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Abstract— This research examines the impact of online brand experience on online brand trust and online repurchase intention. Ad-

ditionally, the study tests whether online brand attachmentmoderates these in􀅫luences. The study provides insights for online retail store

managers to focus on improving the online experience for their customers to promote online brand trust and online repurchase inten-

tions. This quantitative research, conducted as a cross-sectional study, investigates the dynamics of online consumer behaviour within

the context of the Daraz online website in Pakistan. The study encompasses 530 participants who actively engage as shoppers on the plat-

form. Utilizing a survey-based approach, the research explores the interplay between online brand attachment, online brand experience,

purchase intention, themoderating role of online brand trust, and themediating role of sale promotion. Employing the Smart PLSmethod

for data analysis, the study contributes to the evolution of attachment theory within the digital marketing landscape. The background of

the research centres on the unique online shopping environment provided by Daraz, a prominent online marketplace in Pakistan. The

􀅫indings offer valuable insights for marketers seeking to enhance brandmanagement strategies and optimize the online shopping experi-

ence to drive consumer attachment and purchase intentions in the competitive E-commerce landscape.
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Introduction

Online purchasing is becoming increasingly popular every year, emerging as a signi􀅫icant trend. It offers a quick and comfortable substi-

tute for of􀅫line purchasing, requiring users to visit stores (Muhammad, Kazi, & Munir, 2023) physically. Online shopping is convenient

for several reasons, including its easy accessibility, capacity to save time and labour, lack of transportation-related problems, and, most

importantly, its 24/7 availability. The transition to internet-based buying presents a noteworthy obstacle for conventional physical retail

establishments (Ali, Ahmed, Afzal, & Ilyas, 2022). Many contend that because e-commerce is ef􀅫icient, accessible accessible, round-the-

clock, and has an intuitive user interface, it signi􀅫icantly outperforms traditional buying. Furthermore, online shopping ismore economical

(Jajja & Jat, 2019; Muhammad et al., 2023).

According to Ahmed (2020), the Asia-Paci􀅫ic region has the most signi􀅫icant rate of online purchasing. In recent years, Pakistan has

been one of the APAC countries with the fastest-growing e-commerce markets. E-commerce in Pakistan is still growing, according to
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(Muhammad et al., 2023), and substantial future growth is predicted. The nation is home to over 100 e-commerce sites, generating

billions of rupees in sales annually (Jajja & Jat, 2019). During the "Big Friday Sale" in 2017, even well-known platforms like daraz. Pk

recorded an income of Rs. 3 billion (Ahmed, 2020). Managing Director of Nielsen Pakistan Quratulain Ibrahim reports that 82 per cent of

consumers in developed areas with internet access had shopped online, a 7% rise from the previous year (Jajja & Jat, 2019). Moreover,

Pakistan produced US$4.2 billion in income from e-commerce in 2021, making it the 46th largest market (Ali et al., 2022). With US$37.5

million in revenue in 2022, J. is the top player in the Pakistani e-commerce sector. The two largest stores, Gul Ahmed and LIMELIGHT, had

US$35.9 million and US$34.2 million in revenue, respectively (Ali et al., 2022; Jajja & Jat, 2019; Muhammad et al., 2023).

With 4.5 billion users worldwide, or around 60% of the global population, internet connection is widely available. While Asia sur-

passes only Africa in terms of internet penetration rate, it has the highest number of internet users worldwide with a penetration rate

of 54.2 percent, which is also lower than the global average of 58.8 percent (Ahmed, 2020). The causes are a combination of a lack of

infrastructure and developing economies relative to developed regions like North America and Europe, with penetration rates of 89.4 and

87.7 percent, respectively. Pakistan has a mere 35 percent internet penetration rate among Asia's developing economies, far lower than

the region's average (Jajja & Jat, 2019; Muhammad et al., 2023). Even though it might not seem like much, just 18% of Pakistanis used

the internet in 2016 (Jajja & Jat, 2019; Muhammad et al., 2023). Considering the larger picture, the industry is expanding quickly. The

recent arrival of 3G/4G technology, which has made internet accessible in remote locations where it was nonexistent before, has further

increased this growth rate. This low penetration percentage makes studying a market in its quick expansion phase intriguing. This study

aims to investigate Pakistani consumers' opinions regarding internet buying.

According to Dam (2020), four variables can be used to track customer behavior when they buy products online—perception, aware-

ness, preparedness, and willingness. Marketing determines customer awareness by teaching them how to make payments on websites

that sell goods online and obtain product information online (Chen & Yang, 2023; Putri & Anggarawati, 2022). The consumer demon-

strates the willingness to purchase through an online store. When a consumer is prepared to decide, they are based on the 􀅫irst three

elements. The Internet channel provides a different purchasing choice in the grocery market that works with the traditional in-store

option. According to Chen and Yang (2023), users sometimes switch from one platform to another.

Furthermore, they assert that consumer behaviour is determined by their prior actions, regardless of the development of new tech-

nologies and e-commerce. Nothing can alter their preferences once a person has committed themselves fully to a brand. Online shopping

complements traditional brick-and-mortar shopping (Helmi, Ariana, & Supardin, 2022; McClure & Seock, 2020; Montejo & Adriano,

2018; Yuanita & Marsasi, 2022).

Examining the idea of "brand attachment," which describes the bond between customers and brands, is fascinating. One of the most

crucial aspects of brands is brand attachment. The fundamental mechanism of brand attachment occurs when a company offers hedonic

resources, whichmakes consumers happywith thebrand theybuy (Xu, Jung,&Han, 2022; Yuanita&Marsasi, 2022). Due to their ability to

satisfy utilitarian andhedonistic demands, brands are frequentlypurchasedbasedonly onemotions (Levy&Hino, 2016). Peoplewhohave

an emotional connection to a brand can gain self-discovery from the brands they enjoy. Thus, through attachment, consumer interaction

can affect brand loyalty (Li, Teng, & Chen, 2020). Brand attachment can in􀅫luence consumers' purchase of expensive, premium brands

(Chen & Yang, 2023; Hidayati et al., 2021). To comprehend marketing, it is necessary to comprehend both the brand experience and

the impact of brand attachment on customer retention (Ahmad & Akbar, 2023; Rabbanee, Roy, & Spence, 2020). Customers' repurchase

intention can be directly impacted by brand experiences that increase their sense of security (Chen & Yang, 2023; Hidayati et al., 2021).

According to Chen and Yang (2023), brand experiences directly impact customers' intention to repurchase by fostering a sense of security.

Chen and Yang (2023) research on brand attachment illuminates its signi􀅫icant in􀅫luence on customer behaviour, from the 􀅫irst choice of

brand to sustained brand loyalty and intent to repurchase.

Experience is critical in modern consumer behaviour (Pina & Dias, 2021; Yuanita & Marsasi, 2022). Experts in brand marketing

always promote creative approaches to create a remarkable brand experience, strengthening the brand's favourable customer interac-

tions (Husain, Paul, & Koles, 2022; Hwang, Choe, Kim, & Kim, 2021). "Subjective consumer responses evoked by speci􀅫ic brand-related

experiential attributes in such settings" is how brand experience is de􀅫ined (Akoglu & O􀂫 zbek, 2022; Barijan, Ariningsih, & Rahmawati,

2021). Brand experience includes opinions about a company's identity, design, packaging, and other aspects at different consumer jour-

neys. Brand experience's fundamental components are the sensory, affective, behavioural, and intellectual dimensions (Husain et al.,

2022). Academics have embraced this multifaceted view of brand experience, making it easier to comprehend how each stimulus affects

customer behaviour (Husain et al., 2022; Hwang et al., 2021). Furthermore, several research indicates that brand happiness is highly

in􀅫luenced by brand experience, which is retained in consumers' memories (Akoglu & O􀂫 zbek, 2022; Husain et al., 2022).

Due to the recent global 􀅫inancial crisis, many retailers are turning to sales promotions as a critical strategy to increase declining

sales and eliminate excess inventory (Wiranata & Hananto, 2020). Due to the regularity of these kinds of sales, even businesses like

Starbucks—which would seem immune to the recession—have resorted to offering coupons to clients that are good for 50% off to draw

them into their establishments. According to Helmi et al. (2022), there will be a greater propensity to employ sales promotions, espe-

cially as audiences become more dispersed and advertising costs continue to rise. Sales promotions stand out due to their capacity to
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respond promptly, accurately, and adaptively to boost commerce or consumers and counteract the promotional activities of competitors

(Bandyopadhyay, Sivakumaran, Patro, & Kumar, 2021).

Another important consideration is trust, which can sway someone's decision to buy (Puspaningrum, 2020). When given an option,

consumers will almost certainly select a brand they are familiar with. Since education is expensive and inaccessible to everybody, price

perceptions are signi􀅫icant (Benhardy, Hardiyansyah, Putranto, & Ronadi, 2020). Positive expectations regarding the intentions of other

parties connected to aperson in a risky circumstance are aprerequisite for trust (Benhardyet al., 2020). According to the research 􀅫indings

done by Dam (2020) and Hidayati et al. (2021), brand trust is critical to social media marketing. According to studies by Chen and Yang

(2023), Cuong (2020), and Dam (2020), there is a substantial positive correlation between brand trust and brand loyalty. According to

Dam (2020) and Hidayati et al. (2021), brand trust plays a signi􀅫icant role in fostering customer loyalty because it in􀅫luences consumers'

propensity to behave inways that re􀅫lect their attitudes toward a brand. Companies can cultivate consumer emotion by using socialmedia

platforms to establish consumer trust in the goods or services they offer. This emphasizes how online brand attachment, experience, and

sales promotion lead to purchase intention and the moderating role of online brand trust, as well as attachment theory.

Literature Review

With technological advancement, consumers are becoming more aware of the products and services (Kaatz, Brock, & Figura, 2019). As

a result, brand experience has gained much attention from marketing researchers as it is an essential element of marketing strategies

(Choi, Ok, & Hyun, 2017). Brand experience is the "de􀅫ining stage or stage of events in which a company contacts in such manners

that it creates a chain of events, and those chain of events then creates a memorable experience for the customers" (Fransen, Rompay,

& Muntinga, 2013). Similarly, in an online context, marketers must understand the brand experience and its relationship with brand

loyalty and repurchase intention. Previous studies show that online brand experience has emerged due to technological advancement

(Foroudi, Gupta, Sivarajah, & Broderick, 2018; Morgan-Thomas&Veloutsou, 2013). Retailers need to create and provide a unique brand

experience that is developed quickly as the online environment and technology change (Khan, Rahman, & Fatma, 2016). Moreover, it

is a challenge for marketers to overcome the problem of intangibility in a way that customers may overlook the tangible aspects of the

products yet still experience the brand positively online (Bilgihan, Kandampully, & Zhang, 2016; Garcıá, Galindo, & Suárez, 2018)

Attachment theory

Bowlby 􀅫irst investigated the bond between newborns and their parents in 1958 to understand long-term human interactions (Johnson,

2019). The fact that Bowlby thought of playmate and attachment 􀅫igures as conceptually separate roles is sometimes forgotten (Cherniak,

Mikulincer, Shaver, & Granqvist, 2021). When youngsters are stressed, they are believed to seek out the attachment 􀅫igure, but when

feeling upbeat, they seek out a playmate. Since the two positions are not mutually exclusive, one individual (such as the caretaker) may

ful􀅫il both. This viewpoint has several rami􀅫ications for how attachment theory is put forward. First, even though playful interactions are

crucial tomother-child relationships, it is evident that the term "attachment" in itsmore restrictive technical sense does not encompass the

kinds of interactions examined by (Cherniak et al., 2021; Johnson, 2019). Stern, Barbarin, and Cassidy (2022) go intomore detail on this

topic. Second, it becomes clear that the variety of the partners' shared interaction plans or programs is a valuable method to characterize

relationships. The use of attachment theory in adult romantic relationships is consistent with and a part of a broader revolution that

has seen dif􀅫iculties in adult romantic relationships and the relationships explored in scienti􀅫ic research. Science has 􀅫inally started to

confront the "core mysteries of human relationships," as noted by Cherniak et al. (2021), Johnson (2019), and Stern et al. (2022). The

expanding body of recent research on the nature of relationship distress (Gottman, 2014) and the effects of close relationships onmental

and physical health (Cherniak et al., 2021) align very nicelywith attachment theory and related studies on adult attachment relationships.

Furthermore, it may be effortlessly combined with two essential viewpoints in the marital therapy approach: systems theory and

the feminist perspective (Cherniak et al., 2021; Johnson, 2019; Stern et al., 2022). Nothing is more valuable than a solid theory, and

attachment theory assists the couple therapist in navigating the intricate, multifaceted drama that is a close relationship in crisis. This

is all aided by setting relevant and meaningful therapy goals and 􀅫iguring out the best ways to assist. It also helps the therapist focus

on the characteristics that de􀅫ine these kinds of relationships. According to Johnson (2019) and Stern et al. (2022), a topographical map

can make the difference between a fantastic journey, getting lost in the woods, and reaching a dead end. Customers' connection to an

online brand is likely stronger when they have faith in it, enhancing their overall experience, making them more receptive to discounts

and promotions, and eventually leading to more purchases (Cherniak et al., 2021).
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Online brand attachment

Brand attachment is the concept in which a consumer or individual seeks a sense of security from or relationship with a brand (Bahri-

Ammari, Van Niekerk, Ben Khelil, & Chtioui, 2016). Attachment is the relationship process between the brand and the consumer (Japutra,

Ekinci, & Simkin, 2018).

According to Ahmad and Akbar (2023), brand attachment is essential for developing a robust emotional and cognitive bond between

the brand and the customer. The relationship between a brand and its customers includes feelings such as happiness, contentment, sad-

ness, love, and discontent connected to the brand (Yuanita & Marsasi, 2022). When an artist presents their work live, it is seen as a

cooperative and joyful activity involving the audience, the performers, and themusic, exhibiting attachment-like qualities (Akbar, Ahmad,

Asif, & Siddiqui, 2020). Essentially, brand attachment acts as a link between customers and the brand, fostering a meaningful and long-

lasting relationship on an emotional and cognitive level. Simplistically stated, brand attachment is the emotional connection or link that

exists between a person and a brand. Customers frequently form emotional bonds with companies, feeling various feelings with differing

intensity, such as connection, passion, or affection. A vital component of brand attachment, this emotional bond signi􀅫ies a solid and en-

during affective bond with the brand (Rabbanee et al., 2020). In the context of brands, attachments are the sentimental and emotional

ties that customers have with a particular brand. Consumers tend to personalize their brands and form strong bonds with them. Since

brand attachment is predicted to impact behaviours that increase brand pro􀅫itability and customer lifetime value, it is essential to mea-

sure the strength of the relationships that bind consumers to a brand. From a conceptual standpoint, brand attachment and ownership

attachment are similar in that they view a brand as a source of feelings, identity, and historical values. The brand attachment has been

de􀅫ined bymarketing researchers as the strength of the bond that unites the brandwith the self. Its signi􀅫icance in promoting brand equity

has been recognized (Hidayati et al., 2021). Strong attachments can arise from imagined or actual personal brand experiences, creating

personalized meaning, trust, and autobiographical memories. The ties that bind the brand to the self are fundamentally emotional since

these kinds of thinking are self-relevant (Akbar et al., 2020; Barijan et al., 2021). According to Hwang et al. (2021), brand attachment is

a relationship-based term that denotes an emotional connection between a person and a brand.

Online brand experience

Online experiences have become an essential concept for marketing managers to understand to increase online repurchase intention and

sales.

Making these relationships starts with customersmeeting and using the brand. In the literature on experiential marketing, proposed

the notion of brand experience, which has grown in signi􀅫icance. Husain et al. (2022) can be characterized as consumers' behavioural

reactions and subjective internal responses (sensations, emotions, and cognition) to different stimuli related to a brand's design, identity,

packaging, communication, and surroundings. In addition to interactions with print and electronic media, brand experiences can arise

from shopping, purchasing, and direct consumption (Barijan et al., 2021). The four components of brand experience are sensory, emotive,

intellectual (cognitive), and behavioural, according to Akoglu and O􀂫 zbek (2022). The term "sensory brand experience" refers to how a

consumer reacts to stimuli from a brand, such as touch, taste, smell, and sight. Consumer mood, emotions, and feelings are all part of the

emotional brand experience, which is in􀅫luenced by affective cues (Pina & Dias, 2021; Yuanita & Marsasi, 2022). To change consumers'

impressions of a brand, intellectual brand experience entails getting them to think in new and convergent ways. By appealing to physical

experiences, lifestyles, enduring behavioural patterns, or social connections, behavioural experience stimulates consumer behaviours

or intents (Husain et al., 2022). These brand experience elements work together to create a comprehensive and exciting interaction

between customers and the brand, laying the groundwork for long-lasting partnerships between the two. According to Akoglu and O􀂫 zbek

(2022), a brand's experience encompasses all of the sensations, emotions, thoughts, and reactions that a brand elicits in its audience.

This includes the stimuli that come from a variety of sources, including marketing communications, brand design, brand identity, brand

ambassadors, and the setting in which the brand is exhibited. Furthermore a brand's experience is the culmination of sensation, feeling,

cognition, and behavioural reactions to stimuli pertaining to the brand's identity, packaging, communication, and external surroundings.

The brand experience begins when customers start their product search, lasts through the decision-making process that results in the

product purchase and lasts into the post-consumption stage. It also includes the many marketing tactics that the brand uses in relation

to the goods or services that it provides (Akoglu & O􀂫 zbek, 2022; Barijan et al., 2021). A brand's full impact on customers, from their 􀅫irst

engagement to their post-purchase experiences and interactions with the company's marketing initiatives, is essentially captured by the

term brand experience.

Sale promotion

One of the most important parts of marketing communication is sales promotion, which is meant to tell customers about the 􀅫irm and

increase their desire to buy goods and services (Ratih & Rahanatha, 2020). According to Akoglu and O􀂫 zbek (2022), promotion is an
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action-orientedmarketing initiative that a company deliberately sets out to in􀅫luence consumers and encourage them tomake favourable

purchase decisions or participate in product trials. Helmi et al. (2022) clarify in several sources that drawing in customers, educating

them about the brand's goods and services, and swaying their decisions to buy are the main goals of promotion. Prior research has

demonstrated that purchase intentions are signi􀅫icantly in􀅫luenced by sales promotion (Akbar et al., 2020; Bandyopadhyay et al., 2021).

Additionally, it is acknowledged that promotions play a big role in in􀅫luencing what customers decide to buy (Pacheco & Rahman, 2015;

Ratih&Rahanatha, 2020; Wiranata&Hananto, 2020). Thepromotionhas an effect that goes beyond simple communication; it in􀅫luences

consumer behaviour and decision-making when it comes to purchasing products. One important component of the overall marketing

strategy is sales promotion, which is strategically used to increase sales in the near term. Target audiences for this promotional strategy

include customers (consumer sales promotion), members of the distribution channel (trade promotion), and sales personnel (sales force

promotion) (Bandyopadhyay et al., 2021). Our research focuses only on sales promotions for consumers. A variety of strategies, including

price cuts, discount coupons, bonus packs, sweepstakes, and competitions, are included in consumer promotion. Their goal is to entice

and motivate customers (Ratih & Rahanatha, 2020).

Online brand trust

Trust is regarded as a key component when it comes to the development of brand attachment. Online brand trust, in other words, is a

concept that can go beyond satisfaction between consumers and the brand.

The notion of brand trust in branding literature is closely linked to the viewpoint of the brand-consumer relationship (Barijan et

al., 2021). The extant literature on branding has expounded upon diverse aspects of brand trust (Hidayati et al., 2021). According to

one de􀅫inition, trust is the degree to which customers believe that the seller's items are reliable and of high quality (Husain et al., 2022).

Mahliza, Nugroho, Putra, et al. (2021) present an alternative viewpoint that de􀅫ines brand trust as customers' readiness to depend on

the brand's core values to achieve its stated goals. Comparably, brand trust is understood as a manifestation of belief throughout brand

engagement, based on the consumer's anticipation that the brand would constantly be dependable and ful􀅫illing (Puspaningrum, 2020).

The literature on branding that is now available has presented many de􀅫initions of brand trust (Chen & Yang, 2023). Consumers' faith in

a business's ability to deliver a high-quality and reliable product or service is known as trust (Husain et al., 2022). The idea that a brand

will always be dependable and accountable for satisfying the customer is the foundation of brand trust, which is the state of feeling safe

when interacting with the brand (Putri & Anggarawati, 2022; Sohail, Hasan, & Sohail, 2020; Xu et al., 2022). According to Dam (2020),

brand trust is a measure of consumers' willingness to rely on a brand. The idea of trust was only appropriate in situations where there

was uncertainty, such as when there were more signi􀅫icant discrepancies between brands than small ones. Because the buyer knew they

could rely on the reputable brand, trust precisely reduced risk in circumstances where they felt particularly insecure. A buyer's readiness

to rely on a brand in an uncertain situation because they anticipate positive outcomes from the brand is another de􀅫inition of brand

trust (Kamalasena & Sirisena, 2021). Essentially, when consumers are unclear about what to believe, trust helps to reduce ambiguity.

It is founded on the expectation that the business would coordinate its operations with the wants and requirements of the customer.

Customers who trust a business feel that their expectations will be ful􀅫illed, which promotes dependability and keeps them from being

let down. Conversely, brand trust pertains to the degree to which a consumer is willing to place their faith in a brand, particularly in

the face of risk, in the hopes of achieving a favourable result (Kamalasena & Sirisena, 2021). Customers' faith in a company is a critical

component of its success andwell-being. In the end, trust is a crucial factor in determining how customers and businesses interact, acting

as a cornerstone for constructive expectations and win-win situations.

Purchase intention

The true purpose of a buyer toward a product is known as buying intention. Purchase intention was described as a combination of the

chance that a buyer will make a purchase and their level of concern. According to some earlier studies, purchase intention was highly cor-

related with desire and attitude toward a product or brand Xu et al. (2022). The possibility that consumers might plan to or be prepared

to purchase a particular good or service in the future has also been referred to as purchase intention (Hidayati et al., 2021; Kamalasena

& Sirisena, 2021). According to Cuong (2020), purchase intention indicates how consumers will behave predictably when making short-

term future purchases (such as choosing a product or brand to buy when they go shopping) (Cuong, 2020; Dam, 2020)). Additionally,

purchasing intentionwas de􀅫ined as a customer's propensity to purchase a good. The larger the buying intention, themore a consumer in-

tends to buy the product. Additionally, Cuong (2020) noted that perceptions and unforeseen eventsmay also have an impact on a person's

intention to purchase. Perceptions of a person's preferences and unforeseen events point to scenarios that alter buying intentions (Verma,

2021). Themost often used indicator of customer behaviour prediction is purchase intention. Consumers are driven to consider carefully

the promises made about brand involvement and brand love when formulating purchase intentions. Purchase intention is in􀅫luenced

by cognitive elaborations of brand involvement and high-quality brand-love information. Purchase intention and actual behaviour differ
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(Cuong, 2020). Purchase intent for hotels is increased by brand equity. For neo-luxury brands, purchase intention has been in􀅫luenced

by brand love (Anjani & Astuti, 2022). For social media campaigns Cuong (2020), online communities Cuong (2020), and brands Cuong

(2020), brand involvement positively increased purchase intentions. Purchase intention is in􀅫luenced by equity (Hidayati et al., 2021;

Kamalasena & Sirisena, 2021). This study used the purchase intention measure developed by Cuong (2020).

Hypothesis development

The basic tenet of attachment theory is that people naturally seek close relationships with others to control their emotions and feel pro-

tected from psychological and bodily harm (Cherniak et al., 2021). People attach to brands to satisfy their needs for warmth, security,

and comfort needs that are met by signi􀅫icant others, such as mothers, to whom attachment theory is frequently applied (Chen & Yang,

2023; Cherniak et al., 2021; Hidayati et al., 2021; Hwang et al., 2021). Barijan et al. (2021) make a compelling case for the need to

know the meanings that customers ascribe to their belongings, saying that understanding consumer behaviour necessitates acknowledg-

ing things as essential components of the self. Given its critical role in shaping brand equity, marketing academics de􀅫ine brand attachment

in this context as the strength of the tie tying the brand to the self (Rabbanee et al., 2020). Strong attachments can result from real or

imagined personal brand experiences, which can create customized meaning, trust, and autobiographical memories. These linkages be-

tween the brand and the self are intrinsically emotional since these sentiments are self-relevant (Ahmad & Akbar, 2023; Akbar et al.,

2020). Consumers' belief in a brand's goods or services is referred to as brand trust, according to Rabbanee et al. (2020). When a brand

is seen as secure, dependable, and trustworthy, consumers typically show a high degree of brand trust Stern et al. (2022). According to

Xu et al. (2022), brand trust can help customers feel less apprehensive about items andmakemore educated decisions about what to buy.

Within the tourism industry, destination management is heavily in􀅫luenced by visitors' brand trust. According to Yuanita and Marsasi

(2022), travellers will have faith in places that make them feel at ease. Travelers are more likely to exhibit strong brand trust when their

expectations are met throughout their trip (Akbar et al., 2020).

H1: There is a signi􀅫icant mediating impact of sale promotion between online brand attachment and purchase intention.

Hwang et al. (2021) de􀅫ine the brand experience as a collection of perceptions, emotions, thoughts, and actions brought on by stimuli

associated with a brand and included in the design, identity, packaging, communications, and environments of the brand. Barijan et al.

(2021) de􀅫ine brand experience as a dynamic process that allows consumers to identify or communicate their thoughts and feelings about

a brand. In addition, the phrase "brand experience" describes a customer's initial or ongoing interactions with a brand through a range of

media, such as images, tangible goods, and online platforms (Husain et al., 2022). Online shopping has grown in importance as a platform

for marketers to understand and provide customers with a high-quality experience (Barijan et al., 2021). While consumers 􀅫ind online

stores more convenient, marketers still struggle to comprehend consumer online purchasing habits and deliver a satisfying online brand

experience (Pina & Dias, 2021; Yuanita & Marsasi, 2022). Online shoppers go through two stages, according to Barijan et al. (2021).

The 􀅫irst step involves the buyer making their 􀅫irst online purchase from their chosen retailer. Depending on how satis􀅫ied you were

with your 􀅫irst experience, the second step entails tracking your intention to make another purchase from the same online retailer. "The

individual's judgments about buying a designated service from the same company again, taking into account his or her current situation

and likely circumstances" is the de􀅫inition of repurchase intention given by (Chen & Yang, 2023). However, clients can conduct pertinent

information searches beforemaking their 􀅫irst purchase from a particular online retailer (Anjani & Astuti, 2022; McClure & Seock, 2020).

Repurchase intention, according to Hwang et al. (2021), goes beyond brand loyalty and shows that consumers develop a preference for a

speci􀅫ic brand. Furthermore, as it costs 􀅫ive times more to acquire a new client than it does to maintain an existing one, marketers must

come up with plans to increase customers' repurchase intention (Putri & Anggarawati, 2022). During the rapid adoption of e-commerce,

a sizable corpus ofwork has focused on clarifying the notion of customer experience, speci􀅫ically in relation to online customer experience

(Verma, 2021; Xu et al., 2022). Several de􀅫initions of the customer experience have been proposed in this literature (Hidayati et al., 2021;

Kamalasena & Sirisena, 2021). While some research de􀅫ines customer experience as customers' involvement in buying activities, others

argue that customer experience is the range of emotions elicited during consumer-business interactions (Benhardy et al., 2020; Chen &

Yang, 2023; Cuong, 2020; Dam, 2020).

H2: There is a signi􀅫icant mediating impact of sale promotion between online brand experience and purchase intention.

Ratih andRahanatha (2020), it becomes clear that building brand trust is essential to creating a strong emotional connection between

customers and the business and encouraging repeat business. It has to do with the brand's dependability, which is based on customers'

trust that the product will live up to expectations (brand intention), which is based on customers' perception that the brand puts cus-

tomers' needs 􀅫irst (Verma, 2021). By far, the most signi􀅫icant factor in􀅫luencing a brand's worth is trust, which may either raise or lower

the brand's overall value. As a result, consumers develop a sense of brand loyalty. Brand trust is a measure of a company's reliability and

is derived from consumer con􀅫idence in the brand's capacity to ful􀅫il commitments and prioritize the requirements of the customer (brand

intention) (Wiranata & Hananto, 2020). By engaging with consumers, the brand responds to their needs and assumes liability for their

safety and welfare. As a result, consumers feel quite secure with the brand. Perceived product quality that sticks in their recollections is
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a sign of consumers' faith in the product, which is impacted by brand trust. As a result, customers are more likely to continue with the

product and avoid moving to competitors. In addition to having the ability to forge valuable connections, brand trust becomes a crucial

component in in􀅫luencing consumer brand choices. Brand trust has a favourable and considerable in􀅫luence on purchasing decisions,

according to (Puspaningrum, 2020; Putri & Anggarawati, 2022). People's purchasing decisions rise in tandem with their perception of

increased brand trust, demonstrating the crucial role that trust plays in in􀅫luencing consumer behaviour. Customers who rely on a brand

aremore likely to paymore for it, buy new products that it endorses, stick with it, and share information about their preferences (Stern et

al., 2022; Verma, 2021). Conversely, increased risk and uncertainty make customers feel less con􀅫ident. As a result, stressing a pleasant

brand experience will also reduce the likelihood that customers will see a danger and regard the brand as more reliable. As a result, this

will affect their likelihood of becoming brand ambassadors as well as their level of brand loyalty (Wiranata & Hananto, 2020). Research

indicates that trust is a key factor in determining purchase intention (Sohail et al., 2020).

H3: There is a signi􀅫icant impact of online brand trust on purchase intention.

In the world of internet retail, trust is crucial. "Trust is the cornerstone of the relationship between buyer and seller," as stated

by Cuong (2020), "Trust enables [online customers] to understand the offering and to face the perceived risk associated with buying

and consuming the product." Additionally, according to Putri and Anggarawati (2022), brand trust is the degree to which consumers are

prepared to place their trust in a particular brand's dependability and integrity. It is the degree of trust that a client has in a particular

brand's ability to provide the services or goods that they have been promised (Puspaningrum, 2020). Therefore, it is challenging for

online retailers to realize their full potential if they do not earn the trust of their client (Puspaningrum, 2020; Putri & Anggarawati,

2022). Studies have shown that trust may be a crucial factor for internet-based businesses (Putri & Anggarawati, 2022; Sohail et al.,

2020). According to Kamalasena and Sirisena (2021), brand trust is the belief that a company is trustworthy and accountable for the

interests and well-being of its customers as well as the safe interactions that consumers have with their brands. The development of

brand trust is contingent upon the brand's ability to instil con􀅫idence in customers regarding its worth. According to Benhardy et al.

(2020), direct consumer experiences with brands have the power to both establish and foster brand trust. According to Dam (2020),

trust in marketing terms is the propensity of a customer to return to a company. Trust is regarded as a crucial prerequisite for brands

in the context of sale promotion and online purchases. According to Dam (2020), trust is the psychologically positive expectation that

a consumer has of a brand. Compared to more conventional components of the promotion mix, consumers view social media as more

reliable (Helmi et al., 2022). This could also be explained by direct communication, immediate feedback, and the generation of more

objective content offered by sales promotion (Iqbal, 2020; Jajja & Jat, 2019). Compared to traditional means of promotion, consumers

view social media asmore dependable and trustworthy (Mahliza et al., 2021). Online brand attachments that offer dynamic conversation,

immediate feedback, and more objective user-generated information could be a likely explanation for this. This study tries to 􀅫ill a gap in

the literature by thoroughly examining the relationship between online brand attachment purchase intention and sale promotion. One

of the key components in encouraging consumer loyalty to a business is brand trust. Consumer con􀅫idence that the product can deliver

on the promised value (brand intention), which is predicated on consumer con􀅫idence that the brand can put the needs of the customer

􀅫irst Putri and Anggarawati (2022), is the foundation of customer trust in a brand (brand reliability). Trust is the most important aspect

of a brand that can affect how valuable people view it and inspire brand loyalty among consumers. According to Putri and Anggarawati

(2022), brand trust is a factor that can cause consumers to form an emotional tie and loyalty to the company, as well as the ability of the

brand to ful􀅫il the interests of its consumers. According toPutri and Anggarawati (2022), a brand's ability to evoke strong emotions in its

audience might persuade them to purchase it.

H4: There is a signi􀅫icant moderating impact of online brand trust on sale promotion and purchase intention.

Fig. 1 Conceptual framework
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Methodology

Design

This research is structured as a quantitative and descriptive study, with the objective of exploring the interrelationships among sale pro-

motion, online brand attachment, online brand experience, online brand trust, and purchase intention among consumers of Daraz online

in Pakistan. The cross-sectional design facilitates the evaluation of these relationships at a singular juncture, thereby offering a compre-

hensive overview of the dynamics among the variables under investigation. The primary emphasis is placed on the investigation and

validation of hypotheses concerning these variables, employing a systematic and rigorous methodology for the collection and analysis of

data.

Sample

The sample for this research consists of 530 participants sourced from the Daraz online marketplace in Pakistan. A non-probability

convenience sampling approachwas utilized to select these participants, as it provides practicality in engaging individualswho are readily

accessible and willing to participate. This method, although effective, introduces potential biases that must be recognized. Despite these

limitations, the selected sampling technique is designed to ensure a diverse representation within the sample, thereby enhancing the

external validity of the study's results.

Instrumentation

To evaluate the primary variables of interest, a variety of adapted instrumentswere employed. The assessment of online brand attachment

was conducted using six items that were adapted from Yuanita and Marsasi (2022). The measurement of online brand experience was

further undertaken using another set of six items from the same authors. The evaluation of sale promotion, which serves as themediating

variable, was accomplished through three adapted items from Pacheco and Rahman (2015). The measurement of online brand trust,

which acts as the moderating variable, was carried out using eight items that were adapted from Cuong (2020). Lastly, the assessment

of purchase intention, the dependent variable, was conducted using four items that were adapted from Yuanita and Marsasi (2022). All

variables were evaluated on a 5-point Likert scale, thereby enabling participants to indicate their level of agreement or disagreementwith

each statement.

Reliability and validity

The reliability and validity of themeasurement instruments underwent a thorough assessment. The reliability of the instruments was es-

tablished through the computation of Cronbach's alpha and Composite Reliability (CR), with all values surpassing 0.70 for each construct,

signifying an adequate level of internal consistency. For the purpose of assessing convergent validity, theAverageVarianceExtracted (AVE)

and factor loadings were scrutinized. Each item achieved a threshold of 0.50 for AVE and factor loadings, af􀅫irming the appropriateness

of the constructs' convergent validity. This process ensures that the instruments reliably and accurately measure the intended variables.

Data collection

Data were gathered from 530 participants who were Daraz online shoppers in Pakistan via a structured questionnaire. The decision to

employ this primary data collectionmethodwasmade to secure direct responses fromparticipants concerning their experiences and per-

ceptions related to the variables under investigation. This strategy aids in the acquisition of pertinent and detailed information essential

for the testing of research hypotheses.

Data Analysis

The analysis of data was executed employing Partial Least Squares Structural Equation Modeling (PLS-SEM) methodologies, facilitated

by SmartPLS software. The analysis process was segmented into two primary stages: the initial evaluation of the measurement model

to ensure the reliability and validity of the constructs, and the subsequent examination of the structural model to test the hypothesized

relationships and hypotheses. This comprehensive analysis yielded insights into the determinants of online purchasing behavior among

Daraz shoppers in Pakistan, thereby contributing signi􀅫icantly to the existing body of knowledge in the 􀅫ield.
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Table I

Measurement model for convergent validity, AVE, and CR

Constructs Items Loadings CA CR AVE

Online Brand Attachment OBA1 0.734 0.849 0.890 0.578

OBA2 0.800

OBA3 0.852

OBA4 0.782

OBA5 0.808

OBA6 0.545

Online Brand Experience OBE1 0.719 0.863 0.898 0.595

OBE2 0.797

OBE3 0.788

OBE4 0.823

OBE5 0.776

OBE6 0.721

Online Brand Trust OBT1 0.802 0.913 0.930 0.623

OBT2 0.809

OBT3 0.762

OBT4 0.791

OBT5 0.804

OBT6 0.819

OBT7 0.818

Purchase Intention PI1 0.892 0.872 0.921 0.796

PI2 0.888

PI3 0.897

Sale Promotion SP1 0.854 0.879 0.926 0.807

SP2 0.934

SP3 0.904

Additionally, we assessed discriminant validity using the Fornell-Lacker standard (Hair Jr, Howard, & Nitzl, 2020). It connected the

latent variable to the square root of the AVE values. Precisely, the AVE's square root ought to surpass its maximum correlation with every

other build (Hair Jr et al., 2020). The re􀅫lecting constructs of brand happiness, brand trust, and purchase intention all had square roots of

AVEs that were larger than the association of the corresponding latent variables, as table 2 demonstrated. As a result, these conceptions'

discriminant validity was good.

Table II

Discriminant validity

OBA OBE OBT PI SP

Online Brand Attachment 0.760

Online Brand Experience 0.699 0.772

Online Brand Trust -0.632 -0.593 0.797

Purchase Intention 0.662 0.595 -0.681 0.892

Sale Promotion 0.676 0.657 -0.790 0.712 0.898
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Fig. 2 Assessment of structural model

Assessment of structural model

The results of the hypothesis testing are displayed in tables 3 and 4. According to bootstrapping results (using 5000 resamplings) for the

relationship between the constructs in the suggested study model, the H1, H2, H3, and H4 hypotheses all had t-values more than 1.96

and were signi􀅫icant at the 5% level. As such, these theories were validated. After the measurement model's validity and reliability have

been demonstrated, the next stage is to evaluate the structural model inside the resulting framework. Hair, Risher, Sarstedt, and Ringle

(2019) clarify the interactions between the latent variables proposed in the researchmodel. Before proceeding with the structural model

analysis, it is advisable to determine whether there are any collinearity problems between the latent variables. The Variance In􀅫lation

Factor (VIF) values are examined as part of the collinearity assessment process; a threshold of less than 􀅫ive is advised. The inner model's

VIF values are shown in table 3, all of which are less than two. This suggests that there are no noteworthy problems regarding collinearity

among the predictor variables. Thus, it can be concluded that collinearity problems have no negative impact on the structural model.

There is a signi􀅫icant impact of online brand trust on purchase intention (β = -0.132, p = 3.224).

Table III

Direct relation

Relationships Original Sample t Statistics p Values Decision

H3 Online Brand Trust -> Purchase Intention -0.312 3.224 0.001 Supported

The idea of mediation improves comprehension and description of the link between the two main elements. Understanding the

mechanisms and underlying reasons for the link between these variables can be gained by analyzing the mediation effect. For a thorough

analysis of mediated interactions and indirect effects of variables, structural equation modelling is utilized. To break down the sequence

and clarify the impacts that have been noticed, a comprehensive analysis is necessary. Researchers can ascertain the importance of these

mediation effects by assessing the routes. There is a signi􀅫icant mediating impact of sale promotion between online brand attachment

and purchase intention (β = 0.196, p = 3.664). There is a signi􀅫icant mediating impact of sale promotion between online brand experience

and purchase intention (β = 0.167, p = 3.567).

Table IV

Mediation relationship

Relationships Original Sample t Statistics p Values Decision

H1 Online Brand Attachment -> Sale Promotion -> Purchase Intention 0.196 3.664 0.000 Supported

H2 Online Brand Experience -> Sale Promotion -> Purchase Intention 0.167 3.567 0.000 Supported

Rather than being categorical, which usually entails multigraph analysis or demographic characteristics, the moderation effect is

de􀅫ined in the context of this research study as continuous moderation.
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Fig. 3 Assessment of measurement model

According toHair et al. (2019), "one speci􀅫ic relationship between two latent variables" is the focus of continuousmoderation (p. 246).

In many PLS-SEM investigations, the product indicator approach is the suggested method for calculating moderation effects; however,

Hair et al. (2019) recommend using the two-stage approach by default. This method is preferred because it accurately and statistically

represents the signi􀅫icance of the moderating impact. The 􀅫indings show that there is a signi􀅫icant moderating impact of online brand

trust on sale promotion and purchase intention (β = 0.219, p = 4.612).

Table V

Moderation relationship

Relationships Original Sample t Statistics p Values Decision

H4 Moderating Effect 1 -> Purchase Intention 0.219 4.612 0.000 Supported

Our results are consistent with earlier studies in the 􀅫ield of purchase intention, especially when examining the relationship between

sales advertising and a 􀅫irm's intention to buy, with an emphasis on the moderating role of online brand trust. In particular, our research

shows that followers exhibit an ideal buy intention as promotional levels rise. A simple slope line with a moderate inclination in these

situations indicates that the importance of online brand trust is slightly reduced (Hair et al., 2019; Hair Jr et al., 2020).

Fig. 4Moderating effect of online brand trust

Discussion

The current study concludes that attachment theory evolved along with online brand attachment, online brand experience on purchase

intention, the moderating effect of online brand trust, and the mediating impact of sale promotion. All hypotheses were accepted. The

current study 􀅫indings show that the four research model-proposed hypotheses were all supported.

The 􀅫indings show that there is a signi􀅫icant mediating impact of sale promotion between online brand attachment and purchase

intention (β = 0.196, p = 3.664). These 􀅫indings show a comparable pattern in the relationship between brand attachment and consumer

intention, which is in line with an earlier study by Akoglu and O􀂫 zbek (2022) and Cuong (2020). More attachment is a re􀅫lection of a

deeper love, passion, and connection to a brand, andwhen it reaches a particular intensity, it becomes an important factor in determining

consumer intention (Barijan et al., 2021). There is a positive correlation between the degree of brand attachment and the probability of
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customers selecting and buying that speci􀅫ic brand. This tendency is especially noticeable when people think a product from a brand will

boost their con􀅫idence, which makes them choose and purchase it over products from other brands, even if the designs are comparable.

When low-value promotions are presented, the differences in the effects of the two types of promotions appear to be far less pronounced

than when high-value promotions are introduced. The lack of a noticeable difference in purchase intentions between the two marketing

strategies implies that customers may use amerchant's reputation as a benchmark when assessing products, particularly if the merchant

has a poor reputation. Customers may be less inclined to invest mental energy in closely contrasting each of the available promotions in

such situations, instead choosing to base their choice on the retailer's overall reputation.

The 􀅫indings show that there is a signi􀅫icant mediating impact of sale promotion between online brand experience and purchase

intention (β = 0.167, p = 3.567). The investigation's results are consistent with those of studies by Mahliza et al. (2021) and Muhammad

et al. (2023), highlighting the role that sensory experiences play in forming customers' perceptions, which then affect their intentions to

make purchases (Hwang et al., 2021). The more positive encounters a consumer has with a brand, the more likely it is that they will

choose it in the future. Interestingly, even when the quality and appearance of the two brands are equal, the one that makes a good 􀅫irst

impression is more likely to be favoured and selected. When consumers are regularly satis􀅫ied with a brand or receive concrete bene􀅫its

from it, positive stimuli are created. Stern et al. (2022) state that consumers create their purchase intentions andmake decisions based on

their entire integrated experience. Positive brand experiences, both during the purchase and during the use of a product, lead consumers

to choose that brand more often when they go shopping.

The 􀅫indings show that there is a signi􀅫icant impact of online brand trust on purchase intention (β = -0.132, p = 3.224). The research

􀅫indings support this idea. It participates in investigations that bolster the conclusions of other studies (Cuong, 2020; Dam, 2020). In

contrast to our 􀅫indings, Benhardy et al. (2020) found in their study that brand experience has no bearing on brand trust. Similar to the

􀅫indings of various study projects, it is typical for people who have interacted with a brand in the sports industry and are pleased with the

terminology to have faith in it. Our 􀅫indings are corroborated by studies in the literature (Hidayati et al., 2021). Sohail et al. (2020) state

that research suggests a relationship between brand trust and purchase intention, which is crucial in encouraging customers to make

additional purchases. According to Dam (2020), the long-term attributes of experience and brand trust provide a good explanation for

this conclusion. Brand trust may be in􀅫luenced by celebrity endorsements and advertising. Customers who have faith in a company are

inclined to make repeat purchases and express intentions towards it.

The 􀅫indings show that there is a signi􀅫icant moderating impact of online brand trust on sale promotion and purchase intention (β

= 0.219, p = 4.612). Customers' faith in the reliability as well as the quality of the goods supplied by the vendor was de􀅫ined as trust.

According to Akbar et al. (2020), brand trust is described as customers' willingness to rely on the brand's sense of mission to achieve its

stated objective. Similarly this, brand trust is a manifestation of the conviction that a brand will be able to please customers and remain

dependable in the future (Cuong, 2020). Only in situations where there is risk is the concept of trust appropriate (e.g., in case of broader

or smaller diversity among brands). Precisely, because the consumers knew they could depend on a reliable brand, con􀅫idence decreased

in circumstances where they believed the goods to be extremely risky (Husain et al., 2022; Kamalasena & Sirisena, 2021; Muhammad et

al., 2023). Another de􀅫inition of brand trust is a customer's propensity to rely on a brand in the face of uncertainty because they expect

the brand to provide favorable results (Rabbanee et al., 2020; Sohail et al., 2020). On the other hand, when there is a low level of online

brand trust, sales marketing plays a more signi􀅫icant role and is seen as having a greater impact on buy intention within the company.

The intricate relationship that exists between sale marketing, buy intention, and online brand trust highlights the signi􀅫icance of building

and preserving trust in the online brand environment and illuminates the nuances of consumer behaviour in the digital sphere. However,

it is common for research results to vary across different businesses. In the context of our study, it makes sense for consumers to have

faith in a brand of clothing if they have used it and are satis􀅫ied. This could be accounted for by the strong reputation that Daraz and other

shopping brands we looked at have developed over time.

Theoretical and practical implications

The direct and indirect relationships between online brand experience, online brand attachment, online brand trust, sale promotion, and

purchase intention are all integrated into a coherent model in this study, which contributes signi􀅫icantly to the theory. This thorough

approach advances our knowledge of the ways in which these variables interact in the context of online retail, in contrast to previous

research that looked at these relationships separately. The study provides an expanded framework for current theories of consumer

behavior by 􀅫illing in gaps in the literature. As a result, it offers a strong theoretical basis for further research into online consumer

behavior and brand management by highlighting the connections between various brand-related factors.

The 􀅫indings carry signi􀅫icant practical implications for marketing. Promoting new product lines, opening physical locations, or orga-

nizing exciting events are a few examples of tactics that marketers are urged to use to better engage consumers and actively manage their

brand image. Customers' emotional ties to the brand are strengthened by these initiatives, which give them chances to engage with it.

Furthermore, establishing community platforms can strengthen these connections and promote brand adherence. Building repurchase
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intentions and brand trust can be achieved by managers giving priority to the creation of consistent and improved online brand experi-

ences. The study makes a strong case for the moderating role of trust, emphasizing how building a reliable online presence can greatly

increase the ef􀅫icacy of marketing campaigns and provide businesses with a competitive advantage in the online market.

Limitations and future directions

It is important to take into account a few limitations when interpreting the study's 􀅫indings. First off, the study's concentration on Pak-

istani personswho use sports items limits the generalizability of the 􀅫indings and their relevance to other populations. Investigating other

nations and demographics could improve external validity in subsequent study projects. Second, the moderating effect of online brand

trust in the relationship between purchase intention and sale promotion is the sole focus of this study. Subsequent research endeavours

ought to expand the purview by examining supplementary pivotal elements like brand image, brand awareness, recognized value, and so

forth. Thirdly, a single survey instrument was used to gather data, with participants in Pakistan being the target audience. To improve

methodological robustness, future work should collect data from several sources and combine longitudinal and experimental designs in a

variety of scenarios. Another limitation is that the study's emphasis on the generic brand "Daraz" points to a possible direction for further

research encompassing a wider range of actual and particular brands from other industries, including but not limited to platforms like

Ali Baba or Ali Express. This would advance our understanding of the dynamics among various online brand settings more thoroughly.

One key limitation is the relatively small sample size, which could impact the generalizability of the 􀅫indings. Future research could solve

this problem by performing studies with larger and more diverse samples that include a range of demographics and consumer interests.

Furthermore, although offering insightful information, using Smart PLS for analysis has several drawbacks of its own. Subsequent investi-

gationsmay investigate different statistical techniques or utilize a blend of techniques to verify and reinforce the resilience of the 􀅫indings.

Additionally, the study's focus was on particular elements of the online customer journey, like sale advertising and brand attachment. To

provide a more thorough knowledge of the intricate dynamics impacting online consumer behaviour, future research initiatives could

expand the analysis to include awider variety of variables, such as brand image, perceived value, and customer happiness. The purpose of

these considerations is to direct and stimulate further research endeavours that expand upon the groundwork established by the current

study.

Conclusion

The study's main objective was to 􀅫ind the link of online brand experience with online brand trust and repurchase intention. The study

also used brand attachment as a moderator in order to 􀅫ind the relationship between online brand experience, online brand trust and

online repurchase intention.

The intricate links between online brand attachments, online brand experience, buy intention, online brand trust as a moderating

factor, and sale promotion as a mediating component have all been made clearer by this study. The 􀅫indings contribute to the growth of

attachment theory concerning onlinebranding. Marketers should alsobe awareof the signi􀅫icant rami􀅫ications of this research andemploy

proactive brand management strategies. Proposals for interactive events like fashion shows, new product lines, and storefront openings

can serve as a source of inspiration for prospective clients and create opportunities for deeper customer relationships with the company.

Customers bene􀅫it from being able to view and engage with the brand, which enhances their overall shopping experience. Adopting

such strategic tactics will be essential for marketers hoping to develop strong brand connections, promote great online experiences, and

ultimately drive purchase intentions in the cutthroat online marketplace as the digital landscape continues to change. The results of the

current study suggest signi􀅫icant impact of online brand experience on online purchase intention and online brand trust. The study also

con􀅫irms that online brand attachment acts as a moderator in the a relationship that online brand experience has with online purchase

intention and online brand trust
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