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ABSTRACT 

In contrast to external apparel, experiential aspects of lingerie, have received 

scant attention despite it being a product of high involvement by consumers with 
significant symbolic importance for women. This article investigates how brand 
experience influences Indian consumers of lingerie in their purchasing decisions, and 
whether this experience results in increased brand loyalty. This study employs the 
usage of a non-probability, quota sampling technique and is based on a questionnaire 
administered to 1,392 Indian women aged 18-44 and educated to at least the 12th 
grade. It calculates consumers’ consolidated brand experience score, based on sensory, 
affective, intellectual and behavioral dimensions. Data has been analyzed using Chi 
square tests to establish that brand experience indeed leads to brand loyalty for 
women consumers. This research can help lingerie brand manufacturers, retailers and 
marketers improve their consumers’ brand experience to influences consumer purchase 
motivation and brand loyalty. 

 
Keywords: Brand experience, Fashion marketing, Brand loyalty, Experiential 

marketing, Consumer behavior. 
 

INTRODUCTION 
 

Bra also known by its euphemistic term lingerie is a complex and highly 
involved piece of apparel for women. Consumers look beyond the functional 
attributes of the product and view it with high personal relevance, pleasure value and 
symbolic value (Hume & Mills, 2014; Kapferer & Laurent, 1985). Aligned with the fact 
that the physical appearance of women, when compared to that of men, is subjected 
to intense judgment (Locher et al., 1993), lingerie is apparel that contributes to 
women’s social role by enabling their expression of personality, self-esteem, 
confidence, and enhancing their concept of self against an ideal perceived self-image 
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(Aagerup, 2011; Peters et al., 2011). The fact that lingerie substantially influences 
consumers’ behavior, lifestyle, mood, emotions and social relationships (Hart & 
Dewsnap, 2001; Holmlund et al., 2011) makes it worthy of study. 

Brand experience studies in the marketing literature began in 1990 and was 
greatly expanded in 2009 when one study identified four categories of dimensions 
influencing brand experience: the sensory, affective, intellectual and behavioral 
(Brakus et al., 2009). The same study argued that brand experience is an antecedent of 
brand personality and leads to brand satisfaction and brand loyalty in return. Since 
then several studies on brand experience have utilized the same categories to prove 
the efficacy of optimum brand experience on brand loyalty for various products and 
services. The limited studies available on women’s bras focus largely on the design 
and the functional attributes of the product, ignoring the dimensions, which create 
brand experience for consumers, which creates purchase motivation and leads 
towards brand loyalty. 

This study focuses on calculating the brand experience score of lingerie buying 
consumers and tries to establish whether an optimum brand experience leads towards 
brand loyalty in return. The study generates data from Indian bra buying women aged 
18-44, educated until 12th grade and above and residing in the metro and non-metro 
cities of India. The recent retail revolution in the country has left consumers confused 
regarding their lingerie brand choices with a multitude of Indian and international 
lingerie brands entering the Indian market (Kaur et al., 2016). The objective of this 
research is therefore to assist consumers, in addition to manufacturers, retailers and 
marketers, towards identifying dimensions imparting maximum brand experience to 
consumers, and utilizing this information towards creating segment-specific 
products, and business practices, resulting in attaining consumer loyalty in return. 

 

BACKGROUND AND RESEARCH OBJECTIVES 
 

The scholarly literature on apparel has overlooked the bra or lingerie despite it 
being important to women’s daily life. Biologically, women’s breasts are not 
symmetrical, and various changes in their bodies like puberty, hormonal changes, 
childbearing and menopause, all make a significant change to their breast shape, size, 
elasticity and texture, making no two women the same. Functionally, the bra serves 
the important need of providing shape and support to women’s bosoms. 
Physiologically, it also helps support the breast during breastfeeding and sporting 
activities, and psychosocially, it enables women to fit within acceptable social norms 
and behave in a certain way with their peers. These varied aspects have a huge 
influence on the buying motivation of consumers who aim to purchase a bra for breast 
support (Hart & Dewsnap, 2001; Farrell-Beck & Gau, 2005), to enhance their physical 
appearance and cover the signs of aging (McLaren & Kuh, 2004; Risius et al., 2012). 
Their lingerie also enables them to feel a heightened sense of self, improve self-
confidence (Clarke & Korotchenko, 2011; Koff et al., 2001; Twigg, 2007), and to satiate 
the fantasies and hedonistic feelings that the garment evokes in their minds as they 
are influenced by brand ambassadors, touchpoints and advertisements (De Lourdes 
et al., 2010; Montagna et al., 2011). Demographics, attitude and behavior all play an 



           

 

 

 

 

important part in the consumer’s selection of lingerie and subsequent development of 
brand loyalty. Consumers’ intentions vary, with buying motivations dependent on 
factors such as mood, lifestyle, social status, beliefs and attitude (Hagtvedt & Patrick, 
2009; Holmlund et al., 2011; Kang & Park‐Poaps, 2010), which contribute to how an 
ideal brand experience is created by and for the consumer. Therefore, it is important 
for brand manufacturers, retailers and marketers to identify and segment bra 
consumers based on their fashion awareness, price consciousness, age, level of 
education, occupation, place of residence etc., and then to identify the dimensions 
likely to provide an ideal brand experience for them. 

Lingerie buying consumer behavior is distinctly different based on their nature 
of involvement (Hart & Dewsnap, 2001; Kapferer & Laurent, 1985; Tsarenko & Lo, 
2017) and according to their lifestyle (De Lourdes et al., 2010; Montagna  
et al., 2011). Age is an important consideration as women belonging to different age 
groups have different requirements from their bra. Those aged 18-24 would have just 
attained breast maturity and face considerable issues related to body image, physical 
appearance, self-esteem, weight loss and the way they are perceived socially (Chen  
et al., 2011; Twenge et al., 2010). The younger population also believes lingerie is a 
symbolic expression of the self and are extremely brand conscious (Piacentini & 
Mailer, 2004; Seemiller & Grace, 2015). Women aged 25-35 tend to develop a sense of 
comfort with their bodily appearance. This group of women hence seeks comfort and 
functional parameters from their lingerie (Greggianin et al., 2018). 

Consumers in this age group are brand conscious and enjoy the experience of 
shopping (Kohijoki & Marjanen, 2013; McGhee & Steele, 2011). For consumers aged 
35 and above, age leads to significant changes in breast appearance, elasticity and 
shape, leading to dissatisfaction and self-esteem issues (Clarke & Korotchenko, 2011; 
McLaren & Kuh, 2004). They use their bra to “alter the perception of one’s body” and 
“improve self-confidence” (Risius et al., 2014, p. 373). Education, income and city of 
residence influence how lingerie consumers make purchasing choices and seek 
different experiences from their bra (Engelbertink & Van Hullebusch, 2017; 
Khandelwal & Bajpai, 2013), based on the apparel’s fit, style, and quality, the store’s 
assortment, visual merchandising, staff behavior, brand advertising, brand 
ambassadors, etc. 

Price considerations also play an important part in determining brand 
experience, leading to brand loyalty. The consumers’ perception of price encourages 
them to seek better quality and brand experience for higher priced lingerie when 
compared to lower priced products (Hart & Dewsnap, 2001; Singh, 2018). Bra is in a 
high involvement product category, meaning it is a product which consumers view 
not just for its utility but also for the symbolic value associated with it (Kim & Chang, 
2020; Müller, 2014): the “bra buyer is motivated by a complex array of interlinked 
factors: functional, physiological, psychological, psychosocial and economic”(Hart & 
Dewsnap, 2001, p. 116). 

A large body of literature has focused its work on the design, fit and utility 
aspects of women’s lingerie, failing to take into consideration the multisensory 
influence the apparel has on consumers’ moods, behavior, attitude, lifestyle and social 
behavior. The consumers seek “fun, amusement, fantasy, arousal, sensory 



           

 

 

 

 

stimulation, and enjoyment” (Holbrook & Hirschman, 1982, p. 135) from their lingerie, 
engaging their emotional, cognitive, intellectual, behavioral and social senses. 
Understanding what imparts the maximum brand experience to bra consumers is 
crucial for manufacturers, retailers and branders, so they can better ensure brand 
loyalty by consumers. The international lingerie market was worth approximately $93 
billion in 2017, and predicted to increase to $125 billion by 2023 (Techsciresearch.com, 
2019). This study focuses on the lingerie market in India, which hosts a plethora of 
international brands, most arriving after the Indian government allowed foreign 
direct investment in 2014 (Kaur et al., 2016). The size of the Indian lingerie market is 
estimated at a whopping $6.5 billion by 2023 (Techsciresearch.com, 2018). The 
multitude of brands in the market confuses buyers about what they seek from their 
bra. Manufacturers, retailers and marketers need to identify the experience 
dimensions, which influence lingerie consumers’ decisions so they can retain their 
brand loyalty. 
 

BRAND EXPERIENCE AND BRAND LOYALTY 
 

Brand experience studies gained momentum after 1990 when marketers 
realized that the consumer was unable to develop loyalty towards a particular product 
or service because of excessive commoditization. Product utility, product 
differentiation and marketing campaigns alone were not sufficient to evoke customer 
loyalty. This paradigm led to a shift from a consumer economy to an experiential 
economy, encouraging brands to connect with consumers at an emotional level so they 
would stay loyal to the brand even after the utility of the connection was over 
(Morrison & Crane, 2007). Brand experience therefore is a result of the feelings and 
emotions, which a brand evokes in the consumer’s mind, encouraging loyalty. The 
emotions which a consumer experiences when interacting with a brand are 
communicated via various verbal and non-verbal cues such as product attributes, 
branding, store atmosphere, customer service, after sales service, brand ambassadors, 
advertising and brand-consumer touch points (Kim & Chang, 2020; Prashar et al., 
2015; Park & Park, 2019). Several authors have written about the efficacy of brand 
experience in marketing in creating a brand-consumer connection, ultimately leading 
towards consumer satisfaction and brand loyalty (Baumann et al., 2015; Maheshwari 
et al., 2014; Nysveen & Pedersen, 2014; Yoon, 2013). 

Brand loyalty is a consumer affinity for a particular brand or product leading 
them to purchase it repeatedly and exhibited by either an individual, a household or 
an organization (Batra et al., 2012; Jacoby & Kyner, 2006; Šeinauskienė et al., 2015). 
Brand loyalty is also synonymous with brand preference or brand attachment. 

While brand satisfaction is considered one of the most important antecedents 
of brand loyalty (Lin, 2015), brand identification (Bhattacharya & Sen, 2003), brand 
affect (Bennett et al., 2005), brand trust (Baumann et al., 2015; Chaudhuri & Holbrook, 
2001), social identity (He et al., 2012) and corporate equity (Seemiller & Grace, 2015; 
Valaei & Nikhashemi, 2017) are also considered important antecedents of brand 
loyalty. However, one of the most interesting relational antecedents apart from the 
consumer brand relationship (Dessart et al., 2016; De Villiers, 2015), is the brand’s 



           

 

 

 

 

ability to create hedonistic experiences for the consumer, enabling them to stay loyal 
to the brand even when the moment of consumption is over (Ding & Tseng, 2015; 
Iglesias et al., 2011; Maheshwari et al., 2014). Brand experience therefore is a proven 
antecedent of brand loyalty, with satisfaction as a mediator (Iglesias et al., 2011; 
Ramaseshan & Stein, 2014). 

Brand experience studies are spread across various categories such as customer 
experience, service experience, product experience etc., and researchers are yet to form 
a final consensus on the dimensions across which brand experience can be measured. 
However Brakus et al. created a brand experience scale, defining it as subjective, 
internal consumer responses (sensations, feelings, and cognitions) and behavioral 
responses brought about by brand-related stimuli (2009). The authors categorized 
brand experience dimensions into the sensory, affective, intellectual and behavioral, 
and tested each dimension across a 12-item scale (figure 1) to prove that brand 
experience preludes brand personality and affects brand satisfaction and brand 
loyalty, with brand loyalty being a stronger consequence than brand satisfaction. 

 

 
 

Figure 1. The 12-item brand experience, adapted from Brakus et al. (2009). 
 



           

 

 

 

 

Brand experience refers to product experiences, which happen when the 
consumer uses their visual, auditory and olfactory senses while assessing the product 
quality, assortment, texture and feel (Streicher & Estes, 2016). The affective dimension 
refers to a consumer’s shopping experience and the interactions they have with a 
brand’s store environment, assortment plan, visual merchandising, trained store staff, 
ease of billing, return policy, after sales service etc. These interactions evoke feelings 
of valence and positive emotions enabling them to connect with the brand affectively 
(Khan & Rahman, 2015; Verhoef et al., 2007). The intellectual dimension refers to 
engaging consumers’ convergent and divergent thinking via new products and 
innovations, problem solving attributes and elements of surprise and intrigue, while 
the behavioral dimension relates to how the consumers’ actions and lifestyle influence 
change, also owing to the influence of the brand identity, ambassadors and 
advertisements (Chan et al., 2013; Thomson et al., 2005). 

Many scholars have since noticed brand experience and applied it to case 
studies with several products, commodities and services (Bapat, 2017; Grewal et al., 
2009; Iglesias et al., 2011; Hamzah et al., 2014; Lim et al., 2011; Nysveen & Pedersen, 
2014). However, lingerie has still not determined as an experiential product category. 
This study attempts to identify the brand experience dimensions influencing lingerie 
purchasing decisions and brand loyalty. This study therefore utilizes Brakus et al.’s 
scale (2009) to categorize the brand experience dimensions from a lingerie buyer’s 
perspective (table 1), categorizing the items which denote each dimension from a 
lingerie buyer’s perspective. The revised scale has been created using items generated 
from a sample study of 50 female respondents aged between 18-44, who were 
individually interviewed to understand what categories brand experience for them. 
 

Table 1. The 12-Item scale categorized from the lingerie buyer’s perspective. 
Dimension Dimension definition from 

consumer’s perspective 
12-item scale from the consumer’s perspective 

Sensory 

Visual, tactile, elements of fit, quality, 
color, touch, feel. 

The brand engages my senses. 

My lingerie brand fits very well. 

My lingerie brand is very comfortable and 
feels good to touch. 

My lingerie brand is very fashionable. 

I enjoy the atmosphere in my lingerie brand 
store. 

Affective 
Store atmosphere, visual 
merchandising and display, 
interaction with the store staff, 

I feel attached to my lingerie brand. 

I feel attached to products with my lingerie 
brand logo on them. 

I am aware of my lingerie brands’ innovations/ 
techniques and advancements they are offering 
in their products. 

Intellectual 

Whether the brand advertisements, 
ambassadors or endorsements stays in 
the consumer’s mind. Ability of the 
brand to come up with innovations. 

My lingerie brand carries out lots of research 
to come up with problem solving solutions in 
women’s lingerie. 

My lingerie brand’s advertisements tell me 
how diverse my brand is from others. 

I engage in physical actions and behavior 
when I use my lingerie brand. 



           

 

 

 

 

Dimension Dimension definition from 
consumer’s perspective 

12-item scale from the consumer’s perspective 

Behavioral 
 

My lingerie brand makes me feel 
immensely good about my body. 

My lingerie brand makes me feel immensely 
good about my body.  

My lingerie brand makes me act and behave 
differently. 
 

 

METHODOLOGY 
 

Research participants in this study were female lingerie consumers aged 18-44, 
living in India and educated at least up to 12th grade. The age of 18 was the minimum, 
as full breast size is usually developed by then, and 44 was taken as the upper limit, 
since menopause affects breast shape, leading to other requirements from lingerie 
(Birtwistle & Tsim, 2005; Chen et al., 2011). The 12th grade education level was chosen 
as minimum as it is expected that consumers develop lingerie brand awareness by 
then. Based on the responses of this sample group, and using the Brakus brand 
experience scale, this study generates brand experience scores that influence the 
purchasing decisions of lingerie consumers, proving that brand experience leads to 
brand loyalty. 

The research employs non-probability/quota sampling to select consumers 
residing in metro and non-metro cities of India. The respondents have been selected 
using convenience sampling technique and a questionnaire based on the 12-item 
brand experience scale (Brakus et al., 2009).1,392 respondents were administered the 
questionnaire. The consumers were asked to rate their lingerie brand experience in the 
sensory, affective, intellectual and behavioral dimensions, with three item questions 
related to each. Two dichotomous questions regarding brand loyalty ascertained 
whether brand experience indeed leads to brand loyalty: Would you purchase your 
lingerie brand again if your brand experience requirements were met? Would you 
recommend your lingerie brand to others if your brand experience requirements were 
met? 

The brand experience score has been tabulated based on the consolidated score 
of the questions related to sensory, affective, intellectual and behavioral dimensions. 
It was tabulated across the two brand loyalty questions using Chi square test analyses. 
The following are the hypotheses that have been created and tested for this research. 

 
H1: The brand experience score for lingerie consumers in India depends upon 

the fact that consumers will buy again or not. 
H2: The brand experience core for lingerie consumers in India depends upon 

the fact that consumers will recommend it to others. 
H3: The brand loyalty indicator “Buy Again” for lingerie consumers in India 

depends upon the brand loyalty indicator “Recommend to others”. 
 

  



           

 

 

 

 

HYPOTHESIS TESTING 
 

Our literature review on brand loyalty found that its key indicators are repeat 
purchase behavior and brand reference (positive word of mouth reference). Thus, 
brand loyalty can be established by comparing consumers’ brand experience with 
their repurchase intention as well as likelihood of recommending their chosen brand 
to others. I thus categorize the brand experience score into three quotients: high (score 
range 6-7), moderate (score range 3-5) and low (score range 3-5). Thus, while treating 
the loyalty indicator (repurchasing & recommending to others) as one categorical 
variable and the brand experience score (rated on a Likert scale of 1 to 7) as the second 
variable, I conducted a Chi square analysis to establish whether brand experience 
indeed leads to brand loyalty for lingerie consumers in India. 

 

ASSOCIATING BRAND EXPERIENCE WITH THE LOYALTY 
INDICATOR OF BUYING AGAIN 

 
To assess brand experience with the loyalty indicator of repurchasing (“Buy 

Again”), H1 was tested. I tabulated 1,275 survey responses to the question of whether 
the respondent will buy the same brand of lingerie again or not and conducted a Chi 
square test tabulating consumers’ responses along with their brand experience score. 

 
Table 2. Chi square test of “Buy Again” category cross tabulation with loyalty. 

“Buy Again” Count 

Brand 
Exper. 
High 

Brand 
Exper. 

Medium 

Brand 
Exper. 
Low 

Total 
Score Value Df. 

 Asymptotic 
Significance 

(2-sided) 

Yes Count 622 512 9 1143       

Yes Expected Count 568.4 553.1 21.5 1143       

No Count 12 105 15 132       

No Expected Count 65.6 63.9 2.5 132       

Total Count 634 617 24 1275       

Total Expected Count 634 617 24 1275       

Pearson Chi Square         148.743a  2 0 

Likelihood Ratio         134.912 2 0 

Linear-by-Linear Association       128.674 1 0 

N of Valid Cases         1275     

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 2.48. 

 
Since the Chi square is significant at five percent, there is sufficient statistical evidence 
to reject the null hypothesis for alternate. Therefore, consumers with a high brand 
experience score are likely to buy again, and therefore, to be loyal. 
 

 
 
 



           

 

 

 

 

ASSOCIATING BRAND EXPERIENCE WITH THE LOYALTY 
INDICATOR OF RECOMMENDING TO OTHERS 

 
The second loyalty indicator for the consumer is positive referral of the brand. 

This section of the article tests whether brand experience leads to loyalty using the 
indicator “Recommend to others” and validates H2. I again use the Chi square test, 
tabulated for 1,275 respondents, the output of which is as following: 

 
Table 3. Chi Square test to prove brand experience score leads to consumer referral 
and brand loyalty. 

Count Of Rec. to Others 

Brand 
Exper. 
High 

Brand 
Exper. 

Medium 

Brand 
Exper. 
Low 

Total 
Score Value Df 

 Asymptotic 
Significance 

(2-sided) 

Yes Count 620 544 15 1179       

Yes Expected Count 586.3 570.5 22.2 1179       

No Count 14 73 9 96       

No Expected Count 47.7 46.5 1.8 96       

Total Count 634 617 24 1275       

Total Expected Count 634 617 24 1275       

Pearson Chi Square        73.147a 2 0 

Likelihood Ratio         66.331 2 0 

Linear-by-Linear Association       65.66 1 0 

N of Valid Cases         1275     

a. 1 cells (16.7%) have an expected count <5. The minimum expected count is 1.81. 

 
Since the Chi square is significant at five percent, there is sufficient statistical 

evidence to reject the null hypothesis for alternate. Therefore, consumers with a high 
brand experience score are likely to recommend the brand to others. In other words, 
consumers with a high brand experience score are likely to be loyal. Before analyzing 
the data for Brand Experience score, an attempt was made to associate the “Buy 
Again” score with the “Recommend to Others” score. This was done to authenticate 
the reliability of the customers’ scores. 
 

ASSOCIATING THE LOYALTY INDICATORS “BUY AGAIN” AND 
“RECOMMEND TO OTHERS” 

 
An important part of validating brand loyalty is validating whether the brand 

loyalty indicator “Buy Again” is independent of the brand loyalty indicator 
“Recommend to others”. This is important to testing the validity of the consumer 
response and whether our analysis that brand experience leads to brand loyalty is 
correct. This section validates H3 using a Chi square test. 
  



           

 

 

 

 

Table 4. Chi square test to associate indicators “Buy Again” with “Recommend to Others”. 

Count of Rec. to Others 

Rec. to 
Others 
(Yes) 

Rec. to 
Others 

(No) 
Total 
Score Value Df. 

Asymptotic 
Significance 

(2-sided) 

Exact 
Sig. 

 (2-sided) 
Exact Sig.  
(1-sided) 

Yes Count 1097 46 1143      

Yes Expected Count 1056.9 86.1 1143           

No Count 82 50 132           

No Expected Count 122.1 9.9 132           

Total Count 1179 96 1275      

Total Expected Count 1179 96 1275           

Pearson Chi Square    194.7a 1 0   

Continuity Correctionb       189.9 1 0     

Likelihood Ratio       120.3 1 0     

Fisher’s Exact Test          0 0 

Linear-by-Linear Association   194.6 1 0   

N of Valid Cases       1275         

a 0 cells (0.0%) have expected count less than 5. The minimum expected count is 9.94. 

b Computed only for a 2x2 table 

 

Since the Chi square is significant at five percent, there is sufficient statistical 
evidence to reject the null hypothesis for alternate. Therefore, consumers likely to 
recommend their brand to others are also likely to buy again. 
 

FINDINGS AND SUGGESTIONS 
 

The results prove that the higher the brand experience for a lingerie consumer, 
the higher their propensity to repurchase a brand, as well as recommend it to others. 
Lingerie brands need to enhance their brand experience scores by carefully managing 
it by age, occupation, education, city of residence, and desired price of consumers. 
While this article proves that younger consumers enjoy the experience of shopping 
and are motivated by brand research, innovation, ambassadors and the hedonistic 
elements of lingerie brands, the lingerie brands must provide the same back to them 
through the right styles, assortments, store atmosphere, appropriate brand 
ambassadors and usage of technology. 

It is evident that older consumers are also highly influenced by sensory 
elements, followed by the affective, intellectual and behavioral, which is why brands 
must ensure they create the right fitting and support bras for older consumers. The 
store atmosphere for these consumers should be discreet, helpful and supportive so 
that the consumer is not daunted or overwhelmed while buying lingerie. Brand 
ambassadors should be appropriate to the age group, inspire, and influence 
consumers to make lifestyle changes. This is especially true for older women, who 



           

 

 

 

 

relate to older brand ambassadors, who despite having age-related issues, embrace 
their bodies and use their lingerie to style their self-image. Brand ambassadors and 
role models for younger consumers should be those of their own generation with 
whom they can relate to and make successful lifestyle changes accordingly. 

 

CONCLUSION 
 

This article is of immense help to deciphering the experiential aspects of lingerie 
buying behavior. An identification of the multisensory experience which women 
lingerie buyers undergo while shopping enables manufacturers, retailer and marketers 
to recreate it through effective products, better store layouts, staff training and 
motivation, after sales services, branding, advertising, brand ambassadors and 
marketing communication, and create undeterred brand loyalty from their consumers. 
While this research delves into the brand experience of Indian lingerie buying consumers 
in particular, it can be utilized to reflect upon brand experience dimensions leading to 
brand loyalty for women in other parts of the world. 
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