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Abstract

Objective: Brand advocacy is a relatively new concept that has entered the
field of branding, particularly with the development of social media. It refers
to promoting a brand through word-of-mouth marketing, often via social
media channels. To better understand this concept and the factors influencing
it, more research is required. Therefore, the present study aims to provide a
conceptual framework for the formation of brand advocacy, with an
emphasis on the role of brand attachment and brand love.

Method: This study is applied research in terms of its objective. In terms of
nature and method, it is descriptive-survey research conducted cross-
sectionally. Additionally, the approach is deductive, as it moves from theory
to data. The statistical population consists of all customers of the Novin
Leather brand, and since the exact population size is unknown, it was
considered unlimited. Cochran's formula was used to determine the sample
size, resulting in a sample of 384 customers selected through non-probability
convenience sampling. Secondary data were collected from credible library
sources and reliable websites for preliminary studies, and a questionnaire was
used to collect the primary data. The questionnaire, designed based on
standard sources, includes 5 dimensions and 25 items. It was distributed
electronically via social platforms (Instagram, WhatsApp, Telegram, Eita)
and available websites. The validity of the questionnaire was assessed
through content validity and construct validity. Cronbach's alpha and
composite reliability were calculated to evaluate the reliability.

Findings: The results showed that the questionnaire had acceptable validity
and reliability. Furthermore, inferential statistics and structural equation
modeling (SEM) with a partial least squares (PLS) approach using
SmartPLS3 software were employed for data analysis and hypothesis testing.
The results revealed that brand-consumer self-congruity has a positive and
significant effect on brand love, brand attachment, and brand loyalty. Brand
love positively and significantly affects brand attachment and brand loyalty.
Brand attachment also has a positive and significant effect on brand loyalty.
Additionally, brand loyalty and brand attachment positively and significantly
impact brand advocacy.

Conclusion: Based on the results, it can be concluded that the conceptual
model proposed in this study, along with the variables included in the
framework, opens a window for further research in the field of branding in
general and "brand advocacy" in particular.

KeyWords: Brand self-congruity, Brand attachment, Brand love, Brand
advocacy, Brand loyalty.
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