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ABSTRACT 
Fast fashion is one of a lot of interesting topics to talk about and an industry that never dies. So, the 
purpose of this research was to examine the effect of BA, BI, PV, and PQ towards BL on H&M 
consumers in Jakarta. The population is H&M consumers with a total of 309 respondents. The method 
used in distributing the questionnaires is a purposive sampling method. The questionnaires are 
distributed online in google form and then the data were analyzed using Smart]PLS software version 
3.3.3. The results of the data show that BI, PV, PQ has a positive effect on BL on H&M consumers in 
Jakarta. Meanwhile, BA not has a significant effect on BL on H&M consumers in Jakarta.    
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1. INTRODUCTION 
 

At this time fast fashion is growing so fast, one of which is in Indonesia. This was followed by 
the development of an increasingly modern and advanced era. Fast fashion can be interpreted as a 
fast-moving fashion movement, namely clothing designs that are able to follow trends. The design of 
the clothes given is usually almost the same as the show at fashion week or what is usually worn by 
artists. Therefore, many new fast fashion companies compete with each other both through offline 
stores and online stores.  

Besides the intense competition, since the Covid-19 pandemic, almost all industrial sectors have 
experienced a decline in sales. H&M is one of the fast fashion brands that have a decline in profits 
experienced by H&M reached 90% in 2020 [1]. In addition, the brand value of H&M also fell below 
Zara from 2018 to 2020 [2]. Because of this, H&M needs to increase sales again to increase profits 
and increase H&M's brand value. Light [3] mentions that brand loyalty is the only basis for sustaining 
profitable growth. Loyalty is obtained over time through good intentions [4] and consumers who are 
already loyal to a brand, will make consistent purchases of the brands they like [5]. So the importance 
of focusing on brand equity, and brand knowledge. So we need variables that can encourage H&M 
BL, namely BA, BI, PV, and PQ [6] and [7].  
 
 
2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
 
2.1. Brand Awareness (BA) 
 

Keller [8] defined brand awareness as  “brand awareness related to brand memory, which is seen 
from the ability of consumers to identify various brand elements which can be seen from the brand 
name, symbol, logo, packaging, character.  Netemeyer et al. [9] defined brand awareness as “brand 
awareness means that consumers are able to automatically remember the brand when a product 
category is mentioned”. Based on the definition above, it can be concluded that BA is the ability and 
power of consumers to remember a brand automatically which is reflected in the ability of consumers 
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to identify various elements and product categories such as brand names, symbols, logos, packaging, 
and slogans. 
 
2.2. Brand Image (BI) 
 

Definition of the brand image according to Keller [8] “brand image can be interpreted that 
consumers have their own views about a brand, which is seen from the brand associations contained 
in the minds of consumers”. Kotler and Keller [10] defined brand image as “brand image can 
determine how easily the associations and responses in the consumer's mind can be recalled and how 
easily these additional associations and responses can be associated with the brand in the consumer's 
memory”. After all of the definitions above, brand image is a consumer's perception about the brand, 
which is reflected in the associations and responses that can be easily recalled in which consumers 
feel that the brand a consistent, positive image and a rich history. 
 
2.3. Perceived Value (PV) 
 

Definition of perceived value according to Punniyamoorthy, and Raj [11] “perceived value can 
be interpreted as a consumer's overall assessment of the usefulness of a product which is seen from 
what is obtained and what is given”. Kotler and Keller [10] defined perceived value as "perceived 
value is seen based on the benefits obtained and how much the cost is assumed by consumers for 
other different options". Based on the definition above, PV is a consumer's appraisal of the usefulness, 
and benefits that consumers get from a product based on what is paid and what is received. 
 
2.4. Perceived Quality (PQ) 
 

Definition of PQ according to Nguyen, Barrett, and Miller [12] "perceived quality can be 
interpreted as a perception where it is seen based on consumer assessments of brand attributes that are 
meaningful to consumers". Zeithaml [13] defined PQ as “perceived quality is a consumer's assessment 
of the advantages of a product that is seen as a whole. Where the assessment is not seen from the 
objective quality but the subjective assessment of consumers towards the product”. Based on the 
definition above, PQ is the customer's perception of the overall quality of a service/product in relation 
to the intended purpose, where this PQ is a subjective assessment of consumers who depend on each 
other's perceptions. person. 
 
2.5. Brand Loyalty (BL) 
 

Definition of BL according to Oliver [14] “brand loyalty is a commitment that consumers have to 
re-buy or re-subscribe to a brand consistently, even though there are influences such as situational or 
marketing efforts that can cause switching behavior”. Yoo and Donthu [15] defined brand loyalty as 
“brand loyalty is an intention to buy a brand as the main choice”. Based on the definition above, BL is 
a commitment by consumers to re-subscribe or repurchase to a a brand consistently in the future as a 
primary choice.  
 
2.6. Brand Awareness (BA) and Brand Loyalty (BL) 
 

According to Su [6] BA on BL in the fast fashion industry, according to Saleem et al. [16] BA on 
BL in the soda drink industry, According to Bernardo et al. [17] BA on BL in the coffee shop 
industry, the results are BA had a positive influence on BL. Based on previous research, the 
hypotheses in this study is: 
H1: BA has a positive influence on the BL of H&M consumers in Jakarta 
 
2.7. Brand Image (BI) and Brand Loyalty (BL) 
 

According to Mabkhot, Shaari, and Salleh [7] BI on BL in the local car industry, according to 
Alhaddad [18] BI on BL in the sportswear industry, according to Bastian [19] BI on BL in the bottled 
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water industry, the results are BI had a positive influence on BL. Based on previous research, the 
hypotheses in this study is: 
H2: BI has a positive influence on the BL of H&M consumers in Jakarta 
 
2.8. Perceived Value (PV) and Brand Loyalty (BL) 
 

According to Su [6] PV on BL in the fast fashion industry, according to Atulkar [20] PV on BL 
in the mall shoppers industry, according to Putra and Keni [21] PV on BL in the instant noodle 
industry, and the results are PV had a positive effect on BL. Based on previous research, the 
hypothesis in this study is: 
H3: PV has a positive influence on the BL of H&M consumers in Jakarta 
 
2.9. Perceived Quality and Brand Loyalty 
 

According to Su [6] PQ on BL in the fast fashion industry, according to Saleem et al. [16] PQ on 
BL in the soda industry, according to Atulkar [20] PQ on BL in the mall shoppers industry, and the 
results are PQ had a positive effect on BL. Based on previous research, the hypothesis in this study is: 
H4: PQ has a positive influence on the BL of H&M consumers in Jakarta 
 
 
3. RESEARCH METHODOLOGY 
 

The sampling in this research is limited to certain types of respondents who can give the desired 
information, as well as those who meet several criteria set by the researcher [22]. The population in 
this study were H&M consumers in Jakarta and the total data collected in this study was 309 
respondents. The questionnaire was made in the google form and distributed online and measured 
using a Likert scale. The data in this study were processed using PLS-SEM, using the SmartPLS 
software version 3.3.3. The indicators used in every variable are presented in Table 1.  

 
Table 1 Indicators References 

Var. Items References 
BA 5 Kim [23]; Su [6]; Jung  [24] 
BI 5 Jung [24]; Mabkhot [7]; Valino 

[25] 
PV 4 Su [6]; Atulka [20]; Eggert and 

Ulaga [26] 
PQ 4 Su [6]; Khan [27]; Jung [24] 

BL 4 Su [6]; Valino [25] 
 
 
4. RESULTS & DISCUSSION 
 

The subjects of this study consist of 174 females and 135 males, with the majority of respondents 
aged 21-25 years (64.7%). Respondents are H&M consumers who live in Jakarta, with the majority 
being dominated by students. The object of this study is fast fashion companies in Jakarta. The 
questionnaires were distributed to consumers of H&M in Jakarta with a total sample of 309 
respondents.  

Furthermore, testing the outer model consists of validity and reliability tests. This test was 
conducted to determine whether the indicators used in this study are reliable and valid. Convergent 
validity consists of the AVE should be greater than 0.5 (> 0.5), and the loading factor of each 
indicator is worth more than 0.6 to 0.7 is still acceptable [28]. Discriminant validity consists of the 
Fornell-Larcker criterion that is measured based on the AVE value of each variable, which should be 
greater than the other variables [29]. Furthermore, after conducting a validity test, a reliability was 
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tested by looking at the Comp. Reliability and the Cronbach Alpha. Composite Reliability should be 
bigger than 0.7 (> 0.7), and Cronbach Alpha should be bigger than 0.6 (> 0.6) [29]. The results of the 
validity test, there are 3 invalid indicators, namely BA1, BA2, and BI2. The results of the outer model 
test are presented in tables 2, 3, and 4.  

Table 2 Measurement Model Assessment Results 
Var. Indicator Loading Factor AVE 

 
BA 

BA3 0.857  
0.718 BA4 0.862 

BA5 0.822 
 
 

BI 

BAI1 0.669  
 

0.673 
BAI3 0.851 
BAI4 0.862 
BAI5 0.882 

 
 

PV 

PVV1 0.851  
 

0.694 
PVV2 0.732 
PVV3 0.875 
PVV4 0.867 

 
 

PQ 

PQ1 0.795  
 

0.623 
PQ2 0.802 
PQ3 0.752 
PQ4 0.806 

 
 

BL 

BL1 0.887  
 

0.779 
BL2 0.910 
BL3 0.884 
BL4 0.849 

 
Table 3 Outer Model Assessment – Discriminant Validity 

Variable BA BI BL PQ PV 
BA 0.847     
BI 0.715 0.821    
BL 0.616 0.718 0.883   
PQ 0.700 0.762 0.714 0.789  
PV 0,664 0.721 0.672 0.758 0.833 

 
Table 4 Outer Model Assessment – Reliability Analysis 

Variable Composite Reliability Cronbach Alpha Conclusions 
BA 0.884 0.803 Reliable 
BI 0.891 0.835 Reliable 
PV 0.900 0.851 Reliable 
PQ 0.868 0.806 Reliable 
BL 0.934 0.905 Reliable 

After deleting the indicators BA1, BA2, and BAI2, the outer model results have met the validity 
and reliability requirements. After testing the outer model, then testing the inner model. This test is 
conducted to determine the relationship between variables and to determine whether the research 
hypothesis can be accepted or not. Path coefficient is used to see positive or negative. The 
significance test is seen from the p-value. The p-value must be lower than 0.05 (< 0.05) [28] to get 
significant results. So, if the p-value is greater than 0.05 (> 0.05), then the hypothesis is not supported. 
The results of testing the inner model and hypotheses are presented in tables 5, 6, and 7. 
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Table 5. R2 
Var. R2 
BL 0.597 

 
Table 6. Q2 

Variable Predictive Relevance (Q2) 
BL 0.453 

 
Table 7. Path Coefficient and Hypotheses Testing 

Hypotheses Path 
Coefficient p-values Conclusions 

H1: BA has a positive influence on the BL 
of H&M consumers in Jakarta. 

0.065 0.369 Not Supported 

H2: BI has a positive influence on the BL of 
H&M consumers in Jakarta.  

0.325 0.000 Supported 

H3: PV has a positive influence on the BL of 
H&M consumers in Jakarta. 

0.177 0.000 Supported 

H4: PQ has a positive influence on the BL of 
H&M consumers in Jakarta. 

0.287 0.021 Supported 

 
 

The results of the first inner model test, namely the coefficient of determination (R2), indicate 
that the independent variable in this study can explained the dependent variable by 59.7%. and 40.3% 
is explained by other independent variables, that were not in this research. The next test of the inner 
model is predictive relevance (Q2) is 0.453 which is bigger than 0. This means that the variables in 
this study can predict the research model well.  

The first hypothesis, it was found that BA has a positive influence with a path coefficient of 
0.065 but not significant with a p-value of 0.369 on BL. H1, which is BA not has a significant effect 
on the BL of H&M consumers in Jakarta. Where this is not in line with previous research by [6] [16] 
[17]. [6] researched the fast fashion industry and did not focus on one brand but the entire fast fashion 
brand in the United States. While [16] [17] researches different industries from fast fashion. This 
happens because the brand awareness of H&M has not yet become the number one brand in the minds 
of consumers when the word fast fashion is mentioned. This happens because the brands of fast 
fashion in Indonesia are not only H&M but there are other brands that are more remembered by 
consumers such as Zara and Uniqlo. Apart from that, the prices and quality presented are also not 
much different from other fast-fashion brands such as Zara, Uniqlo, and also some brands from 
Matahari Department Store. However, these results are supported by [30] [31] which show that BA 
has a positive but not significant relationship with BL.  

The second hypothesis, it was found that BI has a positive influence with a path coefficient of 
0.325 and a significant p-value of 0.000 on BL. H2, which is a BI has a positive influence on the BL 
of H&M consumers in Jakarta. These results are the same as the previous research [7] [18] [19]. BI 
well-managed will produce a positive effect by increasing knowledge about aspects of consumer 
behavior in decision making. The higher the BI, the higher the intention to buy again or the more 
loyal to come back.  

The third hypothesis, it was found that PV has a positive influence with a path coefficient of 
0.177 and a significant p-value of 0.000 on BL. H3, which is a PV has a positive influence on the BL 
of H&M consumers in Jakarta. Where these results are the same as the previous research [6] [20] [21]. 
One of the determining factors for someone deciding to buy is the price or value obtained from a 
product being sold. So that consumers will compare the value of a product, whether it is in accordance 
with their perceptions and whether it is also in accordance with the sacrifices that have been made to 
get the product, such as the cost, time, and effort to buy the product. 

The fourth hypothesis, it was found that PQ has a positive influence with a path coefficient of 
0.287 and a significant p-value of 0.021 on BL. So that H4, which is PQ has a positive influence on 
the BL of H&M consumers in Jakarta. These results are the same as the previous research from [6] 
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[16] [20]. Quality is also one of the important factors seen by consumers to decide on purchases other 
than price. So that PQ has an influence on BL. This happens because the consumer's perception of the 
quality of a product is as expected.  
 
 
5. CONCLUSIONS & IMPLICATIONS 
 

After the analysis, it can be concluded that brand image, perceived value, and perceived quality 
can positively and significantly affect brand loyalty on H&M consumers in Jakarta. BA not has 
significant effect on the BL of H&M consumers in Jakarta. Three implications can be given by 
researchers for H&M and also work for the fast fashion industry.   

It is recommended to H&M continue to improve the brand image of H&M because consumers 
have a good impression of the H&M brand so that they feel accepted and feel confident among the 
public when consumers use products from H&M. 

It is recommended for H&M to maintain and even improve the quality perceived by consumers 
because consumers have been satisfied with the quality of products offered by H&M. Consistency of 
PQ is key factors that motivate consumers to keep buying H&M products. 

It is recommended for H&M to be able to maintain product price compatibility with competitors 
because consumers feel more value when consumers get H&M products at competitive prices. In 
addition, the price sold must also be in accordance with the quality provided by H&M so that it can 
create a sense of satisfaction when consumers buy products from H&M.  
 
 
6. LIMITATIONS & SUGGESTIONS FOR FUTURE RESEARCH 
 

In this study, researchers only used the variables of BA, BI, PV, and PQ. Meanwhile, there are 
many other independent variables that can affect the brand loyalty variable. In addition, the 
limitations of time and energy are also limitations in this study such as the scope of this research is 
only for the Jakarta area, and the sample used in this study is only 309 respondents.  

Further research can add other variables as well as expand the scope and increase the number of 
samples so the results of data analysis obtained more closely resemble the original conditions of the 
field. 
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