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ABSTRACT

The aim of the study was to investigate factors that determine brand loyalty towards certain sneaker brands amongst millennials in South Africa. 
Through an online survey, data was obtained over a 2-month period from 333 young consumers residing in Braamfontein, a popular shopping district 
in Johannesburg South Africa selected through non-probability sampling. Analysis of data was conducted in SPSS and AMOS software in order to 
generate descriptive statistics and hypotheses testing respectively. The findings from this study highlight the powerful influence of perceived quality 
and aesthetics on brand satisfaction, particularly among South African millennials. Notably, brand satisfaction emerged as the key driver of brand 
loyalty in this demographic. For sneaker marketers, this underscores the need to prioritize brand loyalty strategies when engaging millennial consumers 
in South Africa’s dynamic apparel market. Through developing and testing a theoretical framework, this research sheds light on the crucial factors 
that cultivate brand loyalty towards sneakers, bridging an important gap in understanding how millennials in emerging markets connect with sneaker 
brands. These insights offer valuable guidance for marketers seeking to capture and sustain millennial loyalty in this competitive space.
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1. INTRODUCTION

Research suggests that brands can expect to instil behavioural 
loyalty and feelings about a brand by creating value and 
satisfaction that feeds into consumer loyalty (Nisar and Whitehead, 
2016). Millennials also known as generation Y are individuals 
born between 1981 and 1996 (Tan, 2024). Millennials are arguably 
brand loyal and not price sensitive despite being exposed to 
a plethora of products (Hassan and Rasel, 2018). Fashion has 
been a significant part of the life of millennials as evident in the 
literature (Ozuem et al., 2021; Rahman et al., 2021; Seock et al., 
2024). Factors such as consumer preference, supporting a worthy 
cause, brands that honour their promises and strong social media 
presence are likely are likely antecedents of brand loyalty amongst 
millennials (Hassan and Rasel, 2018) assert that. Millennials form 
a significant part of populations both globally. Brand satisfaction 
and loyalty are considered to be associated (Chatzi et al., 2024; 

Chen et al., 2020; Ghorbanzadeh and Rahehagh, 2020) with 
satisfaction being an antecedent and loyalty being the consequent 
(Anantharaman et al., 2023; Chatzi et al., 2024; Chen et al., 2020; 
Ghorbanzadeh and Rahehagh, 2020; Nkwei et al., 2023).

The focus of the study was on sneakers, and the term sneaker is 
used to refer to the shoes worn by people in their leisure time 
(Gracia and Winkelheus, 2016). Sneakers have grown into being 
more than a sports accessory when they were first presented to 
society more than a century ago. They have played a huge role 
in mainstream society (Bekoe, 2017). Established brands such as 
Nike, Adidas, Vans and Converse have differentiated themselves in 
the market and in turn have managed to attract young consumers. 
Adidas has developed to being the second-largest sportswear 
brand, with Nike being the first; however, they have expanded 
their sporting apparel into the sneaker industry (Carr, 2019).
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The fundamental role of marketing strategies was the enhancement 
and maintaining of brand loyalty, particularly in shops with stiff 
competition, tremendous unpredictability, and a decrease in product 
differentiation (Cuoung, 2020). Furthermore, this cohort is more 
receptive to emerging fashion trends which ultimately makes them 
a strategically important consumer segment for premium fashion 
brands (Huang et al, 2025). Research suggests that the value of 
focusing on millennials lies in the fact that this cohort has the greatest 
spending power ever in the fashion industry and is most inclined to 
use social media for interactions and engagements (Di Benedetto 
and Kim, 2016). We can anticipate the same for millennials in South 
Africa given that they exist in a global village and are likely to 
behave the same as their counterparts in the western world. Hence, 
there is pressing need to understand this cohort in an emerging 
market. This study particularly investigates how perceived value, 
perceived quality, self-brand connection, perceived aesthetic, brand 
satisfaction predicts brand loyalty in the sneaker market.

The independent variables (perceived value, perceived quality, self-
brand connection and perceived aesthetics) all influence the dependent 
variables (brand satisfaction and brand loyalty) various ways. For 
instance, brand satisfaction occurs when consumers perceive a 
particular brand to hold some value (Li et al., 2021), while perceived 
quality strongly induces brand satisfaction (Singh et al., 2021). 
Through stereotypes that consumers hold, both perceived aesthetics 
and self-brand connection influence their satisfaction (Japutra et al., 
2018) or love of brand (Hsu, 2023). Consumers tend to become loyal 
to a brand that they are satisfied with (Anantharaman et al., 2023; 
Jamshidi and Rousta 2021; Nkwei et al., 2023). The objective of the 
study was to investigate antecedents of brand satisfaction and loyalty 
in sneaker brands among millennial consumers.

2. LITERATURE REVIEW

2.1. Theoretical Grounding
Millennials are a very lucrative market for consumer product 
companies given their significant purchasing power. This 
generation is considered optimistic and empowered to make 
purchasing decisions and its members are considered fun loving, 
casual and technologically savvy (Lissitsa and Kol, 2021). Due 
to their widely available and varied choices of consumption, 
millennials consumers warily select their brands of products, 
as they are prepared to pay at a superior price for good quality 
(Parment, 2013). However, due to the accelerated change in 
the social, technological, and economic setting particularly in 
South Africa, this puts pressure on millennials to not only have a 
successful career path and earn a large salary, but to try and blend 
in with higher social circles. 

2.2. Maslow’s Self-Actualization Theory
Maslow’s self-actualization theory has gained prominence since 
its inception by the famous American psychologist Abraham 
Maslow. Researchers have quoted Maslow stating that human 
needs are in a hierarchical form starting in an ascending order 
from the lowest to the highest, and furthermore the hierarchy 
is conceptualized as a pyramid positing that in order for higher 
needs to be fulfilled the lower needs should have been satisfied 
first (Onyebu and Omotayo, 2017; Rajasakran et al., 2014). The 

initial conceptualization consisted only of the growth need, which 
is self-actualization. However, there was a further expansion of 
self-actualization into four needs, namely cognitive, aesthetic, 
self-actualization, and self-transcendence (Maslow, 1970). The 
former needs are called D needs or deficient needs and the latter 
are called B needs or being needs (D’Souza and Gurin, 2016). 
Now Maslow’s (1970) self-actualization theory gave further 
insight as to how important aesthetics are. The theory explains 
that the need for aesthetic pleasure is among the higher growth 
needs, which manifest after the lower level, where most needs have 
been satisfied to a certain degree. Maslow added that unlike basic 
needs, the need for aesthetics increases the more it is fulfilled. This 
theory is relevant precisely because of the aesthetic component 
in Maslow’s theory. It underpins why consumers prefer certain 
sneaker brands and highlight the human nature to desire things 
or in this case sneaker brands which are aesthetically pleasing to 
view. From Maslow’s model, the aesthetic need has been adapted 
for this study as perceived aesthetic.

2.3. Brand Relationship Model
Brand relationship quality is a versatile relationship construct 
between customers and brands. It consists of three components 
which maintain brand relationship quality which are: Emotional 
or sentimental attachments (love/passion and self-connection), 
behavioural ties (interdependence and commitment), and cognitive 
beliefs (intimacy and brand partner quality), in which once combined 
they gain potency and stability over a period of time (Fournier, 
1998). Fournier (1998) developed the brand relationship quality 
model to elucidate that customers do not just purchase brands 
because of their functionality, however it is due to the relationship 
consumers perceive to have with their collective brands in order to 
benefit from the value these brands add to their lives (Hudson et al., 
2016). The value added is perceived as purposive and conscience 
focused, and therefore it is of paramount importance to the persons 
engaging those (Hudson et al., 2016). Consumers’ tend to develop a 
personal relationship with other individuals; hence consumer brand 
relationship specifies that customers and brands contribute to each 
other in a win-win partnership (Fournier, 1998). Essentially the win-
win of consumer brand relationships consists of customers gaining 
fulfilment through greater attachment to brands, and organisations 
that have learned to communicate and respond better to consumer 
needs generate profitability and brand loyalty. In order to accomplish 
these goals, it necessitates further associations and communication 
among consumers and brands to cultivate connections that are 
meaningful between them (Hudson et al., 2016).

2.4. Empirical Literature
2.4.1. Perceived value
Perceived value is a customer’s view of a product or services 
worth in relation to its cost (Bushara et al., 2023). Literature has 
attempted to define perceived value as a multi-faceted construct 
(Kahyari et al., 2014) or have it examined as a three-dimensional 
model. Jiang et al. (2016) define perceived value as results from 
the overall assessment of rewards and forfeits connected with the 
service, however for the current study it can be defined as products 
which have super quality or perceived quality. Moreover, perceived 
value is an essential concept in marketing literature because of its 
influence on customer satisfaction and brand loyalty. It is also vital 
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because considering consumers desired values or going further 
their essential need can ensue into positive results for businesses 
in terms of improving the performance of sales (Chattalas and 
Shukla, 2015; Chen and Chang, 2012).

2.4.2. Perceived quality
Parasuraman et al. (1988) proposed a model that was vastly used 
to evaluate service quality, which is called SERVQUAL. The 
model consists of the evaluation of five service constructs such 
as reliability, assurance, empathy, responsiveness and tangibles. 
A different model by Keller (2003) is the customer-based brand 
equity and it has seven constructs of product quality, which are 
performance, features, confirmation quality, reliability, durability, 
serviceability, style and design. These two different models 
demonstrate how perceived quality has evolved over time and 
the different dimensions that can be used in marketing research. 
Perceived quality has been recognised as a construct that compels 
customers to prefer one brand to competitive brands (Levy and 
Guterman, 2012). Companies need to offer superior quality product 
offerings to customers in this highly competitive world if they want 
to hold an influential position in the market particularly the sneaker.

2.4.3. Self-brand connection
Self-brand connection is a unique construct in marketing literature, 
and it can possibly be a method of creating further ties with clients 
(Hussain et al., 2014). Previous studies have shown that consumers 
are more likely to discuss information that related strongly to 
themselves  and they tend to utilise brands in the public’s view or 
in their private spaces to create and articulate their desired self-
image (Choi et al., 2013; Loughran Dommer et al., 2013). This 
highlights how consumers care about the brands they are using 
and how it reflects on them. A concept that is relevant to self-brand 
connection is anthropomorphising. It is not only from the products 
functionality that brand value can originate from, moreover it’s the 
capability to assist customers create a self-identity and differentiate 
themselves from others (Dwivedi et al., 2016). Park et al. (2013) 
conducted a study to understand brand relationships, emotions 
and self, and they discussed that when a brand is evidently self-
significant it evokes positive sentiments; consumers are probably 
going to build up a positive and strong association with the 
brand. At the point when the brands significance to self is feeble, 
consumers are likely to feel apathetic or uninterested toward the 
brand in regard to both their emotions and behaviours. Hence, it 
can be inferred from these two studies that in order for consumers 
to even consider brands, they have to be able to identify themselves 
and relate to self with that particular brand.

2.4.4. Perceived aesthetic
Aesthetics is “a conception of what is artistically valid or beautiful” 
(Wang et al., 2011). Beautiful would be a fitting word to be used 
by a consumer if they found the perfect shoes for themselves. 
The aesthetics are considered in this study given that beauty or 
something that is appealing to the eye, makes a difference in the 
decision-making process of consumers. Aesthetics psychology 
research is part of the investigation and elucidation of the law of 
human mental action in admiration of beauty. This action for the 
most part alludes to the generation and experience of a sense of 
beauty and mostly we appreciate beauty through the eyes . Now 

the core of aesthetic psychology is self-actualization theory that has 
been discussed earlier under the theoretical framework of the study.

This study basically elicits that consumers do pay attention to 
how products look and if this product matches who they are 
because it has been discovered that when customers are given a 
decision between two products of tantamount purpose and cost, the 
inclination is for them to purchase the one that looks more appealing 
(Jiang et al., 2016). This infers that in order to obtain positive 
aesthetic response from customers, designers should seek to create 
original products (Hung and Chen, 2012). However, research has 
discovered that the utilisation of aesthetics can in some cases not 
go as planned and that over styling products can contrarily affect 
their perceived usefulness (Hagtvedt and Patrick, 2014).

2.4.5. Brand satisfaction
The concept of customer satisfaction has gained considerable 
momentum in marketing literature during previous years. It is viewed 
as a crucial obstacle to overcome in such a competitive marketplace 
like the fashion industry to persuade consumers. Organisations 
have realised how vital and essential customer satisfaction is to 
attain loyalty and repurchase intention (Anam and Faiz, 2016). It 
is contended that how a consumer perceives a company, and the 
consumers behaviour is affected by the client’s level of satisfaction 
towards products or services of that company. A customer that is 
fulfilled is ordinarily expected to create fundamental bond with the 
organisation, in turn this results in loyalty towards an organisations 
product offering (Ram and Wu, 2016).

2.4.6. Brand loyalty
Msosa (2023) defines brand loyalty as the obligation of a consumer 
to re-purchase products from a preferred or favoured brand 
consistently. Furthermore, brand loyalty refers to when a customer 
is ready to spend a high cost for a particular brand within the same 
product group and recommends that brand to the other people 
around them (Cuong, 2020). Research reveals that businesses pay 
substantial marketing and customer service to create and sustain 
consumer loyalty for well-known items. Consumers’ positive 
experiences with a specific product or brand are the foundation of 
brand loyalty (Msosa, 2023). A customer will often reliably purchase 
a similar item because they see it as being the prime item among 
the decisions, they have access to. To aid brand loyalty, businesses 
have to also exert significant force. They need to persuade potential 
clients that their product has an important benefit over other products 
to validate the steady purchase of their products. Organisations will 
likewise attempt to use brand loyalty created for a product to other 
product offerings from the organisation.

2.5. Hypotheses Development and Conceptual 
Framework
The section below presents literature supporting the hypothesis 
development and Figure 1 presents the conceptual framework 
for the study.

2.6. Relationship between Perceived Value and Brand 
Satisfaction
Although several studies have investigated the relationship 
between perceived value and brand satisfaction, there is a dearth 
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of studies that have explored this relationship fashion apparel such 
as the sneakers. Customer perceived value has been documented 
in the relational marketing area as its critical impact on some 
important communication outcomes, such as brand trust, brand 
satisfaction and brand loyalty (Pirooz et al., 2020). Furthermore, 
a study also indicated perceived value is a predictor of customer 
satisfaction, also proved that the perceived value positively 
influences customer satisfaction among Vietnamise fashion 
consumers (Cuong, 2020). Likewise, other scholars concur that 
perceived value and customer service positively influence brand 
satisfaction (Sebastián-Morillas et al., 2023; Widiandita and Ketut, 
2020). Thus, given the theoretical evidence provided above, the 
study posits the following:
H1: There is a relationship between perceived value and brand 

satisfaction.

2.7. Relationship between Perceived Quality and 
Brand Satisfaction
Research posits hat product quality influences customer 
satisfaction, though, the quality performance must be valued 
appropriately (Samudro et al., 2020). Similarly other scholars 
have contended that there is a positive relationship between 
perceived quality and brand satisfaction on ecommerce websites 
(Widiandita and Ketut, 2020; Abbasi et al., 2024). Furthermore, 
perceived quality was found to influence brand satisfaction 
within civil aviation space (Zhang et al., 2023). Additionally, 
service quality has a positive influence on customer satisfaction 
in conventional banks in Oman (De Bruin et al., 2021). Malhan 
and Agnihotri (2022) established that perceived quality 
positively influences brand satisfaction for sports footwear 
brands among Generation Y consumers. Considering this, it is 
hypothesised that:
H2: There is a relationship between perceived quality and brand 

satisfaction.

2.8. Relationship between Self-Brand Connection and 
Brand Satisfaction
A number of studies have interrogated the relationship between 
self-brand connection and brand. For instance one study revealed 
that self-brand connection is positioned as a mediator of the 
effects of satisfaction and value on relationship quality. Customer 
satisfaction has a positive and significant effect on self-brand 
connections (Seminari et al., 2023). However, Yu and Kim (2020) 
examined the relationship between self-city brand connection, city 
brand experience and city ambassadors and contended that self-
city brand connection is positively related city brand experience 
and city brand satisfaction in Seoul and Busan respectively. Hence 
we can hypothesise that:
H3: There is a relationship between self-brand connection and 

brand satisfaction.

2.9. Relationship between Perceived Aesthetic and 
Brand Satisfaction
Anindita and Perdana (2022) found that that good website 
aesthetics can directly increase customer satisfaction. Additionally, 
researchers postulate that aesthetics stands as one of the most 
crucial factors impacting consumer perception from various angles 
(Nazera et al., 2024). Specifically, their findings demonstrated 

a significant relationship between perceived quality, aesthetics, 
durability of products, and customer satisfaction (Nazera et al., 
2024). In lieu of the literature provided the relationship between 
perceived aesthetics and brand satisfaction is proposed:
H4: There is a positive relationship between perceived aesthetic 

and brand satisfaction.

2.10. Relationship between Brand Satisfaction and 
Brand Loyalty
Several studies have found a positive and significant relationship 
between brand satisfaction and brand loyalty. Research found 
that brand loyalty positively influence brand satisfaction at PT 
Telkom Plaza in Makassar (Susanto et al., 2022). Lacap et al. 
(2021) argue that brand satisfaction and perceived quality are 
also important forces that drive their loyalty towards the brand 
of the telecommunication companies. In addition, research 
suggests that marketing executives must also focus on creating 
brand satisfaction and building trust in the brand given that these 
are the precursors to the brand loyalty of consumers of branded 
food products (Khowjoy et al., 2023).Conversely, researchers can 
assume the same can be extended to the sneaker context. Based on 
the preceding arguments, the following hypothesis is postulated:
H5: There is a relationship between Brand satisfaction and Brand 

loyalty.

3. RESEARCH DESIGN AND 
METHODOLOGY

The empirical study adopted a quantitative and cross sectional 
approach and using closed ended self-administered questionnaires 
to ascertain the determinants of sneaker brand loyalty of millennials 
in South Africa. Respondents were approached at public places 
park runs, bus stops, libraries and communal halls and asked to 
answer questions based on their favourite sneaker brand. The data 
was captured, cleaned and captured on an excel spreadsheet prior 
to analysis. Due to the unavailability of a sampling frame, non-
probability sampling, a form of convenience sampling was utilised 
for purposes of selecting participants for the study. The target 
audience was young adults between the ages of 18 and 35 who 
were familiar with sneaker brands and resided in Johannesburg 
South Africa. A total of 333 completed questionnaires were usable 
for analysis.

3.1. Research Context Millennials and Sneakers
Millennials were chosen as the subjects for investigation because 
this cohort arguably has the attitude and ability to contribute and 
buy sports clothing brands and possess a positive and significant 
effect on brand loyalty in purchase intention decisions (Maemunah 
and Susanto, 2020). In addition, selecting this cohort as subjects of 
investigation enables international sneaker marketers to get a deeper 
understanding of this cohort’s behaviour and perhaps draw parallels 
and or similarities with their counterparts in developed countries.

3.2. Measurement Scales
The questionnaire consists of two parts which are part A and 
part B. Part A consists of closed ended questions concerning the 
general information of the participants, while part B consists of a 
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five-point Likert scale measuring the constructs. For the purposes 
of this study, the measurement items have been adapted from 
previous literature and appropriate modifications were made in 
order to fit the study context. Perceived value is adapted from 
Eggert and Ulaga (2002), Perceived quality is adapted from 
Shin (2009), Self-brand connection is adapted from Escalas and 
Bettman (2003), Perceived aesthetic is adapted from Cyr et al. 
(2006), Brand satisfaction is adapted from Spreng et al. (1996) 
and lastly Brand loyalty is adapted from Veloutsou (2015). Once 
the instrument was approved by the university ethics committee, it 
was pre-tested on 40 randomly selected participants from the stated 
sample size, however, only 37 questionnaires were usable. This 
was done to ensure that the questionnaire is relevant and applicable 
to the identified respondents as well as to get critical feedback 
concerning the structuring of the instrument. The construct items 
are presented in Table 1 below.

4. DATA ANALYSIS AND PRESENTATION 
OF RESULTS

Data was processed in SPSS and AMOS software respectively 
in order to generate descriptive statistics and hypotheses testing 
results respectively. The sample profile was prepared together 
with reliability and validity checks. As for hypothesis testing, 
structural equation modeling was employed adopting a two-stage 
approach which began with confirmatory factor analysis followed 
by path-analysis.

As indicated in Table 2, model fit assessment was also conducted 
to ensure that the data collected met recommended thresholds 
necessary for accurate testing of hypotheses. The accuracy analysis 
statistics are presented in the section that follows in Table 3. Figure 
2 presents the conceptual model of the study.

4.1. Improved CFA Model
Confirmatory factor analysis is conducted because it provides the 
researcher with an indicative instrument to better assess whether 
the data collected is in line with the theoretically expected pattern 
of the constructs, and moreover it’s to verify whether measures 
used have in actual fact measured what they propose to measure 
(Matsunaga, 2010). Figure 2 is the improved model after these 
items; PQ3, SBC7, BL1, BL2, BL5, BL6, BL8; were deleted. 
These items were deleted so as to improve the model fit indices 
of the study. The minimum acceptable value of AVE is 0.50 as an 
AVE of 0.50 or higher implies that the construct explains more 
than half of the variance of its items. If AVE is <0.50, it means 
that, on average, more errors remain in the items than the variance 
explained by the construct (Hair et al., 2014). The rules for outer 
loading testing are summarised as follows:
1.	 If outer loading is <0.40, delete the item.
2.	 If outer loading is more than 0.40 but <0.70, then analyse the 

effect of deleting the item on AVE and composite reliability. 
If deletion increases AVE and composite reliability above 
the threshold, then delete the item. However, if item deletion 
does not increase AVE and composite reliability above the 
threshold, retain the item.

3.	 If outer loading is >0.70, retain the item.

Table 1: Construct items
Variable Code Items Source
Perceived value PV1 Compared to the price we pay I get reasonable quality of sneakers. Eggert and Ulaga 

(2002)PV2 Compared to the quality we get we pay a reasonable price for sneakers.
PV3 The purchasing relationship delivers us superior net value for sneakers

Perceived quality PQ1 I think this brand provides very reliable sneakers Shin 2009
PQ2 I think that the benefits I can get from this sneaker brand are valuable
PQ3 This sneaker brand provides the best promotions that I need

Perceived aesthetic PA1 The sneaker design (i.e. colours, boxes etc) is attractive. Cyr et al. (2006)
PA2 This sneaker brand looks professionally designed.
PA3 The graphics on the sneaker brand are meaningful. 
PA4 The overall look and feel of the sneakers is visually appealing.

SBC SBC1 This sneaker brand reflects who I am Escalas and Bettman 
(2003)SBC2 I can identify with this sneaker brand

SBC3 I feel a personal connection to this sneaker brand
SBC4 I can use sneaker brand X to communicate who I am to other people 
SBC5 I think this brand of sneakers could help me because of the type of person I want to be 
SBC6 I consider this brand of sneakers to be me (it reflects who I consider myself to be or the 

way I want the way I want to present myself
SBC7 This brand of sneakers suits me well

Brand satisfaction BS1 The sneaker brand is as good as I expected Spreng et al. (1996)
BS2 Th sneaker brand was worth the price I paid for
BS3 The sneaker brand entirely fulfils my needs

Brand loyalty BL1 The quality of my preferred brand of sneakers is superior to other brands. Veloutsou (2015)
BL When I am asked about sneaker brands, the name of my preferred brand comes to immediate.
BL2 If I receive information contradiction my choice of sneakers, I would still buy my 

current preferred brand
BL1 I am willing to pay more to buy my preferred brand of sneakers.
BL1 If my preferred brand sneakers is unavailable in a particular store I would buy an alternative.
BL1 I will always purchase my preferred brand of sneakers.
BL1 I am willing to buy new brand of sneakers.
BL1 I consider myself loyal to my preferred brand of sneakers.
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The following section illustrates the confirmatory factor analysis 
model in Figure  2 followed by a discussion on reliability and 
validity checks on the data.

4.2. Reliability Statistics
The Table  3 outlines the statistics obtained from SPSS and 
from computing the confirmatory factor analysis on Amos. 
The thresholds for Cronbach alpha, composite reliability (CR) 
and average variance extracted (AVE) are α = 0.6 to 0.8, CR 
= 0.6 to 0.7 and above, AVE = 0.4 and above. The Cronbach 
alpha is used to evaluate the reliability of the scale, the CR is 
to measure the internal consistency, and the AVE can also be 
used to measure reliability. The Cronbach alpha of the variables 
are within the threshold showing their internal consistency, 
however perceived quality and brand loyalty are quite low 
with α = 0.58 and α = 0.59. This could be because of the 
small number of items which affects the value. The composite 
reliability of all the variables range from 0.65 to 0.88 which 
is within and well over the threshold of 0.6 which is good. 
The average variance extracted of the variables ranges from 
0.42 to 0.70, which is also within the threshold as it had to be 
above 0.4. In other words, the constructs exhibit satisfactory 
reliability.

4.3. Validity Statistics
In order to verify the validity of the variables, the factor loadings, 
item total and inter-construct correlation matrix are examined. 
In order for an item to be considered convergent valid, it should 
be equal or >0.5 (Yang and Lai, 2010). The factor loadings 
of the items ranged from 0.571 to 0.856, which outlines that 
the items are measuring 50% of what they claim to measure 

Table 2: Model fit indices
Model fit indices Acceptable 

threshold
Current 

study
Decision: 
Acceptable/
unacceptable

Chi‑square value: χ2/df <5 1.633 Acceptable
Goodness‑of‑fit index >0.90 0.922 Acceptable
Norm fit index >0.90 0.903 Acceptable
Incremental fit index >0.90 0.960 Acceptable
Tucker Lewis index >0.90 0.951 Acceptable
Comparative fit index >0.90 0.959 Acceptable
Random measure of standard 
error approximation

<0.08 0.044 Acceptable

Table 3: Accuracy analysis statistics
Research 
construct

Cronbach’s test C.R. 
value

AVE 
value

Factor 
loadingsItem‑total α‑value

PV
PV1 0.563 0.824
PV2 0.664 0.737 0.79 0.56 0.733
PV3 0.467 0.673

PQ
PQ1 0.388 0.654
PQ2 0.514 0.585 0.65 0.48 0.729

SBC
SBC1 0.719 0.778
SBC2 0.630 0.688
SBC3 0.690 0.872 0.87 0.53 0.767
SBC4 0.727 0.757
SBC5 0.631 0.658
SBC6 0.698 0.711

PA
PA1 0.743 0.813
PA2 0.773 0.875 0.88 0.70 0.856
PA3 0.761 0.841

BS
BS1 0.593 0.761
BS2 0.583 0.770 0.77 0.46 0.688
BS3 0.595 0.630
BS4 0.542 0.627

BL
B3 0.488 0.598
B4 0.494 0.597 0.74 0.42 0.571
B7 0.425 0.603
B9 0.550 0.788

Figure 1: Sneaker brand loyalty conceptual model
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(Hair et al., 2006). Now the item-total also aims to measure the 
convergent validity, however the suggested threshold is 0.3 and 
above. All the variables exceeded the threshold which shows 
good convergent validity (Hair et al., 2014). The inter-construct 
correlation matrix below (Table 4) illustrates that the correlation 
coefficients are below 1 and the P-values are significantly below 

0.001, which validates that the discriminant validity of the 
variables. This means the constructs differ from other constructs 
and it measures the concept it supposedly to measure (Henseler 
et al., 2015).

In Figure  3, the path (structural model) analysis is presented 
with all the proposed and tested hypotheses. This is followed 
by Table 5 which details the results from hypotheses testing. 
Path-coefficients and their respective P-values are provided and 
discussed.

4.4. Discussion and Implications
H1: There is a relationship between perceived value and brand 
satisfaction.
The proposed relationship between perceived value and brand 
satisfaction is supported and significant. The path coefficient 
(β =  0.227) confirms that the strength of the relationship is 
moderate and positive, and the P-value (P < 0.013). These 
findings are consistent with existing literature that posits that 
perceived value directly influences customer satisfaction and 
ultimately behavioural intentions in the context of Vietnamise 
convenience stores (Tran and Le, 2020). Moreover, a recent study 
also confirmed that perceived value predicts brand satisfaction 
(Nkwei et al., 2023). Therefore, it is imperative that marketers 
ensure that marketers exceed their customer’s perceived value as 
this is believed to be a predictor of brand satisfaction for sneaker 
brands among millennials in South Africa.

H2: There is a relationship between perceived quality and brand 
satisfaction
The results of the path coefficient (β = 0.397) and P-value 
(P  < 0.001) suggests that perceived quality has a positive and 
significant relationship with brand satisfaction. In other words, if 
consumers regard a particular sneaker brand to be of great quality, 
they are likely to be satisfied with the brand. The findings of the 
study concur with previous studies that confirmed the positive 
relationship between perceived quality and brand satisfaction 
(Samudro et al., 2020; Widiandita and Ketut, 2020; Abbasi et al., 
2024). Based on this finding, marketers must ensure that their 
sneakers are superior quality given that it positively influences 
brand satisfaction among millennials.

H3: There is a relationship between self-brand connection and 
brand satisfaction.
The third hypothesis postulated that there is a relationship between 
self-brand connection and brand satisfaction, and this is proven to 
be significant and supported. The findings of the study through the 
path coefficient (β = 0.157) and P-value (P < 0.006) substantiates 

Figure 2: Confirmatory factor analysis

Table 4: Inter‑construct correlation matrix
Constructs PV PQ SBC PA BS BL
PV Pearson correlation 1
PQ Pearson correlation 0.499** 1
SBC Pearson correlation 0.251** 0.355** 1
PA Pearson correlation 0.344** 0.339** 0.336** 1
BS Pearson correlation 0.528** 0.541** 0.408** 0.525** 1
BL Pearson correlation 0.287** 0.375** 0.390** 0.375** 0.423** 1
**Correlation is significant at the 0.01 level (2‑tailed). PV: Perceived value, PQ: Perceived quality, SBC: Self‑brand connection, PA: Perceived aesthetic, BS: Brand satisfaction, 
BL: Brand loyalty
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that the relationship is supported and significant. The findings 
in this study refute existing knowledge that suggests that brand 
satisfaction is a precursor of self-brand connection (Seminari et al., 
2023; Dwivedi et al., 2016). In the context of this study, a consumer 
that has a higher self-brand connection, has a greater chance of 
being satisfied with the brand. For this reason, it is imperative that 
marketers ensure that their brand connects with the self of their 
target consumer in order to ultimately influence brand satisfaction.

H4: There is a relationship between perceived aesthetic and brand 
satisfaction.
Perceived aesthetic and brand satisfaction hypothesis is also 
supported and significant. The path coefficient (β = 0.327) confirms 
that the relationship is supported and the P-value (P < 0.001) also 
verifies that the relationship is significant. The current findings 
corroborate with previous scholarly findings that revealed that a 
positive relationship between perceived aesthetics and customer 

satisfaction exists (Nazera et al., 2024; Anindita and Perdana, 
2022). Therefore, it is vital that brand managers communicate 
messages that emphasise on sneaker aesthetics given that it 
important and ultimately a predictor of brand satisfaction amongst 
millennials in South Africa.

H5: There is a relationship between brand satisfaction and brand 
loyalty
The fifth hypothesis stated that there is a relationship between brand 
satisfaction and brand loyalty, and this relationship is supported and 
significant. The path coefficient (β = 0.501) validates the strength 
of the relationship and it is strong, and the P-value (P < 0.001) 
suggests that brand satisfaction significantly influences brand 
loyalty. This is the strongest relationship proposed in the study. The 
current findings, corroborates previous studies that found a direct 
relationship between brand satisfaction and brand loyalty (Khowjoy 
et al., 2023; Lacap et al., 2021). Hence, the results demonstrate 
that the more millennials are satisfied, the greater the likelihood of 
them being loyal to a particular sneaker brand. This suggests that 
marketers should ensure that millennials are satisfied overall with the 
sneaker brand in order to build and maintain brand loyal customers.

5. CONCLUSION

This research sought to examine the antecedents of sneaker brand 
loyalty among millennials in South Africa. It was necessary to 
investigate millennials in order to get a deeper understanding of 
their consumer behaviour and market potential in order to generate 
meaningful insights for both local and international brands that 
may want to tap into this emerging market. The findings from the 
empirical study suggest that perceived quality, perceived value, 

Table 5: Hypotheses results
Proposed 
relationship

Hypothesis Path 
coefficients

P‑values Rejected/
supported

PV‑BS H1 0.227 0.013 Supported and 
Significant

PQ‑BS H2 0.397 *** Supported and 
significant

SBC‑BS H3 0.157 0.006 Supported and 
significant

PA‑BS H4 0.327 *** Supported and 
significant

BS‑BL H5 0.501 *** Supported and 
significant

PV: Perceived value, PQ: Perceived quality, SBC: Self‑brand connection, PA: Perceived 
aesthetic, BS: Brand satisfaction, BL: Brand loyalty

Figure 3: Path model analysis. PV: Perceived value, PQ: Perceived quality, SBC: Self-brand connection, PA: Perceived aesthetic, BS: Brand 
satisfaction, BL: Brand loyalty
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brand satisfaction, aesthetics significantly influence brand loyalty 
among millennials. Hence, brands must establish a thorough and 
in-depth insights of this cohort in order to design and execute 
the most effective strategies to build and maintain brand loyalty.

5.1. Implications
5.1.1. Theoretical implications
This study has multiple theoretical implications. Firstly, current study 
significantly contributes to the extension of the generational theory 
particularly highlighting the various antecedents, and perceptions 
that influence brand loyalty among millennials in South Africa. 
Secondly it adds to consumer behaviour literature on the antecedents 
of brand loyalty and sneaker/fashion brands. Furthermore, this study 
makes vital contributions to brand relationship theory which is used 
to understand how self-brand connection influences brand loyalty 
which is mediated by brand satisfaction.

5.1.2. Managerial implications
In line with the earlier investigations, this research demonstrated 
that perceived quality, perceived value, brand satisfaction, 
aesthetics significantly influence brand loyalty. Hence, brand 
managers should focus on strategies that enhance the millennial 
consumers perceived value, perceived quality, self-brand 
connection and perceived aesthetics to intensify brand loyalty. 
Additionally, this study can assist both local and international 
brand managers in the footwear industry to better understand the 
unique attributes of millennials and execute advertising strategies 
that foster brand loyalty given the financial viability and loyalty 
of this generational cohort.

5.2. Limitations and Directions for Future Research
The respondents for this study comprised young adults who 
predominately reside in Johannesburg which therefore impacts 
the generalizability to millennials in South Africa. Consequently, 
it paves the path for future studies to include young adults around 
the country and other parts of Southern Africa to extend the scope. 
Further research can be expounded on the brand relationship theory 
in a South African context and across other product categories 
such as fashion, wine and financial services.

The research adopted a quantitative approach which could be a 
possible limitation, further studies could be qualitative in nature in 
order to gain deeper insights into the predictors of brand loyalty for 
sneaker brands among millennials. Additionally, it is proposed for 
subsequent studies to consider modification of present framework for 
instance, testing relationships that were not measured in the current 
research. For example, testing, the causal relationship between 
perceived aesthetics and brand loyalty as this would explain the direct 
impact of visual appeal perception on sneaker brand loyalty. Finally, it 
would also be interesting to establish the effect of the current study’s 
antecedents on brand satisfaction if perceived quality is removed as 
this could have influenced how the respondents associated the other 
antecedents with brand satisfaction.
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