of stud-
ies like Mustafa et al. (2022).

The hypotheses H6 (PC>BL), H7 (PPC>BL), and
H8 (IBB->BL) were accepted based on statistical-
ly significant path values. PC ( = 0.177), PPC (
= 0.248), and IBB (B = 0.185) demonstrated that
these three variables have a direct and positive in-
fluence on the creation of BL.

The acceptance of H6 and H7 aligns with the stud-
ies of Ahmad and Mohsin Butt (2012) and Ismail
(2022).

Following the examination of direct hypotheses,
the mediating hypotheses testing was conducted
with IBB as the mediator and all seven dimensions
of OC as independent variables. BL was the depen-
dent variable. The results for H9 (AC>IBB->BL),
HI0 (SC>IBB-BL), and HI3 (RC>IBB->BL) dem-
onstrated statistically significant full mediation
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effects and were therefore accepted. The specific
indirect effect of IBB on the relationship between
AC and BL was 0.028 with p < 0.05. The result for
the specific indirect effect of IBB on the relation-
ship between SC and BL was 0.025 (p < 0.05), and
in the case of RC>IBB-BL, the indirect effect was
0.027 with p < 0.05. In essence, AC, SC, RC in-
fluence the BL creation only through IBB. That
is, when customers experience ease in accessing
product information, efficiency in navigating and
searching websites, and a favorable relational ex-
perience with the brand during online purchasing,
their impulsive buying tendencies are activated.
BL then builds up gradually.

The evaluation of HI11 (EC->IBB->BL) and HI2
(TC>IBB-BL) indicated partial mediation rela-
tions in both instances. Specifically, the indirect
effect for HI11 was 0.025, and for H12 was 0.029,
with p-values below 0.05. These results demon-
strate that the direct relationships of EC and TC

with BL remain statistically significant even in the
presence of IBB. In other words, the EC and TC
relate to BL directly and through the IBB chan-
nel. This means that EC and TC can stimulate
the sudden purchasing temptations of custom-
ers, thereby driving IBB and subsequently BL. At
the same time, these independent variables, EC
and TC, also show a direct impact on BL creation.
Consequently, these variables are contextually rel-
evant for marketers. These findings align with the
research of Liapati et al. (2016).

Finally, the testing of HI4 (PC>IBB->BL) and HI5
(PPC->IBB->BL) revealed no mediation role for
IBB in the relationship between PC, PPC, and BL.
As all the indirect effect values were not statisti-
cally significant (p > 0.05), it can be concluded
that the PC and PPC are not positive predictors of
IBB. Instead, they are directly linked to the BL cre-
ation. This finding contradicts the earlier studies
of Sarkar (2014) and Tifferet and Herstein (2012).

CONCLUSION

The purpose of the study is to analyze the influence of OC on BL among apparel customers, with IBB act-
ing as a mediator. The data analysis results and the findings of this study revealed that AC, SC and RC
are not strong enough to create BL among the online customers; however, they can stimulate IBB, which
eventually fosters BL. In contrast, EC and TC exhibited a strong positive association with IBB and BL.
This demonstrated that the ease in product evaluation and transaction process can lead to BL without the
mediation support of IBB. Concurrently, EC and TC have a positive partial mediation effect on IBB. PC
and PPC did not have a positive association with IBB, but they were strongly connected with BL. From the
results obtained, it is concluded that IBB did not have a mediating impact between PC and BL, or between
PPC and BL. These findings explain the strong impact created by prompt and timely delivery of products
as well as the effect of simple return and exchange policies on customer perception of the brand.

The novelty of this research lies in three primary contributions. First, it bridges a notable empirical gap
by validating the direct link between OC and BL, a relationship largely overlooked in existing scholarship.
Second, it identifies IBB as a pivotal mediating mechanism, revealing how different convenience dimen-
sions follow unique psychological pathways to transform digital interactions into emotional bonds. Finally,
the study extends the S-O-R paradigm by operationalizing OC as a multidimensional digital stimulus
and BL as an enduring affective response. In doing so, it creates a theoretical bridge between service con-
venience and brand relationship literature, specifically within the evolving digital consumer landscape.
Reflecting on the broader implications, this study provides commendable contributions to the SDG 12
(Responsible consumption and production) by offering remarkable strategies on enhancing OC, BL and
IBB among the online customers. Practically, marketers should adopt a differentiated strategy for OC di-
mensions based on their distinct pathways to BL. AC, SC, and RC do not directly generate BL but trigger
IBB, which subsequently fosters emotional attachment. Therefore, investments in website navigation and
personalized engagement should be justified by their potential to induce impulsivity. EC and TC oper-
ate through dual pathways. They directly build BL and also contribute indirectly via impulsivity. This
necessitates rich product information and frictionless payment systems. PC and PPC exert strong direct
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effects on BL independent of impulsivity, making timely delivery and hassle-free returns non-negotiable
priorities. Resource allocation must reflect these differential mechanisms to maximize both short-term
conversions and long-term BL. While this study offers significant insights and contributions, it is sub-
ject to limitations. This study is cross-sectional and aggregates across generational respondents. Future
research should examine how OC perceptions and BL formation differ between Gen Z and Millennials.
Additionally, rapid technological evolution may induce “technophobia”, which cross-sectional data cannot
capture. Longitudinal studies are needed to track shifting OC perceptions over time. Finally, this study
focuses on IBB’s positive mediating role. Future research should investigate its negative consequences such
as post-purchase regret, financial strain, and brand avoidance. This will provide a balanced perspective on
impulsivity’s impact on long-term brand equity and consumer well-being.
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APPENDIX A

Online convenience — 7 dimensions (Lina et al., 2022)
Access Convenience

AC1 icCould shop anytime | wanted from Nike

AC2 Could order products from Nike wherever | am

AC3 i The Nike website is always accessible

Search Convenience

SC1 iltwas easy to navigate the website of Nike

SC2

SC3  :ltwas easy to get the information | needed to make my purchase decision
Evaluation Convenience
EC1 :Nike website provides detailed product specifications

EC2 Nike uses both text and graphics in the product information

EC3 i Nike website provide sufficient information to identify different products

Transaction Convenience

TC1 i Nike provide flexible payment methods

TC2 My purchase was completed easily

TC3 It did not take a long time to complete the purchase process
Relationship Convenience

RC1 ' Nike gave me personalized attention

RC2 Nike website had a message area for cus uestions and comments

RC3  ilreceived a personal “thank you” note via email or other media after placing an order in Nike

Possession Convenience

PC1 il got exactly what | wanted

pPC2 My order was delivered in a timely fashion

PC3 i Received all items | ordered from Nike

Post-possession Convenience
PPC1 It was easy to take care of returns and exchanges with the Nike

PPC2 i Nike takes care of product exchanges and returns promptly

PPC3 i Nike quickly resolves any after-purchase problems | experience
Impulsive Buying Behavior (Rook & Fisher, 1995)
IBL | often buy things spontaneously

B2 “Just do it” describes the way | buy thing

I1B3 | often buy things without thinking

1B4 “I'seeit, | buy it” describes my shopping behavior

IB5 “Buy now, think about it later” describes my shopping behavior

IB6 Sometimes | feel like buying things on |

I1B7 I buy things according to how | feel at th

B8 I carefully plan most of my purchases

IB9 :Sometimes | am a bit reckless about what | buy
Brand Love (Carroll & Ahuvia, 2006)

BL1 : Nike is a wonderful brand

BL2 Nike brand makes me feel good

BL3 Nike brand is totally awesome

BL4 I have neutral feelings about Nike brand (=)

BL5 Nike brand makes me very happy

BL6 | love Nike brand!

BL7 I have no particular feelings about Nike

BL8 Nike brand is a pure delight

BL9 | am passionate about Nike brand

BL10 :I'mvery attached to Nike brand
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