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Abstract 

Customer loyalty is a desired and essential result for companies in a business environment with a lot of competition, of which the fashion industry 

is no exception. For the fashion industry, the competition between businesses is increasingly fierce with the appearance of tailored fashion brands 

for each customer, also known as a designed fashion brand. The objective of this study is to examine the relationship between the antecedents of 

the relationship (reputation of designer, social media marketing) and customer relationship (trust and intimacy), and loyalty of customer for a 

designed fashion brand. The mixed research method is used to achieve research objectives with qualitative and quantitative research method. 

Qualitative data was collected through in-depth interview with 12 participants in Ho Chi Minh City, while quantitative data was collected by a 

survey of 799 respondents in Ho Chi Minh City and Hanoi City. The results show that the antecedents of relationship marketing positively affect 

on customer relationship and customer loyalty. Moreover, customer relationship has a positive impact on the customer loyalty when shopping for 

fashion products. From the research results, some managerial implications are also proposed for the designed fashion brands to improve the 

relationship marketing performance. 
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1. Introduction 1
2
 

 

The business considers customer retention to be a key 

strategy, reflecting the long-term vision. With increasing 

competition, the cost to attract a new customer is five or six 

times the cost of retaining an old customer. Therefore, 

businesses increasingly focus on providing existing 

customer-oriented services, building and implementing 

relationship marketing. The marketing manager must create 

a competitive advantage that differentiates the business in 

the market. Hence, a business must organize and implement 

marketing activities to create and maintain excellent long-

term relationship with the customer, and partner inside as 

well as outside the organization (Kotler, Keller, Goodman, 
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Brady, & Hansen, 2019). 

According to a 2017 survey by Asia Plus, a market 

research firm, Vietnamese youth now significantly increase 

spending on costumes. 26% of people shop for clothes 2-3 

times per month, 52% said they usually shop for clothes 

once a month. It is estimated that the value of Vietnamese 

textile and apparel consumption annually reaches about the 

US $ 5-6 billion, equivalent to nearly VND 120,000-

140,000 billion. The business believes that the reality may 

be much larger, because on the market today, unknown 

goods, knockoffs, portable goods are also heartily 

consumed, especially in rural areas. Despite the potential 

common market, expanding market share in Vietnam is not 

easy for both foreign and domestic enterprises. Foreign 

fashion brands quickly gained success in some big cities; 

most of them stopped moving to other provinces due to the 

high price and style that did not suit the tastes of the 

Vietnamese people. The expanding journey of Vietnamese 

fashion brands is even more arduous when many consumers 

still prefer unknown products, knockoffs (Tu, 2019). The 

fashion market is changing a lot in recent year, besides 

large enterprises with well-known brand, a series of 
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individual fashion brands with a designed fashion product 

strategy are also born and compete fiercely with major 

brands. However, for large businesses, they have the 

financial strength to conduct marketing activities such as 

competitive pricing, multiple distribution channels, and 

appropriate marketing policies. Therefore, the best solution 

for designed fashion brands with low finance is to invest in 

a long-term customer relationship (Adamson, Chan, & 

Handford, 2003; Nguyen & Khoa, 2019c).  

The demand for customers' fashion is getting higher and 

higher as most customers have passed the low-order level 

of need in the demand hierarchy of Maslow (1943) 

(physiological need and safety need). Today, many 

customers have social needs, esteem needs, and self - 

actualization needs. For modern customers, they need to go 

to parties, meet friends, partners every day, and get respect 

for others through the fashion products they wear to events. 

Moreover, choosing a suitable outfit, flattering body beauty, 

and unique is one of the factors that affirm the aesthetic 

capacity of each person. That is the reason why fashion 

followers always choose designed fashion products for 

themselves. For the fashion business, investing in customer 

relationship will improve sales efficiency (Morgan & Hunt, 

1994). Besides, the majority of research is focused on 

research for corporate fashion brands rather than individual 

fashion brands. From the reasons above, it is necessary to 

research the relationship between the antecedents of the 

relationship and customer relationship and customer loyalty 

in the field of designed fashion.  

The remaining contents of the study will present a 

theoretical basis for building a conceptual model and 

hypotheses for the research, research methodology, research 

result, discussion, and conclusion. 

 

 

2. Literature Review 
 

2.1. Relationship Marketing 
 

The marketing trend is changing a lot in modern business. 

Marketing is making a transition from transactional 

marketing to relational marketing, meaning that instead of 

focusing on mass marketing strategies, the businesses will 

pay more attention to their segment customer group or 

individual (Christopher, Payne, & Ballantyne, 2013). This 

change creates a new concept in marketing, which is 

relationship marketing. There are many concepts of 

relationship marketing. The most general and easy to 

understand relationship marketing is a form of building, 

developing, and maintaining high-value, cost-effective 

relationships with customers, suppliers, employees, and 

partners for the benefit enduring of the two sides (Kotler et 

al., 2019). With the above concept, it can be seen that 

relationship marketing aims to build long-term relationships 

with stakeholders, including customers. Morgan and Hunt 

(1994) defined that relationship marketing encompasses all 

marketing activities aimed at establishing, developing, and 

maintaining relational communications successfully.  

Relationship marketing has four methods of 

implementation: direct mail, direct marketing, data 

marketing, and customer relationship management (Egan, 

2011). Direct mailing or telephone marketing is a 

relationship marketing based on the use of existing 

databases to provide one-way information to customers. 

This method is often used as a marketing tool with a short-

term purpose. Direct marketing also evolved from the 

method above but focused on marketing activities that were 

easier to administer and profitable. This method is heavily 

related to marketing communications and cross-selling of 

other items that customers have never purchased before. 

Data marketing is a method of using information 

technology throughout the enterprise's system to collect and 

store data related to past, present, and potential customers' 

customers. Finally, customer relationship management 

(CRM) is considered a personal communication channel, 

including direct transactions, email, phone calls, and 

Internet transactions. More specifically, CRM is a form of 

relationship marketing based on information technology 

application and database marketing through software. 

 

2.2. Customer Loyalty (LOY) 
 

Customer loyalty can be considered a "motivation" for 

business growth. It is made up of the connection between 

the customer, the product, and the entire business, not just a 

temporary desire for the price (Hennig-Thurau, Gwinner, & 

Gremler, 2002). Customer loyalty is a competitive element 

that the competitor can not copy (Gouthier & Schmid, 

2003).  

Customer loyalty to a brand indicates the tendency of 

customers to buy and use a particular brand in a product 

family and repeat this behavior (Chaudhuri, 1999). 

Therefore, the higher the brand that creates the loyalty of 

customer, the higher the profit for the company. Customer 

loyalty with a brand is considered the brand as the first 

choice among another brand in the area, and the brand that 

first comes to customer’s minds when making purchases 

decisions on the brand (Bloemer, De Ruyter, & Wetzels, 

1999). Business characteristics must create and maintain 

the customer’s desire for the brand to make the customer 

loyal to a brand (Jacoby & Chestnut, 1978). Cunningham 

(1956) defined brand loyalty only as of the purchase share 

of households wholeheartedly devoted to the brands they 

bought it most often. Brand loyalty involves determining 

the frequency of purchases and the percentage of goods 

purchased for a brand and the probability of purchase (Day, 
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1976). Some authors argue that brand loyalty (1) is a 

process (i.e., not accidental), (2) behavioral responses (e.g., 

repurchase, Word of mouth), (3) expressed over time, (4) 

making some basis decisions, (5) concerning one or more 

brands, the exclusion of such a group of brands is a 

function of the psychological process. Although there are 

many different definitions of loyalty, many authors 

recognize that loyalty includes both behavioral and 

attitudinal aspects (Day, 1976; Jacoby & Chestnut, 1978). 

 

 

2.3. Research Model and Hypotheses 
 

2.3.1. Conceptual Model 

The research of Palmatier, Dant, Grewal, and Evans 

(2006) has summarized and proposed the Relational 

Mediator Meta-Analytic Framework (RMMAF) for 

relationship marketing activities. The RMMAF mentions 

three parts, including the three main antecedents, four 

mediators, four moderators, and three consequences of 

relationship marketing. In particular, three antecedents and 

three consequences related to the customer-focused, seller-

focused, and both of two sides (dyadic). Four mediating 

constructs included commitment, trust, relationship 

satisfaction, and relationship quality. Moreover, four 

moderators include service/product-based exchange, 

channel/direct exchanges, business/consumer market, and 

individual/organizational relationship. 

This study explores the elements of a fashion business 

that influence customer relationship, so the focus is on 

seller-focused and dyadic. In particular, for designed 

fashion brands mainly focus on fashion designers, who are 

the fashion brand owners. Knowledge, experience, and 

overall competency of the designer are the crucial factors, 

which impact the customer relationship (Adamson et al., 

2003). The development of social networks is also one of 

the opportunities for business to enhance communication 

with customers in order to strengthen customer relationship. 

The use of social networking marketing is becoming a 

media trend in today's business context. Therefore, this 

research focuses on two factors of the reputation of 

designer (corresponding to seller experience) and social 

media marketing (corresponding to communication) in the 

RMMAF. Furthermore, the RMMAF also mentioned the 

mediators as trust and commitment, which are proposed by 

Morgan and Hunt (1994).  

In the designed fashion area, fashion products need to 

match the personal characteristics of each customer, so trust 

in a fashion brand is an integral part of the relationship 

between the designer and the customer. Moreover, Kim and 

Ko (2010) also proposed intimacy as an element of the 

emotional relationship as commitment. Therefore, customer 

relationship expressed through intimacy and trust of 

customers for designed fashion brands. In the end, what 

businesses want is to capture value from their customer 

(Kotler et al., 2019), and that highest value is customer 

loyalty (Oliver, 1999). Based on the Relational Mediator 

Meta-Analytic Framework (Palmatier et al., 2006), the 

conceptual model is proposed in Figure 1. 

 

 Figure 1: The conceptual model 

 

2.3.2. Customer Relationship  

Building relationships with customers is indispensable in 

a competitive business environment. The more the economy 

grows, the higher the competition is; hence, the more power 

customers have in the buying process. Gone are the days of 

the subsidy era, where sellers were monopolies, and buyers 

had no power to decide. In order to be able to do business 

sustainably and grow, modern business needs to take 

customers as a basis, as a foundation, and as leverage. The 

businesses need to build a good relationship with their 

customers, create a loyal customer base, and make the 

relationship bigger while at the same time finding new 

customers. Customer relationship is described by many 

dimensions, i.e., trust, commitment, relationship quality, 

relationship satisfaction (Morgan & Hunt, 1994; Palmatier 

et al., 2006). However, in the fashion field, Kim and Ko 

(2010) describe customer relationship under two aspects, 

including trust and intimacy. 

Trust can be defined at many different levels as 

individual and organizational. At the individual level, trust 

is the belief between a person with the other; at the 

organizational level, trust is the degree to which the 

member place their belief in the business or organization 

(Mayer, Davis, & Schoorman, 1995). Trust is expressed in 

three dimensions with ability, benevolence, and integrity 

(Nguyen & Khoa, 2019d). In which, Kumar and Shah 

(2004) stated that a person is trusty to complete as 

committed; understand the interests of their partners; be 

honest if they reflect their partners precisely what is 

happening on their side. 
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Intimacy is the closeness, interaction, and attachment of 

the customer to business (Sternberg, 1997). Consumers may 

create an emotional relationship with a given brand, and a 

sense of intimacy is needed before consumers invest 

emotionally in the brand and develop an awareness of belief 

(Elliott & Yannopoulou, 2007). Intimacy is a knowledge 

problem that accumulates over time and lasts longer than 

other emotional relationships (Carroll & Ahuvia, 2006).   

The positive behaviors of the customer, i.e., repurchasing 

intention, or loyalty can be created by the development of 

the relationship (Macintosh & Lockshin, 1997). Customer 

relationship building strategy is considered as one of the 

main strategies to create customer loyalty (Brink & Berndt, 

2009). With a high level of trust, customers would often be 

loyal to the business (Chaudhuri & Holbrook, 2001). 

Especially in the field of fashion, personalization is 

relatively high, so customers only return to a fashion store 

only when it meets their exact needs (Riecken, 2000). 

Therefore, it can be said that customer relationship is a 

critical antecedent to create customer loyalty when 

shopping at fashion stores. From there, hypotheses H1 and 

H2 are proposed. 

 

H1: Trust has a positive effect on customer loyalty in 

shopping for the designed fashion product context. 

H2: Intimacy has a positive effect on customer loyalty in 

shopping for the designed fashion product 

 

2.3.3. Reputation of Designer (ROD) 

The concept of reputation has long been studied in 

scholarly literature. However, the documents mostly refer to 

organizational reputation rather than personal reputation. 

According to Jo Hatch and Schultz (1997), the reputation of 

an organization is a deep awareness of the relevant objects 

of an organization. It is formed over a long time of 

understanding and evaluating the success of that 

organization. Business reputation is also often used as a 

substitute for corporate identity or image (Fombrun & Van 

Riel, 1997). For individual fashion brands, the reputation of 

the designer is the best guarantee for that fashion brand. 

Kawamura (2004) has pointed out four dimensions that 

represent the reputation of a fashion designer, including 

talent, creativity, innovative designs, consistent style. Hilton, 

Choi, and Chen (2004) stated that the actor or actress, the 

customer usually choose fashion products designed by 

reputable designers whom they admire or believe.  

The financial performance of the business is impacted by 

its reputation (Roberts & Dowling, 1997). The benefit of a 

good reputation is to keep the customers in uncertain 

marketing with many competitors (Carmeli & Tishler, 

2005). Therefore, the customer will buy back or positive 

word of mouth about business if a fashion designer has a 

good reputation. Helm, Garnefeld, and Spelsiek (2015) 

investigate the role of perceived reputation in predicting 

behavior. Hence, the customer relationship is also improved. 

Hence, the hypothesis is proposed: 

 

H3: Reputation of Designer has a positive effect on 

customer loyalty in shopping for the designed fashion 

product context. 

H4: Reputation of Designer has a positive effect on Trust in 

shopping for the designed fashion product context. 

H5: Reputation of Designer has a positive effect on 

Intimacy in shopping for the designed fashion product 

context. 

 

2.3.4. Social Media Marketing (SMM) 

Social networks have become the most convenient way 

to communicate between business and consumer (Turban, 

Outland, King, Lee, Liang, & Turban, 2017). The 

development of social networking applications and the 

increase in the number of social network users are the good 

premise for businesses to deploy communication and 

marketing activities. By disclosing personal information on 

users' social networking sites, a business can easily access 

and exploit this free but accurate source of information 

(Loiacono, 2015). This behavior is also a beginning for 

developing a “Big Data Era” to strengthen relationships 

with customer. 

The attributes of social media marketing are increasingly 

useful in reaching out, caring, and creating engagement 

with customers. Firstly, through the information provided 

by the advertising agency and online behavior as well as the 

disclosure of personal information on social networks, 

businesses can easily customize the promotion program to 

each customer (Bilgin, 2018). Secondly, through social 

networks, businesses interact with customers easily. At the 

same time, customers are also easy to consider, evaluate 

and interact with other customers (Yaakop, Anuar, & Omar, 

2013; Nguyen & Khoa, 2019a). Thirdly, entertainment is an 

essential benefit to consumers (Van der Waldt, Rebello, & 

Brown, 2009); customers can entertain themselves through 

beautiful pictures, complete information about the product 

(especially price and quality). Fourthly, social media 

marketing is one of the convenient factors to update new 

fashion models, news about the fashion industry; Therefore, 

the trend of fashion design needs to focus on working 

online (Godey, Manthiou, Pederzoli, Rokka, Aiello, 

Donvito, & Singh, 2016). Finally, through social 

networking sites, customers can spread new information, 

such as fashion news, discount news, by sharing from the 

business page (Cheung, Luo, Sia, & Chen, 2009). 

Entertainment in social media advertising has a positive 

impact on consumers' perceived value and attitude (El 

Ashmawy, 2014). Kim and Ko (2010) said that marketing 

through social media in the fashion field would have a 
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positive impact on customer relationship and the intention 

to repurchase fashion products. According to Miller, Fabian, 

and Lin (2009), the importance of social media lies in the 

interaction between consumers and the business (Miller et 

al., 2009). Moreover, the increasing use of social media 

provides a platform to nurture brands and influence 

consumer buying decisions. From there, there are three 

hypotheses: 

 

H6: Social media marketing has a positive effect on 

customer loyalty in shopping for the designed fashion 

product context. 

H7: Social media marketing has a positive effect on Trust 

in shopping for the designed fashion product context. 

H8: Social media marketing has a positive effect on 

Intimacy in shopping for the designed fashion product 

context. 

 

 

3. Research Methodology 
 

Research is conducted through two steps: (1) qualitative 

research, (2) and quantitative research. Qualitative research 

was conducted in two stages by in-depth interviews with 

consumers who shop the designed fashion product in 3 

recent months. Qualitative research in the first phase is to 

explore research concepts in specific market conditions in 

order to generalize the research model via seven in-depth 

interviews. The qualitative research in the second phase is 

based on the scale of the research concepts of previous 

studies; the author conducted in-depth interviews with five 

participants in Ho Chi Minh City to discover customer 

perceptions about the available scale simultaneously. 

Results of qualitative research in the second phase to adjust 

and supplement the scales to suit the market and 

environmental conditions in a specific context. 

The direct survey conducted quantitative research using 

convenient sampling methods through questionnaires for 

799 respondents who own and consume the designed 

fashion product in 3 recent months. Survey respondents are 

mainly students, business owners, and office workers; who 

are familiar with buying fashion products (Table 1). The 

Smart-PLS software will process the collected data in 

quantitative research. 

 
Table 1: The sample statistic 

 

Frequency % 

Gender 
Male 444 55.6 

Female 355 44.4 

Age group 

18 - 25 204 25.5 

26 - 35 182 22.8 

36 - 45 232 29.0 

Above 45 181 22.7 

Occupation 

Student 266 33.3 

Office Worker 266 33.3 

Business Owner 267 33.4 

 

The items of constructs are developed based on the original 

scales of previous studies and adjusted after qualitative 

research. The model has five research constructs with 23 

items, which are measured by the 5-point Likert scale (1 is 

total disagree; 5 is total agree), which is presented in Table 

2.

Table 2: The measurement scale of constructs 
Construct Item Source The content of scale 

Reputation of Designer  4 Kawamura (2004) Talent, creativity, innovative designs, consistent style 

Social Media Marketing 5 Kim and Ko (2010) Customization, entertainment, trend, interactivity, E-WOM 

Trust 5 Nguyen and Khoa (2019b) 
Be honest, be concerned with customer’s needs, keep their 

promise, be reliable, fulfilling customer’s needs. 

Intimacy 4 Kim and Ko (2010) 
Closeness, connectedness, and 

bondedness, an accurate fan 

Customer loyalty 5 

Bloemer et al. (1999); Hennig-Thurau et 

al. (2002); Toufaily, Fallu, and Ricard 

(2016) 

Repurchase, stable relationship, the first choice among 

others, recommenced for the relatives, positive word-of-

mouth 

 

 

4. Results 
 

4.1. Reliability and Validity Assessment 

 
The research will assess the reliability as well as the 

convergence validity and discriminant validity through the 

Cronbach's alpha (CA), Composite Reliability (CR), the 

Average Variance Extracted (AVE), and Heterotrait-

Monotrait Ratio (HTMT). 

Cronbach's Alpha used to assess the reliability of a scale. 

A reliable scale has the threshold of reliability is greater 

than or equal to 0.7 (Nunnally & Bernstein, 1994). 

According to Table 3, the minimum of CA coefficient is 

0.838, which is more than 0.7; hence, all scale in research 

is reliability. Furthermore, Fornell and Larcker (1981) also 

proposed CR and AVE criteria to assess reliability and 

convergence value. The threshold of CR is greater than or 

equal to 0.6, and AVE is greater than or equal to 0.5. In this 

study, the minimum of CR on the scale is 0.886, which is 

more than 0.6; and the lowest AVE is 0.608, which is more 
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than 0.5. Consequently, all scale get reliability and 

convergent validity. Moreover, Hair, Hult, Ringle, and 

Sarstedt (2016) also proposed that the outer loadings must 

assess the relationship between the items and their 

construct. In Table 3, all outer loadings of each construct 

are more considerable than 0.708. Therefore, all items are 

related to their construct. 

 
Table 3: The result of CA, CR, AVE, and outer loadings 

 
INT LOY ROD SMM TRU CA rho_A CR AVE 

INT1 0.880 
    

0.910 0.911 0.937 0.789 
INT2 0.869 

    
INT3 0.930 

    
INT4 0.872 

    
LOY1 

 
0.755 

   

0.838 0.839 0.886 0.608 

LOY2 
 

0.783 
   

LOY3 
 

0.721 
   

LOY4 
 

0.862 
   

LOY5 
 

0.772 
   

ROD1 
  

0.830 
  

0.875 0.878 0.915 0.729 
ROD2 

  
0.792 

  
ROD3 

  
0.922 

  
ROD4 

  
0.867 

  
SMM1 

   
0.930 

 

0.938 0.940 0.953 0.802 

SMM2 
   

0.906 
 

SMM3 
   

0.894 
 

SMM4 
   

0.893 
 

SMM5 
   

0.854 
 

TRU1 
    

0.887 

0.869 0.870 0.906 0.659 

TRU2 
    

0.752 

TRU3 
    

0.827 

TRU4 
    

0.835 

TRU5 
    

0.748 

Note: Cronbach's Alpha (CA), Composite Reliability (CR), the Average Variance Extracted (AVE). 

 

Lastly, Heterotrait-Monotrait Ratio (HTMT) is used to 

assess the discriminant validity between the constructs in 

the conceptual model (Hair et al., 2016). The thresholds of 

HTMT must be less than 0.85. The highest value of HTMT 

in table 4 is 0.845. Therefore, there is the discriminant 

validity between the constructs in this research. 

 

4.2. Partial Least Squares Structural Equation 

Modeling (PLS-SEM) 
 

Some criteria to test the reliability of PLS-SEM results 

are VIF value, R
2
 value, f

2
 value, and Q

2
 value (Hair et al., 

2016). Firstly, all VIF values are lower than 5.0; the 

maximum of VIF in Table 5 is 2.122; hence, the 

collinearity issue does not raise a concern in the conceptual 

model.  

 
Table 4: The result of HTMT value 

 
INT LOY ROD SMM TRU 

INT 
     

LOY 0.813 
    

ROD 0.472 0.821 
   

SMM 0.516 0.797 0.477 
  

TRU 0.633 0.845 0.704 0.596 
 

 
Table 5: The result of VIF, R2, f2, and Q2. 

 
VIF 

R
2
 

f
2
 

Q
2
 

 
INT LOY TRU INT LOY TRU 

INT 
 

1.573 
 

0.285 
 

0.353 
 

0.208 

LOY 
   

0.809 
   

0.456 

ROD 1.229 1.652 1.229 
 

0.080 0.355 0.335 
 

SMM 1.229 1.530 1.229 
 

0.149 0.345 0.176 
 

TRU 
 

2.122 
 

0.470 
 

0.066 
 

0.282 
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According to Hair et al. (2016), Partial Least Squares 

Structural Equation Modeling (PLS-SEM) should bootstrap 

with 5000 random subsamples. All independent constructs 

have a positive impact significantly on the dependent 

constructs with the p-value is less than 0.001 (Table 6). 

Therefore, all hypotheses are supported. 

 
Table 6: PLS-SEM result 

 
 STDEV P Values Hypothesis Result 

TRU -> LOY 0.163 0.030 0.000 H1 Supported 

INT -> LOY 0.325 0.027 0.000 H2 Supported 

ROD -> LOY 0.335 0.026 0.000 H3 Supported 

ROD -> TRU 0.467 0.040 0.000 H4 Supported 

ROD -> INT 0.265 0.043 0.000 H5 Supported 

SMM -> LOY 0.317 0.025 0.000 H6 Supported 

SMM -> TRU 0.339 0.034 0.000 H7 Supported 

SMM -> INT 0.362 0.042 0.000 H8 Supported 

Note: Original Sample (), Standard Deviation (STDEV) 

 

 

 

5. Discussion 
 

The research results meet academic and practical 

implications, especially for fashion. Quantitative research 

results support all research hypotheses, specifically as 

follows: Customer relationship positively influence 

customer loyalty to a specifically designed fashion brand. 

In particular, customer trust ( = 0.163) has a less positive 

effect on customer loyalty than intimacy ( = 0.325). Hence, 

the hypothesis H1 and H2 are supported. These results are 

consistent with the Relational Mediator Meta-Analytic 

Framework and the theory of relational marketing when 

trust and intimacy have a positive influence on customer 

behavior such as positive word of mouth or repurchase 

(Morgan & Hunt, 1994; Palmatier et al., 2006). In particular, 

for designed fashion products, the closeness, understanding 

of the customers’ desire is what most customers want. It 

will lead them to behavior or loyalty to a designer in the 

future. In a qualitative interview, some respondents said: 

"they return to a fashion store, because of the sincerity, and 

the designers' understanding of their dress style." Elliott and 

Yannopoulou (2007) have also shown that customer can 

create an emotional relationship with a brand before 

investing emotionally and developing positive awareness or 

behavior with the brand. The accumulation of intimacy will 

create a more lasting bond than previous romantic 

relationships (Sternberg, 1997; Carroll & Ahuvia, 2006). 

The reputation of the designer has a positive effect on 

customer loyalty ( = 0.335), trust ( = 0.467) and intimacy 

( = 0.265). Therefore, hypotheses H3, H4, and H5 are also 

supported. In particular, reputation has the greatest impact 

on customers' trust in fashion designer brands. This result is 

agreed upon by many other researchers (Fombrun & Van 

Riel, 1997; Helm et al., 2015). The reputation of the 

designer is also factors that influence the customer's 

repurchase intention at a fashion store in the future (Weigelt 

& Camerer, 1988; Walsh & Beatty, 2007; Ismail, 2017). 

The reputation of the designer is a guarantee of the buyer's 

class. That is why many customers choose a fashion brand 

based on the reputation of the designer. Many customers 

feel more confident and stylish when wearing products 

created by reputable designers. 

The growing social network has created many 

advantages for designed fashion brands to reach customers 

more easily. Research has shown that social media 

marketing has a positive influence on loyalty ( = 0.317), 

trust ( = 0.339), and intimacy ( = 0.362) in the field of 

fashion; in particular, intimacy is the largest influenced by 

the social media marketing. All hypotheses H6, H7, H8, are 

accepted. Reaching customers easily by providing exactly 

the content they are interested in, delivering the right trendy, 

entertaining messages. Besides, business can take 

advantage of social networks to create communities for 

customers to discuss, which is an advantage to influence 

customer relationship. At the same time, answering 

questions, or taking care of customers will create a positive 

attitude of customers towards the brand and lead to return 

behavior.  Many studies also agree with the impact of 

social media marketing on building a relationship with 

customer (Kim & Ko, 2010; Ismail, 2017).  

 

 

6. Conclusion 
 

The seemingly disproportionate competition between 

industrial fashion brands and individual designer brands has 

led to demands in finding competitive solutions for 

designed fashion brands. This research has shown the 

positive relationship between designer reputation and social 

media marketing to trust, intimacy, and customer loyalty in 

the fashion market. Thereby, to increase competitiveness, 

fashion design businesses need to have solutions to increase 
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customer loyalty related to social media marketing and 

reputation. In particular, creating customer relationship is 

also an important factor affecting customer loyalty. 

Building and developing core services is a critical strategy 

in relationship marketing aimed at establishing customer 

relationship around core services. An ideal core service is 

one that can attract customers through characteristics that 

meet the needs and expectations of customers. 

Personalizing the relationship with each customer by 

understanding the specific characteristics and requirements 

of each customer, then putting all the information into the 

database and retrieving it when needed. Besides, the ability 

to conduct surveys on tastes and habits of consumers is also 

an essential key that designed fashion businesses must learn 

in the context of the increasingly shorter fashion life cycle 

of today's products. This fact has forced global fashion 

corporations to invest more heavily in Big Data technology. 

Big Data helps retailers to orient from the beginning which 

products need to be produced, how much, and when to 

reduce prices.  

This research still has some limitations that can be 

completed by further studies. The fashion market is 

growing day by day with the development of society, so the 

addition of antecedents such as relationship benefits, or the 

fashion store atmosphere is a necessity. Besides, further 

studies may make comparisons between industrial fashion 

brands and individual fashion brands so that the differences 

between the two objects can be discovered. 
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